What marketers are thinking, saying, doing 
about this red-hot development.... page 92 





These counters always face the point of delivery 
with Brodie BiRotor Meters mounted in the loading arm 


Operator always has direct unob- 
structed view of easy-reading 
Brodimatic Counter 


Meter and counter swing with the 
loading arm to face toward the 
delivery point 


Saves time and effort, providing 
more accurate control and records 
of loading operations 


Leaves platform clear of equipment 
for maximum safety and freedom 
of operation 


These 22 Brodie BiRotor 
Meters, with Flow Control Valves 
and Strainers, have been in opera- 
tion since 1952 at the Long Beach, 
California loading rack of The 
Texas Company. For balanced per- 
formance, versatility of mounting, 
high sustained accuracy, and low 
maintenance, investigate Brodie Bi- 
Rotors for every petroleum metering 
requirement.Get full details from the 
Brodie Metering Specialist near you. 


ALL-STEEL 


DIE Bik” METERS 


RALPH N. BRODIE COMPANY « San Leandro, California, U.S.A. 


MT. VERNON, N. Y. DALLAS 2, TEXAS CHICAGO OFFICE: SEATTLE 9, WASH. LOS ANGELES 22, CALIF. 
550 So. Columbus Ave. 167 Parkhouse St. 1227 Circle Ave., Forest Park, Ill. 221 9th Ave. N. 5401 E. Sheila Street 
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Oil executives endorse 56 market expansion program 
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... It gets cheaper 
by the mile ! 


for industry benefits 


More and more oil-company executives are stress- 
ing the need for direct efforts to expand markets. 
And Ethyl is pleased that they are citing the 
“Drive More” program as the kind of creative 
approach that can help do this job. 

“Drive More” is actually working to create sales 
that did not exist before . . . in effect, to put ‘“‘new” 
customers into the market. As a result, each com- 
pany’s sales volume increases . . . as the entire 
market expands! 

Ethyl Corporation’s national advertising forms 
a broad base for promotions by companies within 
their own marketing areas. This year, more than 
100,000,000 copies of national magazines will carry 
“Drive More”’ advertisements. You can work out 
your own promotions to take full advantage of 
this impact. With the public becoming ‘Drive 
More’’-conscious, you can get increasingly effec- 
tive results in your own area. 


With your active participation you can help 
insure that “Drive More” will be of the greatest 
value to your own company and the entire petro- 
leum industry. We want to help you make this 
your biggest and best year. 





“DRIVE MORE” PROMOTION MATERIALS 


There’s a long and varied list of 

1956 “‘Drive More’’ promotion 

materials . . . from radio and TV 

spots to handouts and mailers. 

You can put them to effective use 

in your own “Drive More’’ pro- 
motions. Ask your Ethyl representative for the 
°56 Promotion Folder. It gives full information 
on all “Drive More’’ materials. 











ETHYL CORPORATION 


NEW YORK 17, N. Y. 
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Make field repairs quickly with 
this simple attachment of hose to 
KAMLOK shank type adaptor and 
coupler by using hose clamps. Leak- 
proof, light weight, easy to handle. 


ALL KAMLOKS COUPLE AND UNCOUPLE ASSURES GREATER §/ 
INSTANTLY REGARDLESS OF HOOK-UP : OF LIQUIDS. Excelleat 
_ because of inferior ¢ 


tion to meet A requir 


clusive. Sizes ¥%" through. a4 
and OPALUMIN®. 1" th 


2735 COLERAIN AVENUE 
CINCINNATI 25, OHIO 
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ts no Coincidence... 


The first cars developed used Mobiloil pi ia 


The world’s fastest car—John Cobb’s 
traveled 403 mph with Mobiloil . ... 


The winners of the world’s; longest closed course 
race—the or eige 500—for the last five years 
in a row used Mobiloil . 


The winners, for year after year, of the world’s 

steepest uphill race, the Pike’s.Peak Hill. Climb . 

the world’s longest, toughest road race—the 

1900-mile Pan American Race... the holders of major 
stock car records coast-to-coast—all used Mobiloil ... 


Yl 


{ 


Yes, it’s no, coincidence, today 1 more Pe cttaeabiles j in 
the United States.and throughout the. world use 
Mobiloil than any- aes brand. 


Mobil Pays Off—in Posed Performance and Protection 





SOCONY MOBIL OIL COMPANY, INC. 


and Affiliates: MAGNOLIA PETROLEUM COMPANY, GENERAL PETROLEUM CORPORATION 
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Behind Our Headlines 


OIL EYES ON SEN. HUMPHREY 


HEN a politician becomes interested in the oil industry, 

the industry is interested in him. And when a politi- 

cian takes an interest in the marketing segment, oil marketers 
should be interested in him. 

Take Senator Hubert H. Humphrey (D., Minn.), chairman 
of the Senate small business committee. He has been investi- 
gating marketing practices and indicates that he is going to 
keep a close lookout for malpractices. Because he is in a 
position to influence legislative action, he is a man worth 
knowing about. 

In an exclusive NPN interview, Sen. Humphrey tells about 
his inquiries into marketing, outlines his plans, and explains 
his thinking. Along with the interview we have a biographical 
sketch of the influential lawmaker from Minnesota. 

Three men in the McGraw-Hill Washington bureau 
gathered the material. Don Loomis and Ernie Conine han- 
dled the interview; Roy Calvin did the biographical profile. 

The appointment with Sen. Humphrey was made before 
the Easter recess, for mid-April. After the Senate reconvened, 
NPN’s reporters called on Humphrey, who was with Philip 
F. Jehle, committee staff member. We also sent along a steno- 
type operator to record a verbal transcript. 

Skullwork on the interview was done by Ed DeHart, NPN’s 
new managing editor, who issued the assignment and out- 
lined the scope of the interview. The material obtained from 
Washington was processed in New York by DeHart and John 
Bethell, news editor. 

So the final article is the result of a combined operation. 
It starts on p 96. This is another example of a new type of 
informational service the monthly NPN is serving up to its 
readers. 


SMALL COMPANY, BIG BUSINESS 


VERYONE knows how tough it is to get new jobbers. 
And everyone realizes how hard most small business- 
men have to work to preserve their economic standing. 

When a small company develops a chain of jobbers and 
expands its business, that’s an accomplishment. It is even 
more notable when the company is non-major and performs 
that feat in an area where majors are strong. 

Marvin Reid, our Southwest editor, has been watching 
American Liberty Oil Co. revamp its mode of operation. 
After it had executed its impressive business coup, he stepped 
in and got the full story, which starts on p 100. 

Of interest to marketers, too, is the man who directed the 
comeback, Thomas E. Cook. Marvin’s interesting profile of 
this interesting marketer is on p 217. Incidentally, it’s another 
of the NPN profiles that have become the trademark of our 
About Oil People section and are the talk of the trade. 

FRANK BREESE, Editor 








FACE LIFTING MODERNIZES 
RED SEAL METERS... 


still highly accurate after 


17 years in busy bulk plant 


Switching from round dial to Print-O-Meter registers lightens 
load on yard man, reduces chance of human error. Print-O- 


Meters are already on Cities Service trucks, so every man ° 
ee ees ied on deve: cota . Seventeen years of hard work had so little effect on the accuracy 


of nine Red Seal meters at the Cities Service Mt. Vernon, N. Y., 
bulk plant it was decided to convert them to new Print-O-Meter 
registers . . . and keep them on the job! All had their original 
measuring chambers. Some had never been opened for repairs. 


This is just one more example of the savings you too can make 
with Red Seal’s sustained accuracy and low maintenance. No 
need to worry over unsuspected meter inaccuracy losses. A meter 
that changes so little in 17 years can be relied upon to hold 
steady as a rock between your regular tests. Red Seal’s calibra- 
tion adjustment itself is a positive, gear-locked device, and 
can’t “drift.” 


Red Seal meters are available for every tank truck and bulk 
plant application, including remote control systems, to 1,000 gpm. 
Ask your Red Seal representative or jobber for details. 


NEPTUNE METER COMPANY [ 


19 WEST SOTH STREET © NEW YORK 20, N. Y. 





EPTUNE RED SEAL METER 


1%” (30 Gpm) and 112” (60 Gpm) Tank Truck ““Com- 
pacts’’—For fueloil, gasoline or dual-service trucks. Meter, 
register, Auto-Stop valve, air release, and back pressure 
valve are all assembled in one easy-to-install, space-saving 
compact unit adaptable to many arrangements. 


2” Tank Truck “Compact” (100 Gpm)—Meets trend to 
larger trucks, faster deliveries. All-purpose unit contains 
all accessories needed. Flexible assembly fits easily into 
most piping and space conditions. Easy to operate and 
maintain. 


3” Red Seal ‘Compact’ (150 Gpm)—Used for larger 
tank trucks, such as gasoline trucks and transports. Adapt- 
able to either pump or gravity delivery. Like other Red 
Seals, it’s the ultimate in sustained accuracy and low main- 
tenance. 


RED SEAL REMOTE CONTROL METERING SYSTEM 
gets trucks rolling minutes faster . . . with all control firmly 
under the thumb of one man. Each rack meter is accu- 
rately synchronized with a Remote Control Print-O-Meter 
inside the office. Automatic interlock prevents withdrawal 
of product until authorized. Ask your Neptune represen- 
tative for details. 





2” Bulk Plant Meter (100 Gpm)—For low-volume bulk 
plant applications. Extremely accurate and trouble-free, 
with sustained accuracy and long-life assured by sound 
engineering, high-quality materials and careful manufac- 
ture. Smaller 1”, 14 gpm., 1%”, 30 gpm., and 1%”, 60 
gpm. meters also available. 


3” Bulk Plant Meter (350 Gpm)—Rugged, precision-en- 
gineered, with all the reliability of popular Red Seal tank 
truck meters. Fast becoming the standard of comparison 
among meters for loading racks. New Auto-Stop valve now 
permits faster delivery, smoother cut-off. 


4” (650 Gpm) and 6” (1000 Gpm) Bulk Plant Meters— 
Ideally suited for high capacity requirements of modern 
bulk plants. Auto-Stop register with double-trip cushioned 
valve available with 4” size. Both 4” and 6” meters can 
be equipped with Print-O-Meter. 


NEPTUNE METER COMPANY - 19 West 50th St., New York 20, N.Y. 





This B. FE. Goodrich dock hose 
makes deliveries up to 15% faster 


ERE'S a sturdy, long-lasting dock 

hose that saves 9 minutes out of 
every hour it takes to load or unload 
with ordinary hose. 

Unlike rough bore hose, this im- 
proved B. F. Goodrich hose is made 
with a perfectly smooth lining, so there 
is no wire at the tube surface to slow 
down delivery or cause turbulence. That 
is why it gives 12% to 15% faster delivery. 

What's more, this B. F. Goodrich 
hose is built for strength as well as 
speed. A continuous spiral of round, 
spring steel wire is buried in a thick 


§ 


layer of rubber and bonded to heavy 
plies of fabric within the hose. This 
special reinforcement increases crush 
resistance, improves burst resistance, 
prevents collapse under vacuum. And, 
of course, the lining of the hose is 
completely gasoline and oilproof. 

B. F. Goodrich calls this combina- 
tion suction and discharge hose Type 
400. In addition to handling oil and 
gasoline in dock and ship service, it 
is also recommended for use in refiner- 
ies and distributing terminals, on- 
shore and bank service, and in inland 


waterway operations. Your B. F. Good- 
rich Rabucer can give you more 
details, or write B. F. Goodrich Industrial 
Products Company, Dept. M-651, Akron 
18, Ohio. 


B.EGoodrich 


INDUSTRIAL PRODUCTS 
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Iago 


Air Service Dilemma 


To THE EpITor: 

Perhaps I have a persecution com- 
plex, but almost all of the blame for 
poor air service (NPN—April ’56, 
p108) seems to be placed on the serv- 
ice station dealer. This is logical, I 
suppose, because he is the one who 
checks almost all the tires. There is 
no one else to blame—until we study 
the facts. 

Service Without Sales — Approxi- 
mately 38% of the tires are sold 
through service stations; the remain- 
der through tire company stores, tire 
outlets and mail order houses. This is 
a remarkable achievement for the 
station dealer, since his share of the 
market was something like 5% 15 
years ago. He accomplished _ this 
through some hard selling and good 
service, despite the heavily advertised 
tire specialist and over-the-counter ten 
percenter. But there are a lot of ser- 
vice stations contributing to that 
38%, many more than the number 
of outlets making up the other 62%. 

Each dealer is getting only a small 
portion of the tire profit, but he is 
responsible for taking care of all the 
tires that drive in and out of his sta- 
tion. Is it any wonder that a dealer 
does not volunteer air service when 
he has to fight so hard to sell so few 
tires at so little profit? Tire compa- 
nies have no right to criticize dealers 
for poor air service when they have 
been so indiscriminate in selecting 
their outlets. 

Customer Confusion — The custo- 
mer sOmetimes innocently presents a 
problem. Over 90% of car owners 
do not know that the recommended 
tire pressure calls for a tire being 
cold. And no matter what the recom- 
mended pressure, he becomes an- 
noyed by the squealing tire and begs 
the dealer to increase the pressure. 

He is perplexed because he has 
heard that higher pressure (within 
reason) prolongs the life of a tire. 
And it is only recently that the car 
manufacturer and the tire manufac- 
turer have agreed on recommended 
tire pressures. 

And It Costs Money—I have re- 
placed three air hoses and two air 
chucks in the past year. I have handed 
out more than a dozen pencil gages 
to my men. I have purchased two 
master gages in the last three years. 
I have minor maintenance on four 
air meters, and my supplier has to 
maintain and calibrate such equip- 


ment. This adds up to just one thing: 
it costs money to check tires. 

Give Us an Incentive—I know that 
the dealer is in a service business, but 
he has been selling his services so 
cheaply for so long that he is begin- 
ning to develop a feeling for reality. 
The dealer will never sell all of his 
customers their tires, but he would 
pick up that air hose a lot more en- 
thusiastically if he had a_ stronger 
taste of the tire business. 

Perhaps when the prices in the 
service station business are more 





stable and when better people can be | 


attracted to the business; when the 
car owners are properly educated 
about air pressure; when the dealer 


knows he has a fighting chance to sell | 


a tire at a profit; when more time is 
spent educating the dealer about tire 
service—perhaps then we will solve 
this problem of air service. 

A. SENECAI 

Al’s Atlantic Service 

Melrose Park, Pa. 


The Miles Mills Interview 


To THE EDITOR: 


The writer has been a subscriber to 
NPN for approximately 30 years and 


reads it very diligently. I would like to | 


add that Mr. Mills in his article (NPN | 


—May, p89) has come nearer to 
thoroughly expressing the condition 
and sentiment of the oil jobber’s posi- 
tion than any article I have ever read. 
T. O. “Doc” HaGGarD 

Doc Haggard & Son Oil Co. 
Kirksville, Mo. 


To THE EDITOR: 

Possibly I oversimplify the problem 
at hand, but it resolves itself in my 
mind to one question: “Is the jobber 
serving as an efficient partner in the 


distribution of petroleum products?” | 


If he is, and continues to do so, he 
has a future in the industry. If he does 
not distribute more efficiently than 
other agencies he will be a casualty 
of the economic war... 

Jobbers can expand and grow. We 
have too many current examples of 
growth to deny this. Expansion must 
be made primarily by plowing profits, 
and all other monies available, back 
into the business. The jobber who 
does this can have normal expansion— 
without mortgaging his future. The 


jobber who waits for his supplier to | 


make capital expenditures for him is 
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EVER-TITE 
Standard Adapter 
and Coupler 


EVER-TITE 


-the best quality 
QUICK COUPLINGS 


= 


You save time and 
money when you use 
Ever-Tite Couplings 
because they speed-up 
deliveries, prevent 
leakage, and save 
wear on equipment. 


Tightness is pre- 
determined in manu- 
facture by positive 
gasket compression. 
There are no sliding 
rings—no springs, 
ball bearings, snaps 
or lugs to fit. You 
just slip the coupler 
over the adapter, and 
close the handles. 


EVER-TITE 
Adapter and 
Coupler 


If you want to get 
the most in coupling 
value get Ever-Tite. 
The Ever-Tite Trade- 
mark is a hallmark 

of dependability 

in fittings for the 
petroleum industry— 
proved by.18 years 
of pre-eminence. Ask 
your distributor now. 
EVER-TITE COUPLING CO. INC. 


254 West 54th Street 
New York 19, N. Y. 


EVER-TITE 
Shank Hose 
Coupling 


2 


Dust Plug 


= 


Dust Cap 
EVER-TITE Dust Protectors 





only asking that water run uphill. 
Many jobbers I know have varying 
“outside” business activities that were 
originally financed from their oil job- 
bing profits. This indicates either a 
lack of faith in their ability to expand 
profitably in the jobbing field, or that 
the field itself can produce no more... 
The only possible benefit of re- 
airing the veiled threat diplomacy is 
that some jobbers might sit down and 
evaluate their own contribution to the 


efficiency of petroleum marketing and 
their own position in the industry. 

R. A. KENT 

Kent Oil Co. 

Salina, Kan. 


To THE EDITOR: 

I agree with Miles Mills that the 
jobber segment can’t wait forever. I 
think the time is past due for the Na- 
tional Oil Jobbers Council to use any 
means to protect the welfare of its 


Easy on— Easy off —with new swivel adapter! 


OKHEIM 


HIGH-VACUUM 


NEW 688 SERIES— 
in a class by itself! 


Now you or your customers can 
handle liquids safer, faster, with 
far more convenience! This 

pump features a bung adapter that 
swivels! Thread suction tube 

in or out of drum as quickly and 
easily as working a gate valve. 
Swing handle to any position and 
lock with wing nut. Low cost; 
ruggedly built; requires 

minimum maintenance. Versatile, 
too. Quickly converts for pipe 
line, drum, underground tank. 
Call your Tokheim representative! 





Check These Features! 


Cast-iron 


e Faster, easier installation with unique, new 
bung adapter that swivels 

e Flexible diaphragm fashioned of tough, 
molded-synthetic material 


members. Industry statesmanship with- 

in the major segment of the industry 

doesn’t impress me as it did prior to 

my becoming chairman of the Coun- 

cil. There come a time when any 

means to accomplish an end seems 
justifiable. Such a time exists now. 

JoHn H. WHITE 

Hewitt Oil Marketing Co. 

Charleston, S. C. 


To THE EDITOR: 

Being a newcomer, relatively speak- 
ing, to the oil business, I have read 
the account with much interest. It is 
my opinion that it reflects quite ac- 
curately the sentiments of the major- 
ity of jobbers and that Miles Mills has 
expressed himslf well. 

I think your choice of reporting the 
jobber’s opinions in this manner, i.e. 
by question and answer process, is a 
most fair one and should place your 
publication above criticism by the 
various segments of the oil industry. 

T. H. ALBENESIUS, JR. 

Secretary-Treasurer 
Costal Terminals, Inc. 
North Charleston, S. C. 


To THE EDITOR: 

.. . We are fortunate in Kansas in 
having the type of officials we have in 
both the integrated and non-integrated 
companies, because no one here has 
any trouble in seeing people in author- 
ity with the various supplying compan- 
ies. There have been abuses in the past 
and there are some at the present time; 
the only thing we can do, it seems to 
me, is to settle our squabbles within 
our own industry. Our officers and di- 
rectors are constantly working with 
our suppliers to try to better the con- 
ditions for the entire industry within 
the state. Evryone engaged in market- 
ing is not a villain nor an angel and I 
think we can all get our difficulties 
ironed out. Nature being what it is, 
we all might as well face the fact that 
we will continue to have difficulties in 
any business regardless of the type of 
business. 

C. E. HoLMEs 
Executive Secretary 


swivel adapter 


Kansas Oil Men’s Assn. 


@ No piston to leak, stick, freeze or jam 

@ Stainless steel shaft, valves, springs 

@ Die-cast aluminum alloy housing—corrosion- 
resistant in and out 

® Sliding suction tube — adjusts itself to tank depth 


—no aluminum 
threads to wear 


To THE EDITorR: 

I read with interest the interview .. . 
with Mr. Mills of Des Moines, and 
while in the past I disagreed with Mr. 
Mills in a good many ways, since my 
thinking has always been of a con- 
servative nature, I must agree with him 
at this time. 

The supplying companies are over- 
looking their “white collared employe” 











General Products Division 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
1650 WABASH AVENUE SINCE 1901 FORT WAYNE 1, INDIANA 
Subsidiaries: Tokheim N. V., Leiden, Holland — GenPro, Inc., Shelbyville, Indiana 


Factory Branch: 1309 Howard Street, San Francisco 3, California 
’ Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge Street, Toronto, Ontario 
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who has his own investment in dis- 
tributing their merchandise, and unless 
they recognize that problem it will 
create a serious misunderstanding that 
is very bad for the industry as a whole. 


H. E. MILTon 
President, Milton Oil Co. 
St. Louis, Mo. 


Pioneering Fertilizer 
To THE EDITOR: 


We are deeply alarmed about the 
pessimism in your article on liquid 
fertilizer (NPN—April °56, p166). 
. . . In our opinion, the first premise 
that must be erased from everyone’s 
mind is that lawn feeding and turf 
building is an unprofitable sideline 
to be used to keep men busy in the 
summertime. This business will be a 
very fine balance to offset the seasonal 
aspects of fuel oil, but it is going to 
be a business in itself. It may be pos- 
sible to use present equipment, greatly 
modified, or it may be necessary to 
design new equipment for the purpose. 
Certainly it will be possible to use 
present personnel, bookkeeping facili- 
ties and office facilities. 

We have a machine—in the model 
stage right now—for the application 
of liquid fertilizer. We have devel- 
oped a formula for turf treatment in 
the different stages of turf growth. 
And we are compiling a handbook to 
tell the dealer all he needs to know 
about turf nourishment, turf diseases, 
blights and insects . . . This is not 
going to be a break-even business. 
We either have to have a decent mar- 
gin, or we are not interested in going 
any further into the matter. 

Dealers shouldn’t feel discouraged. 
We are going through the original 
throes of pioneering a new industry. 

RUSSELL O. BURNS 
Vice President 
Home Fuel Oil Co. 
Ridgewood, N. J. 


Better Burners, Better Buys 
To THE EDITOR: 


The letter on fuel oil burner 
progress (NPN—February °56, p9) 
points out what has not been ac- 
complished. Conspicuous by its ab- 
sence is a list of points that have been 
accomplished. 

An example is the modern burner 
boiler unit, counter-top height, avail- 
able in four colors. Look inside and 
find a completely insulated boiler, 
burner, circulating pump, expansion 
tank, tankless coil for domestic hot 
water, complete control system and 
built-in draft stabilizer. Compare this 
with the 25-year-old boiler with con- 








version burner and then say no prog- 
ress has been made. . . . Designers in 
the heating industry are limited by 
tradition not of their own making. 
Four years ago, a control system 
utilizing small thermostatic elements 
attached to the face of the tankless 
coil plate were developed. More than 
25,000 such installations were made 
on every conceivable type of hot 
water system. The results were out- 
standing, but the tradition of immer- 


letters —} 


sion-adjustable controls is a_ terrific 
barrier to acceptance. . . 

Another important consideration is 
the matter of equipment cost. Present 
selling prices are 10% to 20% less 
than those of the 1930's. This reduc- 
tion, coupled with a 50% to 100% 
increase in cost of living, represents 
progress of quite a proportion. 

H. L. Moun, Project Engineer 
York-Shipley, Inc. 
York, Pa. 








BUYING OR USING 


@ You'll never go wrong dealing with 


experience. 


@ Now when it comes to making 
color sound motion pictures for the 
Petroleum or TBA industries we're 
about as experienced as anybody 


around. 


@ We're proud of the dozens of films 
we've made about your business... 
We're proud of the effective jobs 


they've done. 


@ You may find that good color mo- 
tion pictures can be produced by 
experienced people for less money 


than you think. 


_—Q-=— 


THE CALVIN CO. 


1105 TRUMAN ROAD 
KANSAS CITY 6. MISSOURI — HA. 1230 
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ELIMINATION OF DAILY SHORTAGES is a prime benefit of the National Full Shelf System. Charge 
sales, formerly a big problem, are now no trouble at all. 


“Our ational Full Shelf Plan 


-cevic 
namay’s STANDARD service 


teste ___. 


FINE APPEARANCE of Hawley’s Standard Ser- 
vice Station is complemented in building cus- 
tomer good-will by speed and accuracy of the 
National System. 


MR. CASH B. HAWLEY, President of the Na- 
tional Congress of Petroleum Retailers, and 
Proprietor of this attractive Service Station, 
proudly recommends a National System to 
all petroleum retailers. 


saves us ‘1,060 a year... 


pays for itself every 18 months!” 


“Our new National Full Shelf Cash 
Control System builds maximum 
profits from our station. We get com- 
plete information as we need it, daily! 
The automatic control of merchandise 
is as valuable to me as locked-in con- 
trol totals. I know immediately the 
operation of the business, simply by 
checking the register. 

“Bookkeeping has been practically 
eliminated at our station. Our Na- 
tional provides separate totals and 
drawers for each of four attendants, 
breakdown by six departments and 


posting of charge sales, ledger and 
statement simultaneously. 

“The money we save pays for our 
National every 18 months. At the rate 
of $1560 per year, we accumulate a 
handsome profit on our original in- 
vestment, and that’s good business. I 
most certainly recommend the Na- 
tional Full Shelf Cash Control System 
to all service station operators. Every 
business needs the control that saves 
money, the information that makes 
money.” 

Couldn’t your operation benefit 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, Ohio 


989 OFFICES IN 94 COUNTRIES 


—Cash B. Hawley, Proprietor, Hawley’s Service Station, Detroit, Michigan 


from such a system? Contact your 
nearby National representative, a 
trained systems analyst, for a com- 
plete demonstration. You’ll find his 
number listed in the yellow pages of 
your phone book. 


*#TRADE MARK REG. U.S. PAT. OFF. 


Walional 


CASH REGISTERS - ADDING MACHINES 
ACCOUNTING MACHINES — 
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'S eer Ideas | 
room 


$A portable oil drain container 
buiit by Humble agent Wilburn, 
of Stamford, Tex., cost just $4. He 
welded a funnel to 3 ft of I'!/,” pipe. 


The pipe fits inside a short 2” pipe | 
welded into the cover of a 100-ib | 


grease can. Funnel height is adjusted 
with a set-screw, and the can is 
drained through a faucet at the bot- 
tom. The whole assembly rides on a 
wood platform with four rollers. 


« 


A cost code for trade-in tires is a 
sure way of getting a good mark-up 
when they're sold, says British-Ameri- 
can Oil Co., Ltd. Any code will do, but 
to illustrate, B-A says you could use a 
number like 84-500-55, in which the 
middle figure means the trade-in al- 
lowance was $5.00. The outside figures 
don’t have to mean anything. B-A 
assumes that the asking price then 
might start at $10 and perhaps work 
down to a low of $6.50—still a profit. 
With the cost code right on the tire 
there’s no danger of selling it for less 
than $5.00. 


¢ 


A message to Shell Oil Co. dealers 
in Canada on the troubles caused by 
leaving old antifreeze in the radiator 
leads off with this headline: “Keepers 
Often Weepers.” Message quotes Bill 
Gregg, former assistant retail manager, 
now a Shell dealer himself, who says 
overheated engines cause motorists a 
lot of trouble in hot weather. He notes 


he has had as many as 14 overheated | 


cars on his station lot at one time. 


TIME to check with Canfield about a depend- 
able source of supply for multi-weight 10W-30 


Motor Oils. 
* 


Available in tank cars, transports, drums, and 
oh'ae- WE) ol t-1 i coleia olor Mey dB Ce(oelatele-taleeMbbelbasetelony 
Yor VCore Mor-botmmbbele(o mm icelet men pelebe-telo Me) meltta Mn steer 
out the customary large investment in plates 


and inventory. 
* 


Priced right . . . made right, Canfield 10W-30 
multi-weight Motor Oil enables you as the 
marketer to handle a complete line . . . to com- 
pete profitably in any market. 

5W-20 Grade also available if desired. 


WRITE, WIRE OR PHONE FOR DETAILS TODAY! 


CANFIELD OIL COMPANY 


General Offices: Cleveland 27, Ohio 


> PLANTS: Coraopolis, Pa., Cleveland, Ohio, Jersey City, N. J., Memphis, Tenn 
Uranium - producing mines _ have | 
been added to a large tourist map | 
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5 [ Always Flenty of 


Air Power 


with WAYNE. 





Plenty of power for those extra profit services—lubri- 
cation, spark plug cleaning, washing, filter cleaning. 
More power because Wayne Air Compressors are 
“station-engineered” to your location and equipment. 


Wayne Air Compressors are engineered to provide a 
better compressor in every way—cooler in operation, 
with lower power consumption, higher efficiency, lower 
maintenance costs and longer trouble-free life. Each 
Wayne Compressor is sold on the basis of known 
efficiency in terms of usable air output—pretested and 
guaranteed. To assure unfailing airpower in your station 
install Wayne Air Compressors. Write for catalog of 
complete line. 


THE WAYNE PUMP COMPANY 
Salisbury, Maryland ¢ Toronto, Canada 


CONSTANT LEVEL OIL SYSTEM 
EFFICIENT COOLING SYSTEM 
SLOWER OPERATING SPEEDS 


LONGER USEFUL LIFE 




















STATION-ENGINEERED 
PRODUCTS 


include 


PUMPS 


Complete line of 
single and double 
computing dispens- 
ing units, remote 
multi-pump systems, 
truck and bus high- 
gallonage pumps. 


AUTO HOISTS 


Single, double, and 
3-post types. Free- 
wheel, frame-hoist, 
or drive-on. Hydrau- 
lic operation (semi 
or full) for cars, 
trucks, buses, 


HOSE REELS 


Retriever reels for 
air, water, oil, 
greases; Enclosed- 
type or open. In- 
stalled on wall, 
floor, ceiling or on 
an island. 


DISPENSING 
EQUIPMENT 


High boys, tank 
units, dispensers for 
oil, gasoline, kero- 
sene, alcohol, and 
greases. 





money-making ideas => 


mounted on the outside wall of a 
Phillips station operated by Norman 
Lowe and Nolan Curtis in Green Riv- 
er, Utah. Originally, the map was just 
a guide to historical and scenic sites 
in the area, but today crowds of visi- 
tors come in looking for a likely spot 
to go prospecting. 
$ 

An oil jobber in Conroe, Tex., is 
using a “pat-on-the-back” series of 
newspaper ads. Each ad is labeled the 
‘Pat-on-the-back-Corner,” and _ fea- 
tures a picture and brief story about 
members fo the Conroe volunteer fire 
department and local Phillips dealers. 
The jobber is the Russ Clanton Oil Co. 
The series won an award in a state- 
wide ad idea contest for the local pa- 
per that carried the campaign. 

> 

Air vents in windshield wiper mo- 
tors are often clogged with dust, says 
Carter Oil Co. If the wipers seem 
sluggish, try opening up the vents with 
a wire. Carter suggests this extra serv- 
ice will make a hit with lube custom- 
ers. 


$ 
A thrift fund for his station em- 
ployes has been set up by Oscar R. 
Mabe, Esso dealer in Memphis, Tenn. 
After a full year’s service an employe 
can have either 2.5% or 5% of his 
salary withheld for the thrift fund. 
Mabe contributes half that amount. If 
a man quits during his first year of par- 
ticipation, he may take out his contri- 
bution plus interest. The dealer’s share 
remains in the fund and is prorated 
among the remaining employes. The 
money is banked in a joint account in 
the name of Mabe and a senior em- 
ploye elected by the men. 
th 
D 
A monthly drawing for a new auto- 
mobile is being promoted by Urich 
Stations of Los Angeles, with a four- 
page tabloid called “Urich News.” 
Copies are mailed to 20,000 homes 
each month, with a ticket for the 
drawing enclosed. Tickets must be de- 
posited at a Urich station. 
10 
D 
First prize of seven days in Las 
Vegas and second prize of three days 
in Sun Valley were the incentives 
posted for dealer tire sales by the Ad- 
ams Distributing Co., Phillips jobber 
of Layton, Utah. The winning dealer 
sold nine tires per thousand gal. of 
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gasoline for a ratio of $212. Average 
tire ratio for the contest was $40 per 
thousand gal. 

WO 


° 

A 1925 Chevrolet sedan parked on 
a station lot in Bishop, Calif., has this 
sign on the roof: “Your car too, will 
last 30 years with Mobiloil.” Dealer 
Bob Bates keeps the old car mostly 
for publicity, but it has been used in 
an emergency to push a customer's 
stalled car. 

$ 

As a tie-in with the Tea Council of 
Canada’s slogan: “If You Drive, Drink 
Tea”, a Montreal B-A dealer, Jim 
Mitchell, served hot tea to his custom- 
ers. He hired a pair of hostesses to 
hand out the tea, and displayed safe- 
driving posters on his station lot. The 
promotion stunt attracted a number of 
new customers. 

$ 


Any battery acid left over after fill- 
ing dry charge batteries can be poured 
into a empty acid container and saved. 
Small lots accumulated in this way 
soon make enough to fill a cell, says 
Atlantic Refining Co., and save the 
dealer some money over the course of 
a year. Don’t pour acid down the 
drain—it ruins the plumbing. 


> 


Esso Standard Oil has tried out free 
whiskbrooming of customers’ cars at 
dealer stations in pilot areas in N. 
Carolina and W. Virginia. The extra 
free service is a business builder, 
Esso says. 


> 
An intercom connects the pump is- 
land to the office of the station run by 
Fina dealer Joseph Primeau in Mon- 
treal. His men use it to relay informa- 
tion needed to make out credit in- 
voices, so the customer never has to 
wait. 
$ 
A giant map of the West, plus a 
long list of mileage distances, pulls 
tourists into the Mobil station of El- 
mer Weikel in Winnemucca, Nev. For 
added interest Weikel has placed big 
chunks of unusual ores mined in the 
area at the foot of the big map board. 
The board stands well to the rear of 
the station lot, so that people have to 
drive in to read it. 


15 





Automatic Inflation 
Speeds Service, 
Adds to Tire Life 


Station Operators Save Time 


Airing tires can be done in a few seconds 
—even in the dark—with the new 
NELSON Equamatic tire inflator. Oper- 
ator merely dials desired pressure, the 
NELSON shuts itself off when dialed 
pressure is reached — no gauge watching, 
no valving-off. 


Customers Like Service 


Each pair or set of tires aired at same 
dial setting get exactly equal pressures. 
Customers like the speedy service, the 
greater driving comfort, safety, and longer 
tire life. 


Rugged—Low Upkeep 


Thick-walled pressure-cast case protects 
working parts against damage from bang- 
ing and dropping on concrete. Can be re- 
calibrated right on airline—no cartridges 
to buy, no time lost returning to factory. 


Meets Every Need 


Universal model has 10 to 110 Ib. dial 
range. Passenger tire model has 15 to 
45 lb. dial range with open position for 
higher pressures. Each available with 
““Handi-Chuck” (illustrated), standard 
single chuck or dual chucks (also with 
Nelson Safety Grip-Chuck for tire repair 
departments). 


Low First Cost 
Passenger model shown costs only 
$14.95, less liberal allowance for old 
gauge. Connects to airline—no installa- 
tion cost. See your jobber or write us now 
for free literature. 
10 


IVI dal 4 


PRODUCTS INCORPORATED 


440 PERALTA AVENUE 
SAN LEANDRO, CALIFORNIA 





What Theyre Saying 














“Were margins to be widened- 
assuming that they could be—a lot 
of boys would rush in to try to do 
men’s jobs, and the net result would 
be monumentally chaotic. My views 
on this particular piece of business 
philosophy apply to majors as well as 
anyone else.” J. A. Miller, general 
manager, marketing, Esso Standard 
Oil Co. 


69 


“This industry’s progress toward 
better fuels, better lubricants, better 
service, and better transportation has 
been built on a broad and very costly 
foundation of scientific research. | 
wonder how this would be done if 
the industry were cut up.” J. G. 
Jordan, marketing vice president, 
Shell Oil Co., at the Illinois Petroleum 
Marketers Assn. 


69 


“An area of ignorance is plainly 
defined by the demonstrated feeling 
of legislators from both parties that 
the interests of businessmen are in 
some way incompatible with the gen- 
eral welfare of the United States. 
Businessmen themselves know how 
false that notion is. But obviously 
some legislators do not. Their distrust 
is mirrored in current proposals to 
hamper lawful business mergers; to 
establish cruel and unusual punish- 
ment, including forcing a man from 
his chosen profession; and to use the 
government’s taxing power to penalize 
business growth . . . It seems to me 
that businessmen have the specific 
responsibility for seeing that members 
of Congress know what makes busi- 
ness thick.” M. J. Rathbone, presi- 
dent, Standard Oil Co. (New Jersey). 


69 


“It is no accident that the period 
of the greatest industry and transpor- 
tation development in America has 
coincided with the development of the 
oil industry. All of this development 
took place because of free enterprise, 
giving free rein and opportunity to 
the drillers, the engineers, the sales- 
men and all the other technicians and 
specialists in our industry.”.. W. J. 
Gerwe, manager, distributor sales, 
Socony Mobil Oil Co. before the Oil 
Men’s Club of Kansas City. 


‘9 


“Oil heat is part of what we think 
here is the all-electric home. It heats 
our New England homes economically 
and comfortably.” John Ferry, man- 
ager, new business, Boston Edison Co. 


“What you [independent producers] 
don’t realize is that the rest of the 
United States thinks we are a bunch 
of rich, overbearing braggarts with a 
tax gimmick. Unless we change that 
unfair attitude about us, we're going 
to lose our depletion allowance, and 
generally go down the drain.” Jake L. 
Hamon, chairman, American Petro- 
leum Institute, speaking before Texas 
Independent Producers and Royalty 
Owners Assn. 


69 


“No jobber should think for a 
minute that the oil imports battle is 
over. The scene of battle has just 
shifted, from the legislative to the 
executive branch of our government. 
Texas jobbers, while they come from 
an oil producing state, still are for 
unlimited fuel oil imports.” Marshall 
Traylor, Traylor Oil Co., Lufkin, Tex. 


69 


“There’s not much a jobber can do 
now to prepare for any problems the 
gas turbine engine may cause in the 
future, except to keep well informed 
and his facilities as up-to-date as pos- 
sible. You can’t prepare to meet a 
problem until you have at least some 
idea what the problem will be.” 
Johnnie Newell, Newell Oil Co., 
Alpine, Tex. 


6° 


“New and unknown processes or 
better catalysts may be developed 
which will produce additional octanes 
for less cost, but based on current 
knowledge, it appears that tetraethyl 
lead will play an increasingly im- 
portant role in octane improvement 
in coming years.” Franklin Conrad, 
Ethyl Corp., at the American Chem- 
ical Society meeting in April. 


69 


“Bring your thinking fully to bear 
on gasoline marketing. We have let it 
get completely out of hand. Just think 
of it: We are producing at great ex- 
pense a product better than most cars 
require. We are making it too good. 
And we are selling it at too low a 
price. And worse than that, we are 
not winning friends because of the in- 
dustry’s relationship with these deal- 
ers, who as I have said, are an integral 
part of every community.” Dwight T. 
Colley, marketing vice president, At- 
lantic Refining Co., addressing the 
Independent Oil Men’s Assn. of New 
England. 
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“‘Maintenance costs are vitally important to profits” 


OME surprising effects on profits can come from 
S JoHun Woop Company 


reduced maintenance costs. For instance, a 


$10.00 savings in maintenance costs is equivalent Bennett Pump Division Muskegon, Michigan 


to selling an additional $100.00 or more of product 


In Canada: Toronto * Montre 


Bennett is so soundly engineered and carefully 
built that it adds to the profit possibilities of every ai 

‘s 
gallon of gasoline. Ye 4 
| CM C0 
Little wonder then that marketers regard thei : 
Bennett pumps with such deep enthusiasm — ____ Msetunt 


just as you will once you standardize on the 


pam 

new Bennett with its traditionally year-in = Bennet] 

and year-out low maintenance costs. \ | 
Cally 





Move More Oil with the RULE OF A 


THE BENNETT OIL MERCHANDISER 


a practical 
service tool... 


You move more oil — make more 
profits with a Bennett Oil Merchandiser 
on the Island. It makes housekeeping 
easier, makes it a cinch to build oil 
sales by following the Rule of Four... 


. CHECK Dip Sticks 
. TALK Motor Oil 
. DISPLAY Oil at the Island 


. Have “ADD QUARTS"” HANDY 
at the Island 


Write TODAY for your own 
personal copy of Bennett’s Oil 
Merchandising Plan. Ask for 
“THE RULE OF 4.” 


Joun Woop Company 


Bennett Pump Division 
Muskegon, Michigan 


In Canada: Toronto‘ Montreal: Winnipeg * Vancouver 


7 JOHN ¥ 
Woop 





Buchsye. 


solves valving problems for remote pumping 


New Emergency Valve eliminates hazard, maintains 
product flow to remaining operative dispensers 


| 
| 
| 


The No. 431 D is a simple mechanical valve installed 
in the supply line at base of dispenser to remove most hazards of 
remote pumping. 


1. Valve closes automatically in case of fire. 


2.If dispenser should be damaged by a car sufficiently to break 
piping, valve design causes break to occur at outlet; 
valve disc is released, stopping flow of product. 


3. Permits operation of other dispensers while one is inoperative. 
4.Can be manually controlled, if desired. 
5. Can be repaired without removing from line, 


No. 431 D is a spring-loaded, double disc, 
solid brass, wedge-type gate valve. 
Greatest over-all dimension is 3-11/16 


inches. Write for details. (\ 


No. 851 R Horizontal Check Valve with built-in \ / 
relief. Spring-loaded for slight back 
pressure. 


No. 454 R Angle Check Valve with built-in relief. For full details, write to: 


No. 444 R Swing Check Valve with built-in relief. BUCKEYE IRON & BRASS WORKS, DEPT. N. 
Box 883, Dayton, Ohio 


En 


Quality Valves and Fittings for the Oil Industry 
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Speeds repair and brake work, too... 
makes all service jobs more profitable 


Users of the Rotary Frame Pick-Up Lift report it saves 
up to 60% of the time required for lubrication jobs on 
other lifts. On repairs and brake work this utility lift 
also saves time and enables attendants to do a better 
job. It’s so fast and versatile, in fact, some planned two- 
bay service stations are being converted to one-bay, 


using only the Frame Pick-Up Lift to handle all jobs. 





— Rotary Frame Pick-Up Lift 


Inexpensive to buy .. . to install . . . to maintain 
Initial cost and installation of the Rotary Frame Pick- 
Up Lift are in line with other standard single-jack lifts. 
It’s far more profitable, though, because it’s fast and 
efficient for all types of work. 
ROTARY, the original manufacturer of hydraulic 
auto lifts ...and still the leader 





| 


It’s a mechanic’s lift! 


it’s a lubrication lift! 


cuts lube time 50% to 60% 





IF YOU DELIVER IN THE CITY OR SUBURBS... 


You'll save miles 


and dollars 
wit BUTLER “City-an” truck tanks 


Route-matched design cuts delivery costs by 13, less delivery expense and that much more profit. 
say Owners. “City-ans” deliver more gallons per The following figures from an actual case study show 
trip, they explain, yet travel fewer miles, spend less where “City-an” operating economies occur — and 
time between stops and deliver with less waiting indicate how you, too, can profit more with “City- 
than old-fashioned, small gallonage units. Result: 43 ans” on your routes. 


Big City Fuel Oil Dealer Makes $328.92 More Profit in January with “City-an” 


DELIVERY COSTS —“X’* COMPANY OLD FASHIONED 1260 GAL. UNIT 1800 GAL. “CITY-AN” 


Miles traveled 1000 700 
Gas $129.00 $ 96.00 
License 17.00 26.33 
Depreciation 46.00 62.50 
Oil, Lubrication, Maintenance, Driver’s Salary, Insurance 453.30 453.30 


Total Operating Cost $645.30 $638.88 
Gallons Delivered 64,500 96,750 
Cost per Gallon Delivered $ .010 $ .0066 


Cost of Equalling ‘’City-an‘s’’ delivery record wtih old unit 32,250 gal. x .010 $322.50 
Operating Expense Old Unit 64,500 gal. 645.30 


96,750 gal. $967.80 
Operating Expense, ‘’City-an”’ 638.88 


“City-an’’ Extra Profit, January $328.92 


oe mecca ects ea 
nanan 
. a cntcnniitts 


~ “SUBURBAN OIL COM. 
WiCURRAN@'SONES 
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Tapered rear platform and short tank enable “City-an” 
to handle sharp turns and get into tight quarters as easily 
as small capacity units. 


Big 3500 gal. SUPER 8 “Chey. -an” is ideal for edge-of-town 
routes or for making big drops to commercial users. 


Convenient controls at rear speed deliveries 
no retraced steps, less work, less time. 


6, page” 


Manufacturers of Oil Equipment > Steel Buildings 
Farm Equip t+ Dry Cl s Equi 
Outdoor Advertising Equipment - Special Products 








Factories at Kansas City, Mo. * Galesburg, Ill. 
Richmond, Calif. * Birmingham, Ala. * Houston, Tex. 
Burlington, Ont., Canada * Minneapolis, Minn. 
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Why “City-ans’”’ 
deliver for less: 


BIG CAPACITY (1800 or 2000 gallons in regular 
model, 3500 in Super) cuts back-tracking to re- 
load, handles big drops economically and reduces 
number of units necessary to service routes. 


STUBBY TANK (only 13 feet long) lets “City-an” 
turn sharp corners, get big capacity into tight 
spots quickly. 


HANDY REAR CONTROLS save steps when de- 
livering — save minutes per stop, hours per day. 


DISHED HEADS and surge plates hold load steady, 
make stops easy, turns smooth for safest driving. 


HIGH SPEED PUMPS (60 and 100 gpm) cut 
stand-around time to a minimum, get driver on 
the way in a hurry. 


RUGGED, SIMPLE CONSTRUCTION and short, 
easily replaced skirting minimize maintenance. 





Fast delivery 
— moderate price 


Butler “City-an” Truck Tanks are main- 
tained in stock for immediate mounting on 
the chassis of your choice. Plan now to 
make more profit this season — mail cou- 


pon for “City-an” prices and specifications. 





BUTLER MANUFACTURING COMPANY 


7454 East 13th Street, Kansas City ag — 

954 Sixth Avenue, S.E., t 

Dept. 30, Room 602, 103 Park ah New York 17, N.Y. 
913 Avenue W, Ensley, Birmingham 8, Alabama 

Dept. 40, 624 South Michigan Avenue, Chicago 5, Ill. 





[_] Please send ‘'City-an’’ prices and specifications by return mail 


| Mail free catalog showing all the ways a ‘'City-an’’ can save me time 
and miles. 


Nome 
Company 


Street 
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‘“Powertul advertising builds 


customer acceptance for 


our DUNLOP TIRES!” 


mm?) BROWNS SERVICE 
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owns SERVIC 

6 DUNLOP 
TIRES 
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“When customers pull into our station, they know 
the Dunlop name and the Dunlop products we 
sell because they've seen Dunlop’s hard-hitting 
national advertising. Local merchandising mate- 
rial supplied by Dunlop helps us turn this accept- 
ance into sales.” 
This is but one of the many advantages service 
stations around the country find in the Dunlop 
line. IN ADDITION ... 
... A Dunlop Tire Merchandiser is always as 
near as the phone. He’s familiar with your local 
problems and helps you work out sales and ad- 
vertising programs that lead to increased profits. 
.. . With the Dunlop line, you 
don’t have a lot of money tied 
up in tire inventories — yet you 
never miss a sale because you 
don’t have a needed tire in stock. 
Dunlop’s nation-wide network of 
warehouses — there’s one practi- 
cally in your backyard — assures 


you prompt delivery on any size or type Dunlop 
Tire ordered. This means you hold tire invest- 
ment in line with sales potential. 

. . . Dunlop guards your reputation by provid- 
ing you with tires that are quality-insured by the 
most advanced quality control program in the 
industry. You can sell Dunlop Tires with com- 
plete confidence. 

. Dunlop gives you a complete line to sell. 
Passenger car tires at varied price levels, in all 
sizes and types . . . four complete lines of truck 
tires .. . farm service tires... plus a great line 
of dry-charged batteries. 

All in all, the Dunlop line gives service stations 
everything they need to make more sales and 
profits from tires. 


DUNLOP TIRE AND RUBBER CORPORATION 
Factory and Executive Offices: Buffalo 5, N. Y. 
DUNLOP = Founders of the Pneumatic Tire Industry 


DUNLOP 


DELIVERS GREATER PROFITS 
AT THE SERVICE STATION LEVEL 
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Big Exclusive Advantages 





easiest to 
install and operate! | 


1. Slots in reel 
Check the difference! _ mounting bracket 
permit piping 


See why Alemite Hose ; to reels from 
w any direction 
Reels excel any others to offer your 
choice of any 
delivery line in- 
smooth operation! stallation. 


Jol aedelaha-tall-talacmelate| 


4. Flanged 
reel frame 
permits hanging 
of the frame to 
mounting 
bracket before 
bolting. Reel in- 
Stallation is so 
easy one man 
can do it! 


5. Self-aligning 
case ribs 
assure positive 
locking andeven 
aligning of cases 
during instal- 
lation. Heavy 
gauge rein- 
hat steel. 


2. Hose 
connections 
are sealed and 
tightened at 
the factory. No 
chance of leak- 
age caused by 
incorrect assem- 
bly. Fast, easy 
installation! 


6. Elongated 
slide track 
with automatic 
lock lets you pull 
reel out of case 
for all normal 
maintenance— 
without once 
removing reel 
from ceiling! 


3. Inlet hose 

is fixed tomount- 
ing bracket! No 
danger of weak- 
ening by twist- 
ing or stretch- 
ing. Hose cannot 
dangle, or bind 
on swivel. 


7. Service hose 
can be pre- 
wound without 
removing con- 
trol valve, swiv- 
el, etc... . with- 
out releasing 
line pressure! 


New Alemite Hose Reels can be operated with just 
half the effort formerly required! New spring design 
assures smooth, steady tension . . . new fast-latching 


Ask your Alemite representative or write 
for complete information today! 


STEWART 


feature stops reels at exactly your desired working 

length. Your choice of reels for chassis or gear lubri- A } E M I T E 

cants, motor oil, automatic transmission fluid, air 

and water. Beautiful white enamel finish. Modern- WARNER 


ize, improve the efficiency of your service depart- 
ment with Alemite—finest hose reels made! 


Dept. K-66, 1826 Diversey Parkway, Chicago 14, Illinois 
Products of STEWART-WARNER CORPORATION 
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FRAM CORPORATION, Providence 16, R. I. 
Fram Canada Ltd., Stratford, Ont. 
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In Research! 


FRAM FIRST 


__ | In Protection! 
__ | FRAM FIRST 


in Quality! 


_ | FRAM FIRST 
cs In Preference! 


for FRAM z as their #1 oil fi 


Dealers said it too! In a nationwide survey, dealers were 
. aot nae ae 


Dealers’ reasons for preferring FRAM were many and varied, but most of them 
boil down to these basic facts: First, FRaM pioneered oil filters and established 
the first quality filter. Second, through the years, FRAM advertising and sales 
aids won consumer acceptance and created consumer demand for FRAM. Third, 
because of FRAM, more cars today come equipped with oil filters and more of 
those filters are Fram. Add to these basic reasons the additional incentives of 
profitable repeat business with Fram, a strong money-back guarantee, extra 
oil sales with oil changes and it’s easy to see why FRAmM is first with dealers. 


So remember, motorists prefer FRAM more than 2 to 1; manufacturers have 
made FRaM standard equipment on more cars and trucks than any other make; 
and dealers, too, say they prefer Fram! Sell the filter that’s already sold, give 
your dealers—and your customers—F Ram! 
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SELLS WITH LARGEST brand identification panel ever used on a 
gasoline pump . . . brilliantly lighted for night visibility. Spectacular 
eye-catching “billboard-type” panel compels attention, sells more gas 
— day and night. 


0.00. | 


YOUR PURCHASE 


ST 


GALLONS 


HUB 


PRICE PER GALLON 


SELLS WITH EASIEST-to-read dial face with 


wide angle visibility. Simplified design and 
dramatic black and white figure pattern pro- 
vide maximum legibility. 


SELLS WITH DEPENDA- 
BILITY . . . one-piece steel 
Mono-Frame eliminates 
top and side panels. 








GILBARCO 
ALES-MAKER 


SELLS WITH NEWEST concept in pump design . . . only 
4 feet tall yet with 14 feet, 4 inches of hose reach. Two- 
piece door panels, easily removed, provide workbench ac- 
cessibility on pump island. 





Here’s the most modern, beauti- 
fully styled and efficient gasoline pump 
in the world! The brand new Gilbarco 
Sales-Maker combines all the most 
wanted features to achieve the ultimate 
in selling power. Designed to meet to- 
day’s and tomorrow’s highest standards, 
you'll find the Gilbarco Sales-Maker 
built first and foremost to sell your 
products! Write us at West Springfield. 
Mass., for color-illustrated booklet. 


Gilbert & Barker 
Manufacturing Company, 
West Springfield, Mass. 
Toronto, Canada 





“We're Tops in Town for Service... 
with Z772co/re OVERHEAD LUBREELS*” 


reports Bob Brown 
BOB BROWN’S AMOCO SERVICE STATION 
East Point, Georgia 


‘In addition to chassis and gear lube, | also have motor oil dispensed 
from Lincoln Overhead Lubreels. My customers like the idea of 
having motor oil delivered directly from the refinery container to 
their cars’ crankcases. 


“Having everything organized and easy to reach in Lincoln Overhead 


Lubreels, speeds our service...saves me money...and greatly 


improves the appearance of our shop.” 


(signed) BOB BROWN 








*Trade Name Registered 
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Make the Most of Your Modernization! 


Improve the appearance and operation of 
your station for years to come... by having 
Lincoln StylEngineered Lubricating Equip- 
ment installed. 


To help in your planning, send for your free 


copy of our new booklet: “Path To Profits 
in the Lube Room.” [Pet Prt tte te 
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mail this coupon today! 


To LINCOLN ENGINEERING CO. 
5702-74 Natural Bridge Avenue, St. Lovis 20, Mo. 


Please send me free booklet “Path To Profits 
in the Lube Room.” 


Nome....—~ 
Oe a Ne ee ae 
PU iisicseiisss sentient 


2 ee, Re 


LIN-657 
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A “twist of the wrist” means 


You know how important a clean, efficiently 
operating cooling system is to top engine 
performance. Dirt, rust and corrosion can 
cause engine knocks and pings—overheating 

low gasoline mileage—sluggish engine 
performance. 


But motorists don’t know how to take care 
of their cooling systems. 


32 








That’s where you--an expert—take over. 
You drain, clean, flush and carefully check 
the entire system. Add clean water and a 
rust inhibitor. The customer places confidence 
in you. And your service is appreciated. 


Result: your customer’s business for a long, 
long time. 


The best way to gain a customer’s confidence 
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a happy customer 


is to give him fast, complete service. And one 
of the easiest and most impressive services 

it just takes a “twist of the wrist’’—is 
often forgotten. 


Be sure to give complete cooling system serv- 
ice this spring. You’ll make yourself lots 
of new friends—and extra profits. 


THE DOW CHEMICAL COMPANY, MIDLAND, MICHIGAN 


June, 1956 + NATIONAL PETROLEUM NEWS 








Pete Penn says... 
I'M YOUR 
HEALTHY PARTNER 
IN GETTING 
MORE OIL PROFITS 


Motorists are getting mighty confused about 
today’s motor oils and the part that chemical 
additives play in making them. 


That’s why I have such a strong story for you 
to tell if you carry a brand of Pennsylvania 
motor oil: 


Regardless of the refining and regardless 
of the additives, the quality of the basic 





crude oil is the most important factor 





in any motor oil’s lubricating quality. 





You'll get increased profits through more satis- 
fied customers, more repeat business, more 
people coming to you for oil changes, when you 
sell them a brand of Pennsylvania motor oil. 





Today's BEST Oils 
start with Nature's BEST Crude 


-..and that means PENNSYL VANIA! 


POPULAI se 
MECHANICS f) 


These are the seven large and im- 
portant magazines that regularly carry 
interesting and colorful ads telling 
111,539,730 motorists why they should 
buy a brand of Pennsylvania motor oil. 


Made from 
the highest grade crude oil in the world 


amreah 1081 SA Pommphale Gate Conme hana» atom Ragainet © 5 Pa Oe 


PENNSYLVANIA GRADE CRUDE OIL ASSOCIATION, Oil City, Pennsylvania 
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HP-700 
CLUSTER 
REPACK 
SEPARATOR 
STRAINER 


. . . the only high volume pipeline strainer 
that removes free water from petroleum products! 


The HP-700 is rated from 750 to 
1000 GPM on gasoline and 

fuel oil. The four repack cartridges 
provide a total filtering area of 
approximately 5,500 square inches. 
This Separator-Filter effectively 
removes solid particles down to 
forty microns in size. Equipped with 
quick opening closures and other 
easy service features, this compact 
unit is designed especially for 

the pipeline industry. Write for 
detailed information. 


_ Lewis 
_ Company 


DIVISION OF FRAM CORPORATION Wei aiiey We) eye ty 


June, 1956 + NATIONAL PETROLEUM NEWS 





‘ 


The difference 
by savings 


Reduced maintenance cost 
is only one advantage! 


3 { 


ed 
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in price is dwarfed 
in maintenance alone! 


AIR SPRING 


Fleet owners, whose trailers and tank- 
ers are equipped with new General 
Air Springs, continue to report re- 
markable and consistent reductions 
in overall operating and mainte- 





mum...save money by the mile 
wherever they operate. 

General Air Springs make possible 
bigger payloads . . . profit-payloads 
that float over the roads easier... 





June, 1956 + 


nance costs. 

Engineered to cushion all-type loads 
and equipment against costly road 
shocks and vibration, General Air 
Springs cut cargo damage to a mini- 


safer and for lower cost. 

Follow the leaders and order General 
Air Springs today for your new equip- 
ment or for conversion of your pres- 
ent units. 





ete suspensio 


R SPRINGS 


are i 


Homan & Company, Incorporated 
Cincinnati, Ohio 


Sp 
Augusta, Kansas 


mmediately av 


Neway Company 
ie Muskegon, Michigan 


encer-Safford Loadcraft Inc. 


ns with 


ailable from: 
eg Krause Corporation 


Hutchinson, Kansas 


tion 
Trucktor Corpora 
a Mountainside, New Jersey 
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How the Rockwell 





OPERATING AREA IN ROCKWELL METER TEST STATION 


In this unique plant—the world’s largest condition. We shock load and abuse them, 
—we test meters under every operating to pre-prove their accuracy and durability. 
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Meter Test Station 


Benefits You 


Rockwell Meters are Job-Tested and 
Tailored to Your Service Needs 


In the four-acre Rockwell test station, engineers can 
duplicate every field measurement condition. Here they 
exactingly test--yes, even torture meters under every 
conceivable degree of pressure, temperature and fluid 
viscosity. They make sure and you can be sure, the Rock- 
well meters you order will measure up to the specifica- 
tions for your service. 

This costly practice costs you nothing extra. It pays 
off in greater accuracy, longer meter life, less mainte- 
nance and lowered measurement costs. That is why it 
will pay you to make Rockwell Rotocycle meters your 
preference and save money on every job. 





ROCKWELL MANUFACTURING COMPANY 


PITTSBURGH 8, PA. Atlanta Boston Charlotte Chicago Dallas Denver Houston 
Los Angeles Midland, Tex. New Orleans New York N. Kansas City Philadelphia 
Pittsburgh San Francisco Seattle Shreveport Tulsa 

In Canada: Rockwell Manufacturing Company of Canada, lLtd., Toronto, Ontario 


Operator conducts durability test on a model 6 BLX Rotocycle meter equipped 


with multi-stage control valve for a smooth pre-set closure. 


well £070(VCé Meters 
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Maximum clearance for hi-cube 
No lubrication required 
Minimum weight — structurally stronger 
p of course — famous Reyco soft-ride ~~ ’ 


SERIES 


REYCO MODEL 1100 


The first successful 6-point suspension, nation- 
ally-known for sturdiness and dependability. 


REYCO MODEL 17 a , : _— 
a a EE rey This is the new Reyco Tandem sensation, with all lubrication 


li . t “4 ° ~ + 
REYCO LONG BOY eliminated by Reyco-Lastic Bearing* on Models No. 


For maximum payload capacity in states where 21218-3 and 21218-5. The Reyco ae Challenger Series 
lon | ing i von : 
seiihthaa tiene thai tals truly solves the LOWER WEIGHT-HI CUBE requirement of 


REYCO LOW BOY 


Famous Reyco Tru-Glyde Ride for ‘‘low boy” 
operations. (Underslung Springs.) For the Facts, Write for Catalog T-225A 


today's fleet operators. 


*Pot. Applied For 


SALES & SERVICE NATIONWIDE! 


Copyright 1956, Reynolds Monufacturing Co. 


REYNOLDS MANUFACTURING CO. 


SPRPM er ELD, MISSOURI 
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OwA MODERN PUMP FOR MODERN LUBRICANTS! 
_ 


No one runs a modern automobile efficiently on 1920 gasoline. 
And no one pumps today’s heavy-duty greases efficiently with 
yesterday’s pump. 

Now, take a good look at the great new Graco FIRE-BALL. 
Here’s a pump really engineered to do a better job. Designed to 
supply up to as many as six service outlets with grease in lag- 
free volume. 

Its sparkling performance is reflected in smooth operation 
that’s quiet... yet with a punch that “Power-Flushes” old 
grease out while packing new grease in. 


Before you buy any grease pump, be sure to see the new 
Fire-Ball. You’ll be glad you did. There is nothing finer than 
the FIRE-BALL — from the pacesetter GRACO. 


All GRACO’S air-powered units now include 
the fabulous new AI@F-BMLL 


Luerication | 


_@_ a a 








TOPPER PUMP AND 
DRUM CLEANER — New, 
high pressure. Pumps off 
top of grease . . . force 
primes pump . . . cleans 
drum. 


DELUXE “600” PORTABLE 
UNITS — The ultimate in 
portable equipment... at- 
tractive custom-styled. Air- 
operated models powered 
by FIRE-BALL! 


SUPPLY UNIT PUMPS — 
Combinations of one, two 
and three pump units. 
Air-operated elevator 
raises pump making drum 
changing easy. 


DELUXE WALL LUBERS — 
New FIRE-BALL pumps 
and air-operated eleva- 
tors are actuated by 
simple push-button con- 
trols. 





CHAMPION—Famous, low 
cost unit . . . now FIRE- 
BALL equipped. Dispenses 
grease from 25, 35 and 
50 pound pails. Shield 
raises in a jiffy. 





ENGINEERS AND MANUFACTURERS 


FACTORY BRANCHES: 
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“E” LINE PORTABLE UNITS 
New line of exposed drum 
equipment. Shows off 
Company oil drum dis- 
play. Easy to move. Also, 
FIRE-BALL equipped! 


EQUIPMENT BY 
GRAY 
COMPANY, INC. 


632 GRACO SQUARE 
lh 13, Mi ta 


WRITE FOR 
Ne V/ Cata log! 


Just ask for catalog #102. It 
describes in detail the outstand- 
ing advantages of this great new 
FIRE-BALL pump! 
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How Standard invested its money 
last year to meet your growing oil needs 


Exploration for new oil sources cost 
$134 million. Standard Oil Company 
of California produced oil and gas 

New Refi silicic from more than 8600 wells 

Seles Rider ¢ nits tO in the U.S., Canada 

: her octane gaso- — and South America 

line took a big part of the ‘ 

$30 million we spent for °° supply your 

: P petroleum needs. 
plant improvement. 


TAS 

Aye > 

=|" Q 

eA TD 
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Petrochemicals for plas- 
tics and other new prod- 
ucts; fertilizers and sprays 
for bigger crops, took a 
$20 million investment. 





\\e 


nn 











Research and techni- 
cal services cost nearly 
$13 million. One result 
was a technique which 
promises to greatly 
increase yields from 
oil wells, helping con- 
serve U.S. resources. 


loo—eoea 
Transportation 
Facilities to bring 
our products from 
oil field to you were 
a $10 million item. 














New and Modernized 
Service Stations from ~* 
Alaska to Mexico cost 
$16 million, made 
Standard products more 
convenient for you. 


Petroleum progress means... 
to keep pace with your needs, 
oil companies must invest 
$74 billion in new rte 
U.S. facilities by 1965 | 
STANDARD IMPROVED its ability to serve you last year i ii 
by investing $347 million for new production and distribution || j 
facilities and exploration. The rest of our $1! billion income i } | fi) 

A 
ios c 


| production-exploration al refineries Ql asphalt refineries a Standard marketing area 


3 


was spent on such items as wages and benefits for our 36,369 \h 


employees, supplies from more than 10,000 U.S. firms and ~ oe #, 
crude oil from independent producers. We paid a $107 million 
tax bill, and our 119,793 stockholders received 7¢ of each dollar 
we took in as a return on their investment in the Company. 


: ve ; ; Demand for petroleum products will 
If you wish a copy of our Annual Report for 1955, write to Standard Oil increase about 50% over the 
Company of California, Rm. 2153, 225 Bush St., San Francisco 20, Calif. next ten years 











STANDARD OIL COMPANY OF CALIFORNIA 
puts petroleum progress to work for you 
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Part of Standard’s earnings came from our 
work in supplying oil for other free nations 





*STANDARD AND ITS EASTERN 
HEMISPHERE AFFILIATES 


production and exploration 


marketing area 
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PARIS TAXIS, African river boats and Australian airliners 
run on gasoline produced by Standard’s affiliates. Last year 
in addition to our Western operations, we* produced oil in 
5 Eastern Hemisphere countries, processed it at 15 overseas 
refineries, supplied petroleum products to 67 countries outside 
the Iron Curtain. The result was a big boost for industry of 
Free World nations, conservation of U.S. oil reserves, and a 
higher standard of living for the peoples of many lands. 


If you wish a copy of our Annual Report for 1955, write to Standard Oil 
Company of California, Rm. 2153, 225 Bush St., San Francisco 20, Calif. 


STANDARD OIL COMPANY OF CALIFORNIA 
puts petroleum progress to work for you 





When buying pumps 


reueuee-PUSHING 


whether building 
































The Fokheim Central Service Lystem | ; ; ’ 
Here is one pumping system that assures satisfactory performance 


with submerged pusher type pumpe t | regardless of altitude, long lines, location or size of storage tanks, or 
tolea || ter roday? okipencing regairement? | volatility of fuel. It is the Tokheim Central Service System of remote 
| control pumping which utilizes exclusive submerged-in-tank pumps. 
Field-tested and service-proved over an eight year period, this new 
| Tokheim dispensing system is being specified by more and more 
| marketers for both new stations and remodeling projects. Planning 
OKHEIM | of new stations is better when the Tokheim CS System is used be- 
| cause tank location and length of lines do not pose a pumping 
GASOLINE PUMPS | problem. Fuel is “pushed”—not “pulled” to the islands. 


CENTRAL SERVICE SYSTEM 


R GURE CURE FOR PUIMIINE 1440 f 

















ER 44 modern fuele- 


BEATS POLLING 


or remodeling 

















In remodeling existing stations, many marketers are replacing con- 
ventional suction-type pumps with the Tokheim CS System as 
positive protection against the possibility of vapor lock. Past ex- 
perience and the current trend to higher octane fuels and increasing 
volatility fully justify their judgment. As the pumps can be installed 
in existing tanks without disturbing piping, installation costs are 
held to a minimum. 

Before buying pumps for new construction or replacement, be sure 
you are familiar with the revolutionary advantages of the Tokheim 


MODEL 55 
Central Service System. Call your representative today! SUBMERGED PUMP MODEL 300 ISLAND DISPENSER 


MODEL 300 ISLAND DISPENSER is identical 
Write for bulletin! in appearance to the Tokheim 300 pump. Used 
in combination with the Model 55 SUBMERGED 


TOKHEIM CORPORATION PUMP shown above. Dispenser is quiet, easy 

DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT to operate, pleasingly styled. It is equipped 
FORT WAYNE SINCE 1901 INDIANA with exclusive hydraulic control valves which 
Subsidiaries: Tokheim N. V., Leiden, Holland — GenPro, Inc., Shelbyville, Indiana equalize pressure in the entire cS System. It 
Factory Branch: 1309 Howard Street, San Francisco 3, California also features a new “magic eye” which lights 
In Canada: Tokheim-Reeder of Canada, Ltd., 205 Yonge St., Toronto, Ontario automatically when the pump is operating. 











SELL THE ONLY NEW HEADLAMPS THAT ARE ALL-THE-WAY NEW... 
New Westinghouse SAFE-T-BEAM Headlamps! 
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SAFE-T-BEAM headlamps 
| ese new selling features! 


EXCLUSIVE 2-BEAM GLARE SHIELD for full 
glare protection on both High and Low Beams! 










You sell a safety exclusive when you 
sell new Westinghouse SAFE-T- 
BEAM Headlamps! For only SAFE 


































All other new headlamps: Stray upper light from 


- T-BEAM Headlamps stop “bounce- High Beam strikes fog, rain, snow . . . bounces 
aS back glare” on High Beam as well dangerous, blinding glare back into driver's eyes. 
as on Low Beam. And make no mistake about it this Thus all other new headlamps limit the driver to 


Low Beam just when extra visibility from High Beam 
is needed most. 






is an essential difference. A difference motorists recognize 
instantly. A difference that makes it easy to sell two head- 
lamps every time—instead of the usual single replacement! 






Better See-ability on clear nights too! 
e Up to 25% more light on both beams! 
e Beams up to 80! longer! 


e More light on the right! New Westinghouse SAFE-T-BEAM Headlamps: 
Exclusive 2-Beam Glare Shield screens stray upper 
light from High Beam as well as from Low Beam... 
to eliminate bounce-back glare! Only new Westing- 


NEW AIMER BUTTONS house SAFE-T-BEAM Headlamps let the driver 
- : select the beam that best suits road conditions. 
for quick, precise mechanical aiming! 










Assure accuracy... Perfect aiming every time—buttons 
seat the aimer accurately in relation to the direction of 
the light beam. Westinghouse SAFE-T-BEAM Headlamps 
can also be aimed by other aiming machines or screen 
methods. 






Save time . . . It takes only a few minutes to install and aim 
Westinghouse SAFE-T-BEAM Headlamps—can be done 
in broad daylight! 











Save money... A screwdriver and any of the low-cost 

mechanical aimers on the market today are all that’s All three types of new Westinghouse 

needed! SAFE-T-BEAM Headlamps—the 5040S 
(6-volt), 5400S (12-volt) and the 5440S 

Save space . . . The job requires only a few feet in front of (heavy-duty truck)—have the 2-Beam 

the car—won’t interfere with other shop work. Can be done Glare Shield and the Aimer Buttons. 

indoors or out. 





WATCH WESTINGHOUSE 


WHERE BIG THINGS ARE HAPPENING FOR vou! 
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N OW! The lowest-priced 





With a new combination of Safety 
Features available only in Ford Trucks 


Deep-center Lifeguard steering wheel 
helps protect driver from steering post, in 


case of accident. 


open on impact. 


at low extra cost. 





Double-grip Lifeguard door latches give 
added protection against doors flying 


New blowout-resistant tubeless tires— 
standard on all models. Ford seat belts 








Rugged truck foundation 
from deep-channel 
frames, among 
the strongest 
on any trucks. 


No lubrication needed 
—rubber-bushed 
equalizing beams and 
torque arms. 


Miles of extra life, with extra-strong 
chassis features! Up to 3000 lbs. more 
payload than other 6-wheelers! 


Cut steering effort 
up to 75% with 
Master-Guide Power 
Steering. Standard 
equipment on 
T-800 models. 


New wide choice 

of transmissions 
all Synchro- 
Silent type. 


e Ford’s new T-800 is the lowest-priced in its 
class—based on a comparison of manufacturers’ 
suggested list prices. It also carries up to 3000 
more lbs. of payload compared to the other four 
leading tandems in the same GVW weight class! 


Large-capacity flat tube 
fin radiator gives high 
cooling efficiency. 


Long lasting 
Gyro-Grip clutch with 
low pedal pressure. 


Easy-action 
front springs with 
' double-wrapped rear 
- eyes for added safety. 


Spring-loaded 
tie rod ends take up 
wear automatically. 


Faster starts, 
longer life with new 
12-volt electrical 
system. 


Greater economy, 
freer rolling, from 
third (inter-axle) 

differential in 
power divider. 





33% longer 


“if rear brake life 
; with new thicker linings. 


NEW FORD T-800 CHASSIS SHOWN 
Max. GVW: 42,000 Ibs., GCW: 65,000 lbs. 
Axle ratings: Front 9,000 lbs. (11,000 
lb. axle available) 

Tandem rear: 34,000 lbs. (17,000 each axle) 
Payload: up to 32,160 lbs. 
Wheelbases: 144, 156, 175, 192 inches. 















































PLATFORM TRUCK 


DUMP TRUCK 


PIPE HAULER 


TANK TRUCK MACHINERY MOVER 
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Tandem in its class-Ford T-80O 


Longer-lived, dependable 
operation with exclusive 


heavy-duty engine features 


Bigger fuel savings 
with improved fuel 
metering, leaner 
calibration 


Self-Sealing 
dish-type intake valves 
for tighter fit* 


Short Stroke 
design in every engine 
for greater gas savings, 

longer life 


Deep-block 
structure for added 
strength, smoother 

performance 


Durable heavy-duty 
copper-lead bearings 


e *56 Ford Tandems offer you the most proven 
Short Stroke V-8 engines in the industry—for better 
gas mileage, longer life, less maintenance costs. And 
you get a combination of longer-lasting heavy-duty 
engine advancements found in no other truck. Ask 
your Ford Dealer for details. 


Stress-relieved 
cylinder heads that 
resist warping, 
extend valve life* 


225° cooler valves 
—new sodium-cooled 
exhaust valves with 
tungsten-cobalt facing* 


Durable, self-cleaning 
free-turn valves 


Anti-fouling 
18-mm. spark plugs 
with new long-life 

electrodes 


Expansion-controlled 
pistons with integral 
steel struts 


Full-flow oil filter 
to clean all the oil 
for longer engine life 





*Features of new Ford Heavy Duty engines . . . 
190-h.p. Torque King V-8 shown . . . 200-h.p. 
Torque King Special V-8 available. 


More fleets are buying Fords than any other make 



































LIGHT DUTY DUMP 





TANK HAULER WATER TRUCK 
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N OW! The lowest-priced. 


e Ford’s new T-800 is the lowest-priced in its 
class—based on a comparison of manufacturers’ 
suggested list prices. It also carries up to 3000 
more lbs. of payload compared to the other four 
leading tandems in the same GVW weight class! 


Miles of extra life, with extra-strong 
chassis features! Up to 3000 Ibs. more 
payload than other 6-wheelers! 


Large-capacity flat tube 
fin radiator gives high 
cooling efficiency. 





Long lasting 
Gyro-Grip clutch with 
low pedal pressure. 


Cut steering effort 
up to 75% with 
Master-Guide Power \ 
Steering. Standard 
equipment on 
T-800 models. 


With a new combination of Safety 
Features available only in Ford Trucks 


Deep-center Lifeguard steering wheel 
helps protect driver from steering post, in 


Easy-action 
case of accident. 


front springs with 
double-wrapped rear 
eyes for added safety. 


New wide choice 

of transmissions 
all Synchro- 
Silent type. 


Double-grip Lifeguard door latches give 
added protection against doors flying 
Open on impact. 

Spring-loaded 


tie rod ends take up 
wear automatically. 


New blowout-resistant tubeless tires— 
standard on all models. Ford seat belts 
at low extra cost. 











Faster starts, 
longer life with new 
12-volt electrical 
system. 


Greater economy, 
freer rolling, from 
third (inter-axle) 

differential in 
power divider. 





: 33% longer 
Rugged truck foundation m4 j rear brake life 
from deep-channel ’ with new thicker linings. 
frames, among 
the strongest 
on any trucks. 


NEW FORD T-800 CHASSIS SHOWN 
No lubrication needed 


—rubber-bushed 
equalizing beams and 
torque arms. 


Max. GVW: 42,000 Ibs., GCW: 65,000 lbs. 
Axle ratings: Front 9,000 lbs. (11,000 

lb. axle available) 

Tandem rear: 34,000 Ibs. (17,000 each axle) 
Payload: up to 32,160 lbs. 

Wheelbases: 144, 156, 175, 192 inches. 












































PLATFORM TRUCK 


DUMP TRUCK 


PIPE HAULER 


TANK TRUCK MACHINERY MOVER 
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Tandem in its class-Ford T-800O 


Longer-lived, dependable e ’56 Ford Tandems offer you the most proven 
Short Stroke V-8 engines in the industry—for better 


operation with exclusive gas mileage, longer life, less maintenance costs. And 


° you get a combination of longer-lasting heavy-duty 
heavy-duty engine features engine advancements found in no other truck. Ask 


your Ford Dealer for details. 


Bigger fuel savings et 
with improved fuel i : Stress-relieved 
metering, leaner * cylinder heads that 
calibration = ad resist warping, 
~ extend valve life* 


225° cooler valves 
—new sodium-cooled 
exhaust valves with 
tungsten-cobalt facing* 


Self-Sealing , . ‘“ 
dish-type intake valves ' ; f . \ Durable, self-cleaning 
for tighter fit* \e I P\ ¢agg@k> Ne | \ ' ‘ free-turn valves 


Anti-fouling 
18-mm. spark plugs 
with new long-life 
electrodes 
Short Stroke 
design in every engine 
for greater gas savings, f yon . Z ps 
longer life ; ’ eo ” ee \ Expansion-controlled 
: } He ; j pistons with integral 
steel struts 


Deep-block 
structure for added 
strength, smoother 


performance P 
Full-flow oil filter 


to clean all the oil 
for longer engine life 
Durable heavy-duty 
copper-lead bearings 





*Features of new Ford Heavy Duty engines .. . 
190-h.p. Torque King V-8 shown . . . 200-h.p. 
Torque King Special V-8 available. 


More fleets are buying Fords than any other make 









































TANK HAULER WATER TRUCK TRUCK MOUNTED WELDER DRILLING TRUCK LIGHT DUTY DUMP 
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all types of operation 


Corrosion protection 


* 


: <7 Detergent. 


Engine cleanliness 


. Oxi . i iow 
dispersant dies idation resistance x 


ee 
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Your customers want “complete performance” 
from the products they market. And Oronite 
additives impart all the necessary performance 
characteristics to motor oils. Oronite additive 
components are balanced to give optimum 
performance under all types of operation, 

at no extra cost. Regardless of the type 

of service required of the finished oil or 

the type of base stock available for 
compounding — you will get better 
performance from Oronite additives. 


An Oronite lube oil additive specialist 


would be pleased to talk it over with you. 


Just contact the Oronite office nearest you. tj 








Oronite—the fastest growing major 
source for Lube Oil Additives! 


ORONITE 
CHEMICAL 


COMPANY 


© © 


°o 


oe fen, Em ee. 5-5 bheow-@ ameouek E74, Bf 
EXECUTIVE OFFICES: 200 Bush Street, San Francisco 20, California 
SALES OFFICES 
30 Rockefeller Plaza, New York 20, N. Y. 20 North Wacker Drive, Chicago 6, Illinois 
450 Mission Street, San Francisco 5, Calif. Mercantile Securities Bldg., Dallas 1, Texas 
Carew Tower, Cincinnati 2, Ohio 714 W. Olympic Blvd., Los Angeles 15, Calif. 
36 Avenue William-Favre, Geneva, Switzerland 
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In This Issue... 
YOU'LL BE INTERESTED in 


the new dry-dye eduction probe 
developed by Du Pont. It’s de- 
scribed at the right. 

HOW CAN YOU use the 
Du Pont automotive service dis- 
cussed below to promote better 
relations with your large com- 
mercial fleet customers? 

IF YOU HAVE a refinery in the 
Chicago area, you'll want to 
know Dr. Neal Lawson and how 
he can help you make the most 
efficient use of additives. See 
next page. 

THE MOVIE is one of the most 
valuable of modern sales promo- 
tion and training tools. There’s 
an article on the next page about 
four Du Pont movies produced 
to help you in your sales, train- 
ing, and public relations. 











They can help you turn 


complaints into sales 


Our Du Pont automotive specialists 
have more than just faith in the high 
quality of your fuels and lubricants. 
They're always prepared to help you 
prove your quality story. 


For example... 


The operator of a fleet of tractors and 
other gasoline-powered farm equip- 
ment, complained about excessive valve 
burning. He was quite emphatic about 
blaming the trouble on fuel quality. 
And he had practically made up his 
mind to change suppliers when the oil 
company representative, accompanied 
by a Du Pont automotive specialist, 
arrived on the scene to investigate the 
trouble. 

An impartial third party, the Du 
Pont man was able to convince the 
rancher that the fuel was not the real 
source of the trouble... but rather that 
it was the result of tractor operators 
tinkering with the air-fuel mixture 
ratio. 

This is only one of many cases in 
which oil companies have been able 
to turn complaints into good will with 
the help of a Du Pont automotive 
specialist. 

Our men often accomplish this 
through the use of the Du Pont fleet of 
fuel test cars, our single-cylinder dem- 
onstration engines and chassis dyna- 
mometers — in addition to their own 
wide experience in solving automotive 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. |. du Pont de Nemours & Company (Inc.) 
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Faster, cleaner, easier 
gasoline dyeing now possible 
with new eduction development 


A revolutionary new dry-dye eduction probe, developed by Du Pont engi- 
neers, can make gasoline dve ‘ing a cleaner, faster and more efficient oper- 
ation. The device, although simple in design, offers six distinct advantages 


over other gasoline-dyeing methods . . . 


ee 


i 
HERE IS a typical setup for using the new Du Pont Dry-Dye Eduction Probe. A short 
neoprene hose makes possible a permanent, yet completely flexible coupling. 


“Dusting” is reduced. Exposure ot 
operator and area to dye is mini- 
mized. Cleanup time is saved. 

No plugging of the probe, hence no 
interruption of the dyeing process. 
No time loss for clearing plugged 
probe, and cleanup of area after- 
ward. 

Dye from the shipping drum can be 
introduced directly into the finished 
gasoline. Thus the step of pre-dis- 
solving, required by some systems, 
is eliminated. 
Minimum of 
quired. 

More pounds of dye are 
per minute. 


operating skill re- 


transferred 








problems involving the use of fuels and 
lubricants. 

The services of these Du Pont auto- 
motive specialists are yours for the 
asking. And you can get in touch with 
one of them through any of our sales 
offices listed in the signature of this ad. 





6. Minimum investment in space and 
equipment, considering the cleanli- 
ness of operation achieved. 


Design and Operation 


Conventional probes are little more 
than pipe sections, some with modified 
tips. Dipped into the drum, these 
probes suck up dry dye and pass it into 
the gasoline system. They are relative- 
ly inefficient, however. Extreme care is 
required of the operator—yet clogging 
is still likely to occur from time to time. 
This means interruption of the dyeing 
process — both to clear the probe and 
to clean up the area. 

In many field tests and under varied 
conditions, the new probe has been 
found to be clog-proof, due to its 


ies —_— 
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unique design. It is an aluminum tube 
within a larger one. The inner tube, 
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> Eduction Development 


like the earlier probe itself, transfers 
the dye from drum to main system. 
However, the outer tube supplies a 
down-draft of air, controlled by two 
adjustable ports at the head end, which 
insures continuously fluidized flow of 
dry dye that is uninterrupted by clog 
ging. This feature is an important time- 
saver. 
Dyeing Speed 

The new eduction probe makes  pos- 
sible taster dyeing. Tests in units cur- 
rently in use show speeds ranging from 
18 pounds per minute for Du Pont Oil 
Orange to 40 for Du Pont Oil Red. 


The Complete Eduction System 
The principal factors responsible for 
the successful operation of a complete 
dry-dye eduction system are: 
Adequate air handling capacity 
Proper suction-line design 
3. The probe described above 

A smooth line from the mouth of the 
probe to the eductor is essential to 
avoid plugging. The dye probe should 
be permanently coupled to a_ short 
length of neoprene hose. The entire 
line from the mouth of the probe to the 
eductor should be of 1-inch inner di- 
ameter and completely unobstructed. 
It should be as short as possible, prefer- 
ably not over 10 feet. The shut-off 
valve employed should be of a type 
permitting full-round flow. Pressure 
gages guide the operator. 

Eduction systems can be used to 
transfer other fine crystalline materials 
as well as dry dyes; for example, 
Du Pont Gasoline Antioxidant No. 29. 

However, for the transfer of liquids 
—such as Du Pont Metal Deactivator 
and Gasoline Antioxidants Nos. 5 and 
22—a separate eduction system should 
be used. Use of the same system, first 
for a liquid, then for a dry product, 
might result in clogging caused by re- 
sidual liquid in the line. 


Lis 
2. 


Low-cost Installation 
Your present dyeing facilities can prob- 
ably be modified to utilize the features 
of this system at relatively low cost. 
A Du Pont Petroleum Chemicals Divi- 
sion representative will be glad to 
study your present system and make 
appropriate recommendations. 


E.1. DU PONT DE NEMOURS & COMPANY (INC.) Petroleum Chemicals Division 


Sales Offices: 


CHICAGO 3 — 8 So. Michigan Ave. 
HOUSTON 2 — 705 Bank of Commerce Bidg. 
LOS ANGELES 17 — 612 So. Flower St. 
NEW YORK 20 — 1270 Ave. of the Americas 
PHILADELPHIA 2 — 3 Penn Center Plaza 


IN CANADA: Du Pont Company of Canada Limited—Petroleum Chemicals—85 Eglinton 


REGIONAL ADDITIVES SALES MANAGER 


| 


Dr. Neat D. Lawson was recently 
appointed to the newly created post of 
Additives Sales Manager of the Du 
Pont Petroleum Chemicals Division’s 
Central Region. 

With headquarters in the Chicago 


office, he is in charge of sales and tech- 
nical service work for all Du Pont ad- 
ditives other than tetraethyl lead. This 
includes Du Pont Metal Deactivator, 
lube and fuel oil additives, antioxi- 
dants, dyes, and grease stabilizers. 

Prior to this assignment, Dr. Lawson 
was head of the chemical division of 
the Du Pont Petroleum Laboratory. He 
had previously been supervisor of the 
Laboratory’s lube oil group. 

Before joining the Du Pont Com- 
pany in 1947, he was Research Assist- 
ant and Instructor in Petroleum Refin- 
ing at Pennsylvania State University. 
His work there included research on the 
oxidation of lube oils, the influence of 
refining procedures on oxidation, and 
development of additives for lube oils. 

Dr. Lawson is a chemical engineer- 
ing graduate of Pennsylvania State 
College, where he also received his 
M.S. and Ph.D. degrees. He is a mem- 
ber of the American Chemical Society 
and Society of Automotive Engineers. 











These Du Pont movies 
help promote your 
on-the-move industry 


During recent years, audiences esti- 
mated at well over a million people 
have seen these four Du Pont-sponsored 
movies promoting your industry. 

What Makes a Gasoline Good, a full- 
color cartoon movie, explains graphi- 
cally and convincingly how refiners 
tailor gasoline quality to motorists’ 
needs. Since the film’s release, the 
Du Pont Petroleum Chemicals Division 
has made available to oil companies a 
total of 249 prints. 

Pipeline on Wheels shows how gas- 
oline tank trucks are made and oper- 
ated for maximum highway safety. One 
hundred and seventy-five prints of this 
film have been made available for oil 
industry use. For 52 of them which 
were purchased and distributed direct- 
ly by oil companies, we have no audi- 
ence records. But the remainder, dis- 
tributed by Du Pont on a loan basis, 


Petroleum 











RAndolph 6-8630 
CApitol 5-1151 
MAdison 5-1691 
COlumbus 5-2342 
LOcust 8-3531 


TULSA 1 — P. O. Box 730 


PITTSBURGH 19 — Room 510, Alcoa Bldg. 
SAN FRANCISCO 4 — Room 626, 111 Sutter St. 
SEATTLE 3 — Room 215, 4003 Aurora Ave. 


Avenue East—Toronto 


were seen by more than 61,000 people. 

A total of 395 prints were made of 
the Du Pont movie, It Never Rains Oil, 
which tells the story of percentage de- 
pletion. Reports indicate that this film 
is doing an excellent job of creating a 
better understanding of this important 
issue. 

The newest movie in the series is enti- 
tled, When the Customer says “KNOCK.” 
It explains — for the benefit of service 
station operators and customer groups 
—the many mechanical and atmos- 
pheric factors (other than gasoline 
quality) which contribute to knock. 

Prints of these films are readily avail- 
able to you on a loan or purchase basis. 
Address your request to any of our 
sales offices listed below. 
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Better Things for Better Living 
... through Chemistry 
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Wilmington 98, Delaware 


ATlantic 1-2933 
EXbrook 2-6230 
MElrose 6977 
LUther 5-5578 


12, Ontario—HUdson 1-6461 


OTHER COUNTRIES: Petroleum Chemicals Division—Export Sales—Room 7496 Nemours Bldg.—Wilmington 98, Del.—OLympia 4-5121, Ext. 2962 


ours & Company (Inc.) 


Printed in U. S. A, 





Functional a 


Expendable 


Here are two big reasons why you'll be out front with Thermoid: Redi-Curv 
Radiator Hose, made with Neoprene Tube and Cover . . . and Thermoid 
Neoprene Covered Fan Belts! Both are functional, expendable, easily installed 
and tailored for top TBA profits! Thermoid backs these products with 


specialized marketing and merchandising experience that helps you sell more! 


Let us show you in detail why it’s good business to do business with Thermoid. 


Thermoid makes many products for the Oil Industry... 
from Rotary Drilling Hose—to Gasoline Pump Hose. 


Special Sales Division, Trenton, N. J. 
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“Weather 1S tough enough—that’s why your 
stations should have U.S.ROYAL CURB PUMP HOSE...’’ 


It won’t freeze in winter or crack in summer! 


Specified by major curb pump makers and 
oil companies 

(1)-U.S. Royal is the only hose made with 

nylon AND rayon and wire. Nylon provides 

strength, flexibility, eliminates the weight. 

(2)-The smooth, black neoprene cover re- 


Mechanical Goods Division 


sists oils, abrasion and hot sun. 
(3)-The special construction prevents cur- 
vature or permanent set. 

See any of the 27 “U.S.” District Sales 
Offices or write us at Rockefeller Center, 
New York 20, N. Y. 





i 


U.S. Royal is available with “Tops” REUSABLE 
Couplings — These couplings increase hose life. 
No leaks, no pull-outs. Easily, quickly assem- 


-bled with no special tools. Smooth flow. 


United States Rubber 
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offers you the best in 


All types of Floating Roofs 


WIGGINS HIDEK* WIGGINS LODEK* - 


WIGGINS FLOATING ROOFS PAY FOR THEMSELVES 


Whatever your Floating Roof requirements get General American’s 
UNBIASED analysis. Unbiased because General American makes ALL 
types of Floating Roofs! 

Wiggins Floating Roofs, Dry Seal Gasholders, Lifter Roofs, Cone Roofs 


*patented 


GENERAL AMERICAN TRANSPORTATION CORPORATION 


135 South La Salle Street * Chicago 90, Illinois 
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’ to 10 horsepower 


Y=) cole dh tae asl- Males st meres} oy a-\110) 4 
for your particular 
requirements 


New! 
a 
10 HORSEPOWER 


Model 
CA 11023 


BASE MOUNTED UNITS 


Add air capacity to existing tanks or use a 
multiple installation with one tank to insure 
positive air supply. 
UNITED STATES AIR COMPRESSOR CO. 
5300 Harvard Avenue e Cleveland 5, Ohio 
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Goes places a standard station wagon 
can't...carries up to 50% more payload! 


Take a good look at the new Dodge Town Wagon — 
the ideal low-cost vehicle for your business! It’s a AAs 

double-duty carrier of passengers, cargo, or both. 7 | 
And with Forward Look styling it’s as handsome as Carry 6-8 passengers... 
it is versatile! 








The Town Wagon is built on a rugged !-ton Dodge { h 
truck chassis, giving you extra ground clearance for k : 
off-the-road driving. It’s powered by either the famous  \| 
Dodge L-head Six or the new Power-Dome V-8. 


With seats in place, one model carries six passengers, 
the other eight. In the six-passenger model you’ve 
got about 90 cubic feet of load space in the rear 
compartment. The same amount of space is avail- 
able in the eight-passenger model with the rear seat 
removed. You can also take all extra-passenger seats 
out of either model, leaving clear, unobstructed 
room for a big, truck-size payload of 1575 pounds. 


You can see... and drive... the Town Wagon at 
your Dodge dealer’s now. 


Advertising Department M—Dodge Division 


Chrysler Corporation 
P.O. Box 1259—Detroit 31, Mich. 


Please send me more information and complete 
specifications for the new Dodge Town Wagon. 
Name 


Street address 


WITH THE FORWARD LOOK > ’ Zone___ State 
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WHAT’S NEW IN TEXAS? 


FLEE 





NEW SOURCE OF 


The new $6,600,000 plant of American Lithium 
Chemicals, Inc. in San Antonio, an affiliate of 
American Potash & Chemical Corporation, long 
the leading producer of Lithium Carbonate, 
makes available to producers of lithium-based 
greases an abundant new source of supply of 
LITHIUM HYDROXIDE. The new plant will process 
high-grade lithium ores from extensive deposits 
in Southern Rhodesia, assuring you of vast re- 
serves, coupled with the most modern domestic 
production facilities available anywhere. You 
can count on the advantages of Trona LITHIUM 
HYDROXIDE in your all-purpose greases—mois- 
ture resistance, chemical and mechanical stabil- 
ity and wide temperature range, just as you can 
depend on the consistent good quality of Trona’s 
new source of this vital all-purpose, all weather 


grease additive. LITHIUM-BASED GREASES 


Send for technical information sheet 














FOR LITHIUM CHEMICALS—LOOK TO AMERICAN POTASH! 


American Potash & Chemical Corporation 


Offices * 3030 West Sixth Street, Los Angeles 54, California 
© 99 Park Avenue, New York 16, New York 
INDUSTRIAL s/ * 214 Walton Building, Atlanta 3, Georgia 
ane cae a apie Rat “ Plants ¢ Trona and Los Angeles, California 


* San Antonio, Texas (American Lithium Chemicols, Inc.) 


LITHIUM CARBONATE * LITHIUM HYDROXIDE * LITHIUM BROMIDE * LITHIUM CHLORIDE and other LITHIUM CHEMICALS 
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(CE COLD 


This man 
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because he 
got out of his car 
for a Coke! 


8 out of 10 who buy Coke get out of their cars and 
browse... and in unit sales Coke is second 
only to gasoline.* 


So when you install a cooler for Coca-Cola, 

you can profit two ways: 

1. You enjoy an above-average profit margin 
on the Coke you sell. 


2. People who get out of their cars spend 
twice as much as those who don’t.* 


*Observation Research Corporation study of 287 filling stations 
**Coea-Cola’’ and ‘‘Coke’’ are registered trade-marks. 





PROGRESSIVE ENGINEERING 
MAKES THE DIFFERENCE 
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DELCO-REMY PRESENTS 
A NEW TREND-SETTING 
ENCLOSED SHIFT LEVER 
CRANKING MOTOR 


Delco-Remy’s newly developed Enclosed Shift Lever cranking motor 
provides effective shielding from road splash, ice and dirt—assures 
greater starting dependability in all weather—requires no periodic 
lubrication. 


The unique drive end housing completely encloses the entire shift 
mechanism, including solenoid plunger, lever, lever shaft, and over- 
running clutch drive. Specially designed, the new built-in solenoid 
has a seamless drawn steel case, an improved gasket between case and 
switch housing, a longer bearing surface for the plunger, and an 
improved contact assembly with molded insulator actuating rod. The 
solenoid case is flange mounted tightly to the protective drive end 
housing, and the switch is electrically connected directly to the motor 
by extensions of the field coils which pass through an elastic grommet 
in the frame. 


A special compressed assist spring on the armature shaft aids the 
solenoid during initial movement to provide more positive shift action 
on engagement. A strong, smooth-acting, compression-type shift 
lever return spring —located inside the solenoid case—assures quick, 
unhesitating disengagement from the flywheel. 


The new, more compact, smaller diameter overrunning clutch saves 
vital mounting space—reduces interference problems—makes possible 
a shorter overall motor length. 


This revolutionary new cranking motor—introduced on General 
Motors cars for ’56—is another example of Delco-Remy leadership 
*‘Wherever Wheels Turn or Propellers Spin.” 


DELCO-REMY e DIVISION OF GENERAL MOTORS e ANDERSON, INDIANA 


GM GENERAL MOTORS LEADS THE WAY—STARTING WITH 


Delco-Remy 


ELECTRICAL SYSTEMS 


1956 + NATIONAL PETROLEUM NEWS 








CoLor 


Color for positive 
identification! 
Samples on request. 


Lead Terminal Strap 


62 


MERCHANDISING QUALITY 


Merchandising to fit your specific needs! Plastic insulation! 7 times more 
Complete sales programs for use at the resistant to abrasion— impervious 
retail level! to oi!, grease, solvents. 


Take advantage of Crescent’s years of experience in supplying 
leading marketers. Ask us to demonstrate what we can do for you. 
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PRESENTING 
FOR YOUR PROFIT | 


America’s finest tires \- Cooper: Delaxe 


for passenger cars 
Tubeless and Tube Types 





Cooper Safety-Cushion Premium | ~ Cooper Traction-Tread 


for passenger cars F for trucks 
Tubeless and Tube Types i oe “Hi-T” Rayon and Nylon Types 
aleieeaees - ————— ‘ ——_—_— 
ie Se onal Nam ee eee 


Regular Extra Tread 


Cooper Cushion-Ride : Cooper Mile-Master 
for passenger cars . for trucks 
Tubeless and Tube Types 2 ““Hi-T” Rayon and Nylon Types 


oa eae 4 : 
as FP nin 


Picture yourself with a passenger tire \ 
line that’s guaranteed in writing, sells  \ 
easier, earns consistently higher profits. 
Sell truck tires that deliver up to 45% 
more mileage, plus 4 and 5 safe recaps, 
at consistently lower prices. Dealers go 
ahead . . . when they go Cooper. Get 
in the profit picture. Write Dept. 3-C 
today—no obligation, of course. 


Cooper 


Cooper Safety-Grip PS ) Tire & Rubber Co. 
re B Findlay, Ohio 





for passenger cars 
Tubeless and Tube Types 
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GULFTANE 


LP-GA BUTANE 


PROPANE 
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This key can open the door 
to greater LP-Gas sales: -- 


Here are three good reasons why it will pay you to buy Gulftane LP-Gas: 


High quality—Gulftane is produced in 

plants of the latest design under accurately 
controlled conditions to specifications that 
meet the highest standards adopted by the 
LP-gas industry. It is free of moisture, gum, 
tar, dust, dirt, and sulphur. Or, to put it an- 
other way, Gulftane is the same high quality as 
Super-Refined No-Nox Gasoline and the other 
well-known products that carry the familiar 
Orange Disc trade mark. 


Dependable supply — many natural gaso- 
line plants and refineries, plus adequate 
storage, assure reliable, continuous supply. 


Prompt delivery service—modern Gulftane 
producing plants strategically located 
throughout Gulf’s wide-spread marketing terri- 


| CRAWFORD 
1 @urcay | 
MSCOMB, MISS. 


uno 2" 
Ftd 


GULF OIL CORPORATION 
GULF REFINING COMPANY 
1822 Gulf Building, Pittsburgh 30, Pa. 


tory, along with a fleet of new tank cars, assure 
prompt, efficient delivery service. 


Also ready to serve you is Gulf’s experienced 
engineering and marketing personnel. Get all 
the facts concerning Gulftane service—contact 
your local Gulf District Office or your nearest 
Gulf Division Sales Office (see addresses below). 


1515 Locust Street 
Philadelphia 2, Pa. 


131 Ponce De Leon Avenue 
Atlanta, Ga. 


31 St. James Avenue 
Boston 17, Mass. 


National Bank Building 
Toledo 1, Ohio 


Gulf Building 
Houston 2, Texas 


127 Elk Place 
New Orleans 13, La. 


P. O. Box 1679 
Denver 1, Colo. 
(Zone Office) 


230 No. Michigan Ave. 
Chicago 1, Ill. 
(Zone Office) 


17 Battery Place 
New York 4, N. Y. 
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You have NO lost time or high service costs from clogged 
pumps when you install 


BALCRANK PUMPS 


The only pump DIRT CANNOT FOUL! 


Pumps the GREATEST Volume... of ANY Lubricant... 
at HIGHEST Pressure . . . at LOWEST Temperature. For 
ALL services — Chassis, Gear, Motor Oil and ATF. 


Filter screen with 900 
pinpoint openings pre- 
vents dirt from entering 
& clogging. 





NEW BALCRANK OVERHEAD 
MULTIPLE HOSE REELS 


attract more customers... permit service of TWO 
LIFTS from ONE reel bank—keep floor clear 
for more efficient work space or profit-making 
merchandise displays. 

Also available as SINGLE REELS. 














i 


The time and labor-saving BALCRANK 
AIR LIFT simplifies pumping from original 
containers remotely located—or housed 


in wall batteries. 


PSS SSS SSS SSS SSeS sees 
+ Want more facts and illustrated literature 
BALCRANK INC. ’ on how you can make more money with 
2 Disn ey Stre et, Balcrank Simplified Lubrication Equipment? 
. e . . Add SS 1 } ) t D t. 16 
Cincinnati 9, Ohio a ress your inquiry to Dep 
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New Rheem-baked linings can take it 











Have a hard-to-hold product? Chances are 

our lab has a lining just right for you. 

They have A to Z experience in solving 

lining problems. Write today. 

RHEEM MANUFACTURING COMPANY 
7600 S. Kedzie, Chicago 29, Ill. 

NAME___ 

COMPANY __ 

POSITION 

STREET___ 


ee | eee se 


PRODUCT. scnsiay 
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Traveling’s hard on shipping 
drums —even when they don’t 
show it. 

Riding under a_ blistering sun 
one day, drums may be standing 
in snow the next. They get 
bounced and banged around — 
not always hard, but certainly 
often. All this shock adds up. 
Rheem engineers stay a jump 
ahead of the problem. They 
speed up road abuse in “torture” 
labs by testing drums filled with 
actual products at various tem- 
peratures. 

We've found that linings applied 
in extra-careful ways stand up 
better and longer under punish- 
ment. That’s why we use 2-oven 


YOU CAN RELY ON 


baking to cure our linings. Drums 
have a “stand-up” oven for more 
even baking. Their tops and 
bottoms have a separate oven. It’s 
fussy detail, we know, but curing 
is a critical step in applying our 
linings. And we take lots of othe 
fussy steps before the curing—like 
shot-blasting our steel drums to 
physically clean and roughen 
them—to give the linings a last- 
ing, “fingered” grip. 

These steps have all come out of 
a search for new and better linings 
—new and better protection —for 
all kinds of products. A continu- 
ing search by the world’s leading 
producer of steel shipping 
containers. 


MANUFACTURING COMPANY 


RICHMOND AND SOUTH GATE, CALIF.; HOUSTON, CHICAGO, 
NEW YORK, NEW ORLEANS; LINDEN, N. J. AND SPARROWS POINT, MD. 4 
? 


ny 
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"FREE *17.85 Campaign is 
Making Sales History For D-X Jobbers 


“FREE!” — it’s the world’s  strongest-selling 
word. Nothing works like ‘FREE!’ to make 
people stop — read —then try a product or 
service. And it’s working for D-X Jobbers... 
selling millions of extra gallons of D-X 
Lubricating Gasoline this year. 


Here’s how it can mak 


foren, 


*S5ureg 
ce in 
2 pane 


sales 


history for you, too + 


It’s the one gasoline advertising campaign that offers 
customers a difference—a product advantage they can 
understand. This is no vague set of promises based 
on confusing chemical-laboratory language—nor does 
it smack of ‘“‘me-too-ism.” It’s a promise with a spelled- 
out benefit: $17.85 worth of an extra value, given free, 
that can help increase mileage and provide more knock- 
free power, plus better engine performance. 


This advertising program — using newspapers, radio, 
television, highway signs, station display kits—offers 
what people want, and it tells them in terms they'll 
believe. It’s backed up by a challenging free offer of a 
“see-for-yourself” tube of D-X upper-cylinder lubricant 


a5 
‘ 


¢ 
that they can feel, see and test. Finally,” it. double- 
proves its “$17.85-free” offer, with a show-down price 
comparison chart that clearly demonstrates how it can 
save $17.85 a year for a customer driving 10,000 miles 
a year. 


We believe that this campaign offers the strongest 
advertising support and a sales story that’s as simple 
—as believable—as easy to use as has ever been used 
in the oi] industry. So—why not get aboard the D-X 
bandwagon now and enjoy the terrific extra profits 
this red-hot D-X sales promotion program is bringing 
D-X Jobbers throughout D-X land. There are a few 
open territories— 


Contact your D-X Salesman today or write to: N. B. Ingram, General 
Sales Manager, D-X Sunray Oil Company, Box 381, Tulsa 2, Oklahoma 


D-X SUNRAY OIL COMPANY 


Tulsa, 
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Available in two, 1% ton capacity 
models .. . Model 7, hand oper- 
ated ... Model 7-11, combination 
hand and air operation. 


DON’T DELAY... CONTACT 
YOUR JOYCE JOBBER TODAY! 


hydraulic 


BUMPER-UPPER JACK 


meets the lifting requirements 


of every automobile! 


by 
bumper 


ee ae 


oe DY 
bumper 


brackets 


>. by car 
jacking 


blade 


\ 


pads — 


/ 


The Bumper-Upper lifts all cars by bumper blade, 
including 1956 Cadillacs which require an excep- 
tionally deep jack throat to prevent car bumper 
from contacting jack frame. 


‘SY ; | 
The Bumper-Upper jack pads can be turned 
a full 360° to contact bumper brackets at any 
angle . . . eliminating bumper bending on heavy cars 
and sports cars. 


The distance between the contact pads can be ad- 
justed from 15” to 47/2”. This feature plus the deep 
lifting throat enables the Bumper-Upper to meet the 
lifting requirements of Buick and all other cars! 


THE JOYCE-CRIDLAND COMPANY 


U.S.A.; 2027 E. FIRST STREET, DAYTON 3, OHIO 
CANADA: MIDLAND FOUNDRY & MACHINE CO., LTD., MIDLAND, ONT, 
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Loading Speed Increased 150% 


Jobber Modernizes Bulk Plant 


|S ag Seastrunk had a major 


problem. The loading rack 
facilities at his Quality Oil Com- 
pany’s bulk plant in Waco, Texas 
were very inefficient. Something 
had to be done to reduce loading 
time for delivery trucks and trans- 
ports. The five 12,000 gallon and 
two 19,000 gallon overhead stor- 
age tanks depended on gravity 
flow through two-inch hose and 
nozzles. The hose was heavy, cum- 


Roy Seastrunk’ 

two inexpensive Marlow pumps that cut a 
costly 1 hr. 20 min. loading time to a 
welcome 32 min, 
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bersome and very awkward to 
handle. With full tanks, the best 
rate that Seastrunk could hope for 
through each hose was 40 gallons 
per minute. Using two at once, this 
meant it took more than one hour 
and twenty minutes to load a 6,400 
gallon transport. At this rate, only 
six transports could be loaded in a 
day. The hose was actually stran- 
gling business volume. 


To get an answer to the problem, 
Seastrunk called in several equip- 
ment companies for a solution. 
United Pump and Supply, Inc. of 
Dallas, Texas came up with an 
answer that would increase load- 
ing speed 150%. It called for the in- 
stallation of two Marlow 20EVP- 
11A two-inch self-priming centrif- 
ugal pumps to accelerate gravity 
flow from 40 gallons per minute to 
100 gallons per minute! 


Two dome-type, two-inch tank 
truck loading arm assemblies with 
loading line valve and sliding 
sleeve were recommended to re- 
place the heavy, bulky hose and 
nozzles previously used. The addi- 


NEWS 


tion of 42-inch drop tubes would 
permit near bottom loading to re- 
duce turbulence and vapor loss. 
Given the “green light,” United 
made the installation and the 
entire cost, including labor and 
equipment, was only $750. It has 
been so successful that Seastrunk 
highly recommends it to anyone 
with the same problem. 


Marlow self-priming centrifugal 
pumps operate quietly, are depend- 
able on above ground or under- 
ground storage tanks and do not 
wear, since there are no rubbing 
parts in the pump. If you have a 
problem in handling petroleum 
products, either for bulk plants, 
delivery trucks or transports, see 
your Marlow Dealer for the right 
answer. Write to Marlow Pumps 
for a complete descriptive bulletin 
on petroleum marketing pumps... 
and the name of your Marlow 
dealer. No obligation. 


centrifugals was easy. Piping is straight 
through with no pressure relief or other 
troublesome complications. 





5-234 


MARLOW PUMPS 


Division of Bell & Gossett Company 
RIDGEWOOD, NEW JERSEY 
Morton Grove, Illinois Longview, Texas 
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COMPARE ... AND YOU'LL AGREE — 


Only COLONIAL Fluorescent “T’ Lights 
Have All These Features! 


@ ON EXISTING POLES — 
permitting protrusion of extension 
pole right thru fixture — without 
any alterations. 





ON NEW OR EXISTING POLES, 
without pole protruding thru 

top of fixture. Spotlight outlets 
provided at ends and center. 








ALL ALUMINUM Welded construction, with heavy gauge 


center chassis. Twin 15° angle reflectors direct light evenly over 
the pump island and driveways on both sides. 

Genuine acrylic plastic Plexiglas diffusers — AFL Union Made — 
Underwriters’ Laboratories approved for outdoor use. Available 
in 8-ft. and 4-ft. lengths — adaptable for end-to-end mounting. 
Plexiglas diffusers are ‘free-floating’ in recessed channels — not 
screwed or riveted — allowing free expansion and contraction. 


> THE ONLY “T” LIGHT ENGINEERED FOR CORRECT ISLAND ILLUMINATION « 


EXCLUSIVE COLONIAL FEATURES 
HEAVY GAUGE CHASSIS SIMPLIFY INSTALLATION : 
AND MAINTENANCE regs 
1} SELF-CENTERING 
sre on vel Seog | cotta 











RUBBER GASKET 
RAIN GUARD ———— RAIN GUARD 


, 
fl FREE-SLIDING eo 
] CANTILEVER yy ) 


|] ADJUSTABLE . f THRU-POLE | 


MOUNTING SPRING STEEL MOUNTING | |H 
HINGE 




















*Potent Applied For 4 i x OUTWARD yy vYY INWARD 


* PLEXIGLAS DIFFUSER DOWNWARD 
FREE-FLOATING IN ‘ fl 
WEATHER-TITE CHANNELS 13 

















¢ AVAILABLE IN 430 MA. SLIMLINE AND 800 MA. HIGH OUTPUT — RAPID START 


COLONIAL NEON COMPANY, INC. EAST PATERSON, N. J. 
—ELECTRIC PRODUCTS DIVISION— Phone: Fairlawn 6-3300 
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Replaceable gauge 
unit 


Single pdsh-button 
control of gauging, 
inflating, deflating 


ry 


One-piece 
molded to fit 
the hand 


GENUINE SCHRADER CHUCK GAUGE +3650 


GAUGES 
YOU NEED FOR 
BETTER AIR SERVICE 


Proper gauging 


can build your tire business 


If you sell new tires — you've got to take care of 
them. How can you do this right with inaccurate 


gauges? 


Here’s how to be sure you’ re right: Check and cer- 
tify all your airline equipment with the Schrader 
8106B Trutest Special Gauge — used as a master 
gauge. Any gauge you find inaccurate should be 
replaced with a fresh Schrader Gauge. 


Schrader 





Only by doing this can you give proper tire service 
the kind your customer will notice. It will win 


you new customers, new business. 


Go Schrader all the way. Ask your Schrader sup- 
plier for genuine Schrader Caps, Cores, airline 
fittings and other products for profit-making and 


safest tire service. 


A. SCHRADER’S SON 
Division of Scovill Manufacturing Company, Incorporated 


470 Vanderbilt Avenue, Brooklyn 38, N. Y. 


FIRST NAME IN THE SAFEST TIRE VALVES 


FOR ORIGINAL EQUIPMENT AND REPLACEMENT 


ESTABLISHED IN 1844 
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PROTECTION is our business, too 
A 
Y, \ 
; \ Just as today’s tireless doctors, nurses and medical researchers work 
\ to protect you and your family from sickness and disease—J&L Steel 
Containers protect your products by providing dependable packaging 
that assures safety in transportation and storage. Precise fabrication 
provides accuracy in all fittings and closures. 

J&L drums and pails are chemically cleaned and dried by the JaLizing 
process. This assures a clean and dry, rust-inhibiting surface and increases 
the adherence and durability of decoration and interior lining. 

Special protective interior linings are available to provide the best possible 
packaging for your products. 

Jal-Coat, J&L’s lithographing process, applies your trademark and sales 


message to the finished container . . . no side seam touch-up is ever required. J&L's Utility Pail stacks and ships 
without carton. Head design as- 

Plants located at Atlanta, Ga.; Bayonne, N. J.; Cleveland, Ohio; Kansas City, Kansas; sures continuous pouring. A vari- 
Lancaster, Pa.; New Orleans, La.; Philadelphia, Pa.; Port Arthur, Texas; and Toledo, Ohio. ety of openings are available. 


Jl | 2 
“Jones & Laughli 


g CONTAINER DIVISION 
STEEL STEEL CORPORATION: PITTSBURGH 205 LEXINGTON AVE... NEW YORK t7.N.¥ 
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of Successful Business 


Day after day, night after night, more and more @ High quality products 
motorists are stopping at Stations where they @ Selling advertising 
see the orange and black Phillips 66 Shield. And @ Effective sales training 
Phillips 66 Jobbers and Dealers are benefiting from @ Business counseling 
the increasing popularity of Phillips 66 Products @ Construction and improvement guidance 
that brings them added profits each year. @ Attractive credit policies 
Here's the program that’s helping more and _ Get all the facts about a profitable Phillips 66 
more Jobbers and Dealers build and enjoy the — Franchise! Write or call: Sales Dept., Phillips 
security of a successful business with Phillips 66: — Petroleum Company, Bartlesville, Oklahoma. 


IT’S PERFORMANCE THAT COUNTS! 
Successtil Businesses are Built with Suecesstul Produets/ 
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There’s a decided trend to pre-fabrication in the service station field 
today .. . and with good reason. Avoncraft porcelain enamel service 
stations — porcelain inside-and-out, pre-fabricated and ready to erect on 
your site— are a TERRIFIC BUY! Not only do they put you in business 
days sooner . . . but here is beauty, durability and sales appeal that will 
last for many years. Take a good long look at the Avoncraft porcelain 
enamel service stations on this page, and then write... 


architectural products , a division of 





AVONDALE MARINE WAYS, INC. 
P.O. Box 1030, New Orleans 8, La. 
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COMPARE! 


only ALEMITE 
ON-THE-CAR WHEEL BALANCER 
gives you all this 


@ Only Alemite Wheel Balancer never becomes obsolete 
—never any attachments to buy! (Note: Many 1957 cars 
will have 14” wheels. Alemite Wheel Balancer is ready 
for them right now! ) 


Only Alemite Wheel Balancer does a complete wheel 
balancing job on the car... does both “up-and-down” and 
“side-to-side” balancing! 

© Only Alemite does a perfect balancing job— without 
adding or removing anything from the car. 

@ Only Alemite offers such complete free merchandising 
support! Everything you need to get into the profitable 
wheel balancing business. 


Yes, compare before you buy! Let an Alemite Wheel Bal- 
ancer bring you fast extra sales this vacation season and 
all year long. Ask your supplier about it today! 


MOST COMPLETE WHEEL BALANCING PACKAGE EVER OFFERED 


Eye-catching new Alemite Styling! Attracts at- 


tention, helps step up sales! Only Alemite’s Vue- 
Scale Meter gives visual proof of the need for 
balancing . . . and shows the job has been done. 


FREE Dealer Sign! The same sign your prospects 
see in Alemite national advertising. Draws pre- 
sold prospects to your service department! You 
display a name famous for dependability! 


FREE Merchandising Kit! Mailing pieces, news- 
paper ad mats, postcards, advertising hand bills. 
All powerful selling helps that make your serv- 
ice department wheel-balancing headquarters! 


Continuous National Advertising! “On-the- 
beam” ads in The Saturday Evening Post build a 
ready-made market for you! Your customers are 
told about the need for your service! 


Dept. K-66 
1826 Diversey Parkway 
Chicago 14, Illinois 
REG 


U. 5. PAT. OFF 
A Product of STEWART-WARNER CORPORATION 
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PUMPS SELL 


YOUR BRAND 





at the Point of Sale 


“TV Dial” is 50% 
larger than conventional 
dials... 146° visibility 


THE ORIGINAL 








Siamese 2-Hose Dispenser 


The original, most popular, proved-in-use two- 
hose dispenser. Also available as pedestal for 
Bowser remote pump installations. 


Rol-Way Dispensers 


Bowser’s Rol-Way hose extends 
easily . . . holds without pull .. . 
retracts automatically and smoothly 
when nozzle is returned to recepta- 
cle. Available as pump-dispenser 
and remote system pedestals in com- 
puting and noncomputing models. 


Reel-Way Dispensers 


Bowser’s spring-reel with nylon- 
covered cable quietly and smoothly 
retrieves hose as nozzle is returned 
to receptacle. Available as pump- 
dispenser and remote system pedes- 
tals. Computing, noncomputing and 
ticket-printing models AND AS HI- 
SPEED FUELING PUMP. 


THE ONLY PUMPS WITH XACTO METERS 


Bowser’s Xacto Meter provides unquestioned 
accuracy. Known as “The world’s most widely used 
meter.” Rugged and dependable for years of trouble- 
free service. 


Write for new bulletins describing 
Turbine, Surface and Submerged 
pumps for remote control pumping. 


THE ORIGINAL 
TELEVIEW DESIGN 


BRIGHTEST DIAL 
ILLUMINATION 


CLEAN, MODERN 
STYLING 


BOLTED FRAME 
ON HEAVY 
STAMPED BASE 


RESILIENT PUMP 
AND MOTOR 
MOUNTINGS 


DRESSER PIPE 
COUPLINGS 


EASY 
MAINTENANCE 
ACCESSIBILITY 


HIGH-VACUUM 
ENGINEERED 
PUMP UNIT 


VIBRATION- 
DAMPENING 
CONSTRUCTION 


BOWSER 


PROGRESSIVE 
PROCUREMENT, 
PLAN 


AVAILABLE ON 
EXTENDED PAYMENT 
PURCHASE PROGRAM. 


REGIONAL OFFICES: ATLANTA * BOSTON * CHICAGO + CLEVELAND 
DALLAS * KANSAS CITY * LOS ANGELES +* NEW YORK 
BOWSER, INC., 1301 E. Creighton Ave., Fort Wayne, Indiana 
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Take a look 


inside the 


truck industry's 


newest V8! 


COMBUSTION 
CHAMBER 


It's Chevrolet's new 322-cubic-inch Loadmaster 

V8... and if big trucks are part of your business 

you'll find it has plenty to offer in performance 
and economy! 


What you see inside that new V8 is 
modern engine design at its best! 
The new Loadmaster is a true heavy- 
duty load puller, with 310 ft. lbs. 
of torque and a fuel-saving com- 
pression ratio of 7.7 to 1. Extra- 
rugged components work together 
with perfected precision to produce 
195 h.p.—plenty of reserve power 
to ease your toughest pulls! 


Evidence of great engineering is 
everywhere in this most powerful 
of all Chevy truck engines. It offers 
the shortest stroke of any engine in 
its class; thus, engine wear is mini- 
mized, good economy assured. And 
it’s the most compact of big-truck 


a 


engines—delivers highest horse- 
power per pound. That’s proof of 
more efficient design. Spark plugs are 
mounted centrally in the inverted 
“V’? combustion chamber to give 
maximum heavy-duty power on 
regular fuel. Advanced features such 
as hydraulic valve lifters, chrome- 
plated top ring, and full-flow oil 
filter mean longer engine life with 
less maintenance expense! 


And there are many, many such 
reasons why you'll do better with this 
new load-pulling champ under the 
hood! For all the facts, see your Chev- 
rolet dealer. . . . Chevrolet Division 
of General Motors, Detroit 2, Mich. 








VERTICAL 
VALVES 











Vertically mounted valves give high 
fuel-air turbulence during the com- 
pression stroke ... you get maximum 
power from every drop of fuel! 


Feature after feature proves why 
these big new Chevies are the work 
champs of the heavyweight class! 
New triple-torque tandem axle op- 
tion lifts G.V.W.’s to 32,000 lbs. 

. . G.C.W.’s to 50,000 Ibs.! New 
frame is 25 percent heavier to stand 
up to your tough jobs. Easy, safe 
hauling stems from modern Ball- 
Race steering with bigger, stronger 
steering assembly. Exclusive new 
Powermatic transmission saves work, 
reduces truck wear like nothing else. 
No other trucks give you so much. 


New Chevrolet Task-Force Trucks 


Anything less is an old-fashioned truck! 
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This diagram shows how ffange on Gates Barge Hose 
is made a lifetime part of the hose itself. Fabric plies 
of the hose are extended over the face of the flange. 
Synthetic rubber bonded to face extends back into 
hose and makes a single unit of hose and flange. 
The reinforcing wire is welded to the flange for pos 
itive static conduction. 


on this barge hose... 


weighs less 


costs less 


lasts as long as the hose itself 


Gates built-in rubber flange—a flange of steel, fabric and rubber 
that is an integral part of the hose—assures you full life from barge 
hose without flange replacement costs. 


That’s because this flange—exclusive with Gates—is designed to 
THE GATES RUBBER CO. last the entire life of the hose itself. There is no steel nipple. Thus 
Denver, Colorado over-all weight is less; flexibility at the connection is increased. 


Meets Coast Guard specifications ... gives more hours of WORKING SERVICE 


Gates Barge Loading and Unloading Hose 
(1050SB and 1100SB) meets all working pressure re- 
quirements. What’s more, because the flange weighs 
less and the hose is more flexible, it is relatively simple 
for one man to hook up by himself—saving many 
dollars in extra labor costs. 


In actual use on barge operations, this hose has 
repeatedly given more actual hours of working service 
than other types of barge hose in common use—even 
though it’s exceptionally light in weight. Special engi- 
neering provides extra built-in strength and durability. 


Put Gates Barge Hose to work. Because of its lighter weight and greater flexibility you’ll find it more 
popular than any other type with the men who do the actual handling. And when you check the actual hours 
of service you get from this outstanding hose, you'll find you’re saving big money on hose replacement costs. 


TPA 105 


“+h Built-i 
Gates Bar ge Hose Rubber ~siel 
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aciof gives you long mire- al 
es price. It’s the only regular price ; 
ye TROLLED and avail- 


MATE-CONTROL“” 
ont ‘hief gives you 


Texaco Fire 


lively power-- 

gasoline 100% CON 
i tes. Fir 

Je in all 48 sta . 
we starts—freedom from vapor-l0o% 


_freedom from stalling. 


DEALERS 
TEXACO 2a == 


atin Amerie? 


Texace Products ore alse distributed * Coneds and | 
s 4 
en 


Here are America’s 5 most famous gasoline salesmen! Millions of car owners know 
these lively Fire Chief pups. They help bring millions into Texaco Dealers for 
Fire Chief gasoline and for other products and services. This is just one example of 
the powerful advertising and promotional support backing up Texaco Dealers... 
in magazines and newspapers, on radio and television, on billboards, 


and at Texaco Dealer Service Stations. 
THE TEXAS COMPANY 


No wonder TEXACO DEALERS are such busy dealers! 


June, 1956 * NATIONAL PETROLEUM NEWS 79 





Wayne Submersible 
Pump installed en- 
tirely within the tank. 
Completely sealed, ex- 
plosion-proof motor is 
submerged in and 
cooled by surrounding 
gasoline. It runs cooler 
and uses less power. 
Permanent lifetime lu- 
brication. Pump is 
weatherproof and 
foolproof. 


PUMPING SYSTEMS 











EASILY EXTRACTABLE...SERVICED IN MINUTES 


New Wayne Extracto-Pump is 100% acces- 
sible. Extractable in minutes by one man 
for inspection or adjustment. No breaking 
of pipe connections necessary. Maximum 
flexibility, safety and efficiency. Can be 
located in driveway or grass plot... flush 
with ground... no pit required. 











Wayne offers you three completely dif- 
ferent types of remote pumping systems— 
rotary lift pumps, vertical turbine pumps 
and submersible pumps. A system for the 
maximum efficiency of your particular lo- 
cation . . . plus Wayne’s exclusive ‘‘elec- 
tronic brain’’—the Wayne Auto-Sequential 
Control. 


It puts automation in every station equipped 
with remote pumping systems. Makes them 
foolproof. Makes equipment perform better 
at all times. It is used where two pumping 
units pump the same product. Automatic- 
ally alternates use of pumping units. Pro- 
vides added capacity when required and 


THAT PUTS AUTOMATION IN EVERY STATION 


eliminates excess capacity when not needed. 
This assures maximum efficiency and econ- 
omy of operation. 


Wayne Remotrol Systems have been per- 
formance-proved in leading service stations 

. made to precision specifications of 
Wayne's rigid quality-control system. All 
designed for economical operation . . 
speedy service . . . to build the gallonage 
of each location. When you go remote go 
Wayne for the most efficient operation at 
each location. Write for complete details to 
The Wayne Pump Company—Salisbury, 
Maryland. Toronto, Canada. 








THE WAYNE PUMP CO., Salisbury, Md. 
We are interested in learning more about 





your 


|] Extracto-Pump 
(| Auto-Sequential Control 
Name 





Company 
Address 











& & 


ie There’s a Purolator Micronic oil filter engineered expressly 
and fully warranted for every car on the following list: 
Buick, Cadillac, Chevrolet, Chrysler, Clipper, Continental, 
De Soto, Dodge, Ford, Frazer, Hudson, Imperial, Kaiser, 
Lincoln, Mercury, Nash, Oldsmobile, Packard, Plymouth, 
Pontiac, Studebaker, Willys. 














all makes of cars. 


Just ask the dirt-track racing drivers about 
what’s best in filters . . . the men who boot the 
cars around — all makes—in Grand Cham- 
pionship Nascar Events. They’ll give you a 
one-word answer: ‘Purolator’? — whatever 
car they’re driving. And—naturally! Nine 
out of 10 of the entries in races during the past 
year have been Purolator Micronic-equipped! 
These NAscaR men all depend on Purolator! 


IF 


Your Dealers, too, depend on Purolator, de- 
pend on Purolator for A-1 quality that pro- 
tects their customers’ engines . . . They 
depend on Purolator, too, for powerful adver- 
tising and point-of-sale aids that bring in 
sales faster, help keep customers sold. 


PUROLATOR PRODUCTS, INC. 
Rahway, New Jersey and Toronto, Ontario, Canada 


PUROLATOR 


World's largest maker of filters 





HIGH WATER MARK 


All of these drums in the Pemex 

storage shed were completely im- 

mersed when the Panuco River 
overflowed. 


006000 OP Nitti 
tt + - 


) f 
_WHEN TWO HURRICANES HIT TAMPICO... 3 pai a" 


leak- 
Tri-Sure Closures 


drums were immersed for 6 days 


Two of the severest hurricanes in years— Hilda and Janet— 
recently hit Tampico, Mexico. Terrific floods tore away and 
crumbled the massive cement docks of the Petroleos Mexi- 
canos refinery, and immersed over 600 Pemex oil drums, all 
of which were equipped with Tri-Sure* Closures. 


Many drums were badly dented, but the > ° 
Tri-Sure Closures remained in sound condition. For six days these drums were under water, and subjected 


to constant battering by powerful currents. When the water 
had finally receded, the Tri-Sure seals were removed and 
the contents carefully inspected. It was found that the con- 
tents of every single drum was free of contamination— proving 
perfect protection against leakage. 


As in other catast. hes this performance proves again that 
the safest place for any liquid product, under any conditions, 
is a Tri-Sure equipped container. 


*The ‘‘Tri-Sure’’ Trademark is a mark of reliability 
backed by over 35 years serving industry. It tells your 
customers that genuine Tri-Sure Flanges (inserted with 
genuine Tri-Sure dies), Plugs and Seals have been used. 


Free of leakage! After inspection pie sampling 
every one of these Tri-Sure equipped drums 
was salvaged and re-sealed. 


The Sign of a am _— : _ Perfect Seal 


AMERICAN FLANGE & MANUFACTURING CO. INC., 30 ROCKEFELLER PLAZA, NEW YORK 20, N.Y. 
CHICAGO, ILL. - NILES, OHIO - LINDEN, N. J. 
Tri-Sure Products Limited, St. Catharines, Ontario, Canada 
Tri-Sure S/A Industria e Comércio, Sao Paulo, Brazil 
American Flange & Manufacturing Co. Inc., 31 Macquarie Place, Sydney, Australia 
In. - B. Van Leer N. V., Stadhouderskade 6, Amsterdam, Holland 
a el Ys U ® a & Van Leer Industries, Ltd., Seymour House, 17 Waterloo Place, Pall Mall $.W. 1, London, England 
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Ahead of the News 


Jersey Jump—Standard Oil Co. (New Jersey) takes a flying 
leap into a new territory—the Midwest—with the purchase 
of Pate Oil Co., Milwaukee. Pate, which markets its “Air- 
glide” and “Challenge” gasolines through 139 stations in 
Wisconsin only, has reportedly been the state’s market 
leader (in a field of 18) for the last three years. Last year 
the company did more than 45-million gal. in total oil prod- 
ucts, 33-million gal. in gasoline. Jersey Standard is expected 
to retain Pate’s brand names and organizational set-up, but 
the sale could prove to be a springboard for Jersey expan- 
sion in a big new area. 


More for Market Expansion—Capital expenditures for oil 
marketing should spurt ahead again during the next three 
years. The latest McGraw-Hill survey of capital spending 
plans shows a $393-million oil marketing total—an 8% 
rise over last year. Next year it’s due to climb to $409-mil- 
lion, then on to $425-million in 1958, leveling at $412- 
million in 1959. Expenditures for research and develop- 
ment are also on the upswing; they’re expected to hit $184- 
million this year and $201-million by 1959. Preliminary 
plans indicate the petroleum industry’s total capital outlay 
will be more than $5.9-billion during each of the next 
three years. 


Follow-Up On Voluntaries— Marketers can expect to hear 
more about voluntary price allowance problems in the near 
future. That’s the prediction of Otis H. Ellis, general coun- 
sel of National Oil Jobbers Counsel. Ellis advises jobbers 
to consult their lawyers before granting such discounts. 
That’s “the only way a jobber can feel safe in assisting his 
dealers during price war periods”, Ellis warns. He also ad- 
vises that there is still no guide for jobbers and suppliers in 
determining what constitutes “good faith” in meeting price 
competition, despite the recent decision in the “Detroit 
Case” (see page 103). 


Four-Ply Gas Promotion—Key segments of the gas indus- 
try are discussing a joint project that could pose the heavi- 
est promotional threat yet to heating oil. Still in the ex- 
ploratory stage, the campaign would be aimed at exploiting 
gas over all competitive fuels—coal and electricity as well 
as fuel oil. Participating in discussions are American Gas 
Assn., Natural Gasoline Assn. of America, Gas Appliance 
Manufacturers Assn. and the Liquefied Petroleum Gas 
Assn., the prime mover. It will probably take three or four 
years to agree on a project, if ever, because some AGA 
members distribute electricity. 


Getting Worse?—Many jobbers expect the commercial dis- 
count situation to get steadily worse in the near future 
because of what they call the “deteriorating conditions” in 
the last few months. They report conditions today are 
worse than they were last December, when Standard of 
Indiana announced its new commercial account policy. 
However, jobbers in the East are encouraged by 0.5¢ gal. 
hikes in consumer tank wagon prices by Socony Mobil, 
Esso Standard and Gulf. 
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New Lube Threat?—Use of a tetrafluoroethylene fiber in 
a new automobile suspension joint could eliminate the 
need for conventional lubrication in many types of 
bearings. The fiber, known as Teflon, is one of the most 
slippery materials known. Developed by Du Pont, it is 
woven into fabric to line the socket of a suspension 
joint made by the American Metal Products Co. of 
Detroit. An American Metal official says that use of the 
fabric not only enables the joint to function without 
customary lubrication, but also reduces friction by more 
than 50% compared with standard lubricated suspension 
joints now used in automobiles. 


Jobber Dues Trends—Likelihood of a uniform jobber dues 
structure from state to state has all but vanished, but it’s 
possible that a move for uniform associate membership 
dues will gain support among NOJC members. Scme ad- 
justments have been made in state jobber dues rates, nar- 
rowing the disparity between the very high and very low 
scales. But there is no pattern toward uniformity, because 
of state autonomy. However, a number of association 
secretaries feel that uniform dues for majors and equipment 
jobbers and manufacturers as associate members should be 
standardized, because many of them participate in about 
all state associations. 


Good Old Summertime—‘“Unusually heavy” spring motor- 
ing presages new summer travel records, according to the 
American Automobile Assn. Summer driving—and gaso- 
line and oil sales—may be up as much as 10% over 1955, 
even more than was expected two months ago. 


Investigation Still Simmering—Two or three state associa- 
tions may go ahead of their own with a study of supplier- 
jobber relations and the jobbers’ economic position in the 
marketing segment, even though the idea was defeated at 
the mid-year meeting of National Oil Jobbers Council. 
These groups have strong feelings about alleged marketing 
malpractices, and believe the study would give jobbers facts 
and figures that might be used for a congressional investi- 
gation. They point out that the recent investigation of 
manufacturer-dealer relations in the automotive industry 
was preceded by a similar study. 


House Bills Face Dead End—Congressional sources sa¥ 
neither the Roosevelt bill nor the Patman bill stands much 
chance of passage this year. The Roosevelt measure, HR- 
8395, would give retail dealers broad grounds for anti-trust 
action against suppliers who cancel leases or refuse to sell 
to certain retailers. HR-11, the Patman bill, would over- 
turn the supreme Court’s “Detroit case” decision, which 
allowed “good faith” to be an absolute defense against 
charges of price discrimination. Some jobbers, as well as 
major suppliers, have opposed the bills. 


For More Ahead of the News 
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=z ahead of the news 


New Eastern Marketer—Delhi-Taylor Oil Corp. is about 
to open a New York office before coming into the eastern 
seaboard and southeastern bulk product markets. The move 
is part of a three-year $30-million expansion program. 


Penn Grade Overseas—Pennsylvania Grade Crude Oil 
Assn. will make a big effort to acquaint foreign consumers 
with its products and “protect the integrity of the name 
Pennsylvania on motor oils in foreign markets.” A four- 
man advisory panel will suggest advertising and promo- 
tional programs to achieve these aims. The panel was 
reportedly set up after tales of foreign products’ being sold 
under the “Pennsylvania” label came back from European 
countries. 


Free Service: Good for Sales?—Esso Standard Oil Co. is 
Wooking forward to pushing more free service (including 
everything down to using a whiskbroom on car interiors) 
on a nationwide basis. First, however, it’s making sure the 
program pays in test areas. After super-service worked 
with 40 dealers each in North Carolina and West Virginia, 
Esso started testing it with over 400 dealers in the Philadel- 
phia-Camden, N. J., area. The company hopes to show 
dealers that top free service brings in business. 


Panhandle Push—The Texas Co. will move into a four- 
county area in the West Virginia Panhandle shortly. The 
operation has been planned by the jobber who will dis- 
tribute Texaco products there. Although represented in 
other parts of the state, Texaco has had no market in the 
Panhandle. 


Fuel Oil Delivery Plan—Several northern New Jersey heat- 
ing oil distributors are likely to adopt a contract home 
delivery scheme because of increased union organizing 
activity and drivers’ demands for higher wages. Under the 
plan, distributors turn their trucks over to their regular 
drivers and pay them for each gallon delivered. From what 
they get, contract drivers pay all operating expenses. One 
company that has used the contract idea since 1948 is 
explaining it to other interested distributors. 


DE in Keystone State—Martin H. Heine Petroleum, Inc., 
of Huntingdon, and Guttman Oil Co., of Belle Vernon, 
will launch test distributive education programs in their 
sections of Pennsylvania this fall. If the programs go over, 
Pennsylvania Petroleum Assn. will work to get more job- 
bers interested in the idea. 


Cutting Credit Cards—TBA credit sales will be made 
without credit cards if one Eastern major’s test is 
successful. The company is trying out a quick credit 
check by the dealer with the local credit information 
bureau. Division and district management decide for 
themselves whether or not to offer this service. 
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Gulf LPG Prices Up—Industry spokesmen on the Texas 
and Louisiana gulf coasts expect LP-gas prices to continue 
rising in those areas. Petrochemical plants using LPG raw 
materials are growing there, and demand has pushed butane 
prices, for example, to 5.5¢ gal., delivered Houston. This 
compares with 4.75¢ gal. a year ago. Some sources believe 
butane prices may approach 10¢ gal. in the Houston area 
within the next five years. 


Burner Service Price Hike—Fuel oil distributors in Phila- 
delphiz see parts-service contracts for oil burners going up 
because of higher labor costs. One major has already 
started this way, raising the price of its top service policy 
from $25 to $29.50. 


Billups To Reorganize—W. L. (Buddie) Billups, president 
of Billups Petroleum Co., one of the South’s biggest private 
brand operations, says he has plans in the works to re- 
organize his company completely. Among other things, the 
plans call for a possible stock offer to outsiders for the 
first time. The company has been owned exclusively by 
the Billups family since it was formed in 1927. 


Three Grades In Venezuela?—Creole and Shell, the ma- 
jor marketers in Venezuela, are hoping to add a third grade 
of gasoline there soon. It won’t be a “super” premium, 
however things are different in Venezuela. The companies 
lose money selling on regular, which is under price controls. 
Now they hope to market a middle-grade to draw some of 
the customers who’ve been buying regular. First, however, 
they have to get the government’s permission. Premium in 
Venezuela rates about 95 octane, while regular runs about 
75. Creole and Shell both have over 500 outlets there. 
Phillips has about 50. 


Re-Entry in Dixie—Southern marketers expect a major 
supplier to return to Eastern Tennessee in the coming 
months. The supplier, who withdrew from other southern 
areas a few years ago, may resume marketing in some of 
them as well as Tennessee, according to speculation in the 
south. 


New LPG Target—Look for liquefied petroleum gas mar- 
keters to make a bid for more gas carburetion business, at 
the expense of gasoline, to increase the summer load. LPG 
marketers are being urged to push conversion of ware- 
house trucks (fork lifts) and farm tractors. Because the 
majority of firms with fork lifts also have over-the-road 
trucks, the latter are viewed as conversion prospects if the 
fork lifts are converted. 


Joining the Discount Parade—Major brand dealers in the 
New Orleans area are swinging increasingly to cash dis- 
counts for purchases of more than 10 gal. of gasoline. Inde- 
pendents have been giving cash discounts for several years. 
Both groups give away trading stamps and other premiums 
in the struggle for more business. 
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PETROLEUM INDICATORS 


| STOCKS J NPN PRICE AVERAGES* 


MILLION 


Refinery /Terminal 

+ BARRELS YEAR AGO (¢ — 
, May Apr. May 
1956** 1956 1955 


— GASOLINE Gasoline 11.71 11.76 11.33 
5s 
= 











Kerosine 10.93 10.95 10.51 
Distillate 9.38 940 9.11 
Residual 5.19 5.19 4.35 
DISTILLATE 4 principal 

products 9.37 9.40 8.86 
Lube Oil 22.40 22.40 16.83 
RESIDUAL Crude at 

well ($ 

oF per bbl.) 2.84 284 2.82 














0 *Weighted average price, prin- 
cipal markets. 
1954 | 1955 **Through May 4. 











MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) May 1956* Apr. 1956 May 1955 
Finished and unfinished gasoline (thous. wad : : 189,220 189,773 168,751 
Distillate fuel oil (thous. bbl.) a 63,990 62,809 83,559 
Kerosine (thous. bbl.) es ; 18,349 18,089 26,375 
Residual fuel oil (thous. bbl.) eke eies ds 33,216 32,582 45,083 
Crude oil—B. of M. (thous. bbl.) ...... eee 275,420 274,064 276,948 


Refinery Activity 


Crude runs to stills (thous. bbl. daily) . are 7,626 7,501 7,268 
Foreign crude included (thous. bbl. daily 905 651 709 
% of refinery capacity operated ...... Baek 90.0 88.5 87.3 


Refinery Output 
Gasoline (thous. bbl. daily) 3,532 3,581 3,508 
Kerosine (thous. bbl. daily) ew ns 3 325 309 296 
Distillate fuel oil (thous. bbl. daily) . . . 1,711 1,720 1,519 
Residual fuel oil (thous. bbl. daily) ...... iene e 1,162 1,139 1,111 
Crude Supply 


U. S. crude oil production (thous. bbl. daily) 7,804 7,141 6,677 
Crude oil imports (thous. bbl. daily) .............. 594 866 742 


*Through May 4. 
Source of Data: API Weekly Reports, except 1955, Bureau of Mines. 


MONTHLY MARKET TRENDS Latest Month Previous Month 


Exports of crude and refined products (thous. bbl.) 7,879 (Feb.) 9,371 
Average station gasoline price, ex tax (¢ per gal.) . . 21.48 (May) 21.43 
**Gasoline consumption (million gal.) ....... 3,695 (Jan.) 4,079 
Service station permits (number) .... ny 659 (Dec.) 682 
Passenger cars—domestic shipments (thous.) ....... 555 (Mar.) 537 
Trucks and buses—domestic shipments (thous.) ... . 87 (Mar.) 84 
Automotive replacement tire shipments (thous.) ... . 3,952 (Feb.) 4,669 
Replacement battery shipments (thous.) 1,302 (Feb.) 2,005 
Oil burner shipments (thous.) ..... 45 (Feb.) 50 


**Excludes California 
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SUPPLY: AND 


O 


DEMAND 


Peak Gasoline Demand This Summer 


OTAL GASOLINE DEMAND at U.S. 

refineries during the last half of 
1956, in terms of rate of gain over 
last year, will drop off moderately from 
the first six months. Demand for the 
first six months is now estimated as 
5% larger than in 1955, and greater 
than had been anticipated. 

In volume, however, gasoline de- 
mand (domestic and export) will set a 
new high record this summer and fall. 
Shipments from refineries in the third 
quarter are now forecast at 4,095,000 
bbls. daily average. This will be about 
4.5% larger than actual demand of 
3,919,000 bbls. for the third quarter 
of 1955. 

For the fourth quarter it is estimated 
shipments will be 3,865,000 bbls., 4% 
larger than in 1955, when fourth quar- 
ter demand was 3,715,000 bbls. daily 
average. Fourth quarter demand will 
be only 5.6% less than the record third 
quarter as currently forecast. This is in 
line with the trend that is lessening the 
dip in winter gasoline consumption 
from that in summer. 

Gasoline demand for all of 1956, as 
now forecast by oil company econo- 
mists reporting to NATIONAL PETROL- 


31 this year were 14% of total forecast 
demand for 1956 of 1,422,000,000 
bbls. For past years inventories March 
31 have averaged 13.3% of total de- 
mand for the year. 

Gasoline inventories today are 
swollen about 20-million bbls. by the 
volume required in pipelines and work- 
ing tanks to maintain the products 
pipeline system. This volume cannot 
be moved into distribution channels. 
This is a comparatively new develop- 
ment. There are about 32,000 miles of 
product pipelines in the U.S., not en- 
tirely used in transporting gasoline. 
Before World War II there were only 
9,000 miles of product lines. Each 
1,000 miles of new line put into service 
adds to the total volume of inventories, 
but not to the amount that can be 
marketed. 

Total U.S. gasoline inventories on 
March 31 included a large buildup in 
California. Stocks there, 25,859,000 
bbls., were over 4,000,000 bbls. larger 
than the year before. This was about a 
third of the U.S. total gain in these 


stocks, which was 12,927,000 bbls. 

East of California total inventories 
of 172,350,000 bbls. (March 31) were 
8,664,000 bbls. (5.3%) larger than 
the year before. For the East Coast 
and Gulf Coast refining districts, 
serving the East and South, stocks 
March 31 were 78,809,000  bbls., 
5.8% larger than the total of March 
31, 1955. For all inland refining dis- 
tricts inventories March 31 were 93,- 
541,000 bbls., 4,321,000 bbls. (4.8%) 
larger than the year before. Distribu- 
tion of the U.S. peak inventories by 
districts, with changes from a year 
ago, are shown in Table II. 

From this date on, the total amount 
of gasoline inventories will not be as 
significant a factor to watch as the 
amounts by which these stocks are re- 
duced during the summer and fall, by 
either heavy demand or holding down 
crude runs. A volume of around 155,- 
000,000 bbls. by Sept. 30, it is believed, 
would balance supply-demand needs. 
The total last Sept. 30 was around 
150,000,000 bbls. | 





EUM News, will be from 4.5% to 
4.7% larger than 1955. At the lesser 
rate of growth, daily average demand 
for 1956 will be around 3,885,000 
bbls. At the start of the year a gain of Date 
4% from 1955 was anticipated. 

To meet these coming requirements, 
U.S. refineries held at peak storage, 
March 31, 198,209,000 bbls., 6.9% 1952 
larger than on the same date in 1955. 1953 
While large both in volume and rate 1954 
of gain from last year, certain factors 1955 
tend to prevent inventories from being 1956 
unduly burdensome at the start of the *Estimated 
season of high consumption. This has 
been reflected in the stable wholesale 
gasoline markets this spring. 

Statistically, the gasoline peak in- 
ventory-demand situation this spring 
differs only moderately from the pat- 
tern for the period 1950-1955, ex- 
cluding 1952, when refinery operations 
were abnormal because of the strike of 
operators in the spring. (See Table I). 
Total U.S. inventories this spring were 
7.7% larger than a year ago. The 
average rate of gain in stocks since 
1950, excluding 1952, has been 5.1%. 

In terms of days’ supply, on the 
basis of average forecast demand for 
the second quarter, gasoline inventor- 
ies March 31 were 49 days’ supply. 
For the five years under comparison, 
stocks March 31 averaged 46 days’ 
supply. Gasoline inventories March 


Table I—Relationship of Gasoline Stocks at Peak (March 31) 
To Total Demand For The Same Year 
Days Supply 

Gasoline Stocks Chg.from 2nd Quar. Total Demand % Stocks to 

1000 Bbls. 1955 Demand 1000 Bbls. Total Yearly Demand 
1950 132,632 + 5.1 45 1,019,011 13.0% 
1951 141,574 + 6.7 44 1,132,087 12.5% 
162,083 +14.5 48 1,193,565 13.6% 
161,346 00 45 1,243,700 12.9% 
181,297 +12.4 50 1,264,961 14.3% 
183,972 + 1.5 47 1,356,051 13.6% 
198,080 age J 49* 1,422,000* 14.0% * 








Table 2—Distribution of Peak Gasoline Stocks 
1955 and 1956, by Refining Districts 


1955 Peak 1956 Peak Chg. % 
April 1 March 30 Bbls. Chg. 
37,964 40,770 +2,806 7.4% 
36,502 38,039 +1,537 4.2% 
74,466 78,809 ¥4343 5.8% 

7,705 7,842 + 137 + 1.7% 
40,935 41,879 + 944 + 2.3% 
20,380 22,836 +2,456 +12.0% 
20,200 20,984 + 784 + 3.8% 
89,220 93,541 4,321 + 48% 

163,686 172,350 +8,664 + 5.3% 
21,596 25,859 +4,263 +19.7% 
185,282 198,209 12,927 + 6.9% 


District 
East Coast 
Gulf Coast 
Total Coastal 
Appalachian 
Ind.-Ill.-Ky. 
Okla.-Kans. Mo. 
Other Inland 
Total Inland 
Total East. of Calif. 
California 
Total U. S. 
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THE LAST WORD IN Sclicsmdiisnsssaillillitas 


FOR GASOLINE STATION 
REMOTE PUMPING SYSTEMS 


Entirely new from the ingenious 3 
stage impeller design through 
submersible motor to discharge head. 
The motor, 3450 r.p.m., is simple, 
compact and integrally braced. It is 
cooled and lubricated by the product 
— Underwriters’ Approved. 

The SupErieor dispensing system 
pushes any liquid fuel efficiently, 
regardless of distance, temperature, 
elevation or volatility. Outline your 
problem— gasoline system layouts 
made at no charge. 


The Pioneer in Remote 
Control Pumping - - - 
OVER 11 YEARS EXPERIENCE 
OVER 1000 INSTALLATIONS 


Erie Model 300 Sub- 
mersible Pump and 
Motor can be in- 
stalled through 31/2” 
pipe. 


1 


Erie Pump consists of 
3 stages with ample 
capacity to supply 2 
or more Dispensers 
operating at the same 
time. 


— a 2 


&. 
a wewcm i 


ee 
a) 


clits initiceectoneclinttla eiensssensiceecneesn etiaar tingeietillbisticsinaio’ 


Side intake permits 
maximum pump ca- 
pacity without pulling 
sediment from bottom 
of tank 


“ey Se 


4 


ee 


in 


Check Valve and 
Back Pressure 
Relief Valve 


¥, hp. Single-phase 
Capacitor type Sub- 
mersible Motor 3450 
r.p.m. Control box 
provided 


i} 


Thrust ball bearing 
carries the pump 
load, adding to mo- 
tor life and reducing 
electrical load 


No Foot Valve to 
service 


METER SYSTEMS, INC., Erie, Pa. 


SALES OFFICES 
Atlanta 
Boston 


New York 
Oakland, Cal. 
Omaha 


Philadelphia 
Portland, Ore. 
Seattle 


Kansas City, Mo. 
los Angeles 
New Orleans 


Chicago Denver 
Cleveland Detroit 
Dallas Erie 
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Sinclair Dealer Councils Change Problems 
to Profits For Sinclair Dealers 


No one knows more of a Dealer’s problems than a Dealer himself — 
and no one can answer these problems better than a successful Dealer. Ask about Sinclair’ 
Twice a year representative dealers from all sections of Sinclair’s want's 
marketing territory are invited to sit down to counsel with Sinclair ‘ TAR 
people. Here, Sinclair tries to find out what’s right and what’s wrong 
with its dealer educational and promotional programs. Here too, 
Sinclair uncovers successful merchandising and management 
methods for the ultimate benefit of Sinclair dealers everywhere. * Sinclair Retgi Selling P} 
an 


¥ 


oie Fin. 
ir Dealer Franchise) 


As helpful as it is, remember, the Dealer Council is just one part Dealer Councils 

of Sinclair’s 5-Star Dealer Aid Plan. Demonstration tities 
Switch now to Sinclair. Reap the rewards of Sinclair’s continuing * Dealer Survey ~ 
program of service station Dealer assistance. You too will find 
your problems changing to profits. See your Sinclair Repre- The % 
sentative, or write Sinclair Refining Company, 600 Fifth Avenue, bncensetan F 
New York 20, N. Y. Ask, too, about the Sinclair TBA Franchise, Sinclair ali 
featuring Goodyear, the greatest name in rubber. Its Dealers M 


* Dealer Conferences 


‘‘Leads the industry in dealer assistance!”’ 
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EDITORIALLY SPEAKING 


Congress and the Marketers 


Not long ago, it looked as though Wash- 
ington was about to lower the boom on 
the oil industry for marketing practices. For 
the time being, such action is being held in 
abeyance. 

The boom-lowering apparatus is still there, 
though; and oil marketers are under continuous 
scrutiny by Congress, the Federal Trade Com- 
mission, and the Justice Department’s anti-trust 
division. Here’s the immediate outlook: 


Congress will allow major oil companies 
more time—perhaps two or three years—to 
solve problems stemming from unsatisfac- 
tory relations with distributors and dealers. 
Attention has been focused on supplier-dealer re- 
lations because price wars catch the eyes of Con- 
gress; and dealer complaints have been strenuous. 

Gasoline price wars have been the subject of 
investigations by three committees during the 84th 
Congress: the House and Senate small business 
committees, and the House Judiciary Committee. 
No real threat of legislative interference has arisen; 
but Congressional investigators are voicing con- 
clusions that indicate the dealers have scored 
with the law-makers. 

Sen. Hubert Humphrey (D., Minn.), chairman 
of the Senate Small Business Subcommittee, is not 
pushing pro-dealer legislation. However, in his 
exclusive NPN interview (see p 92), Sen. 
Humphrey makes suggestions that will make 
the industry take notice: 

e Major oil companies should limit themselves 
to a “landlord” relationship with lessee dealers. 
Thus dealers would be allowed to handle any 
product brands they wanted to. 

e The Small Business Administration should 
make credit readily available to dealers who wish 
to purchase their own stations. 

e FTC and DJ should enforce anti-price-dis- 
crimination and anti-trust laws with vigor. 

Rep. James Roosevelt (D., Calif.), who as chair- 
man of the House small business subcommittee is 
Sen. Humphrey’s counterpart in the lower cham- 
ber, introduced a bill aimed at giving dealers 
“more lease security.” The bill, however, is not 
likely to reach the floor in its present form. 

e Oil companies should try to comply with 
the spirit as well as the letter of the law, in their 
own interests. 


While there is some vigor in his words, 
Sen. Humphrey is not walking with a 
big club in hand, ready to clobber the in- 
dustry. Instead his tone is conciliatory; and 
he professes a disposition to urge the indus- 
try to clean up its own affairs. 

It is clear that neither Humphrey nor Roose- 
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velt expects to develop any real legislative push 
against major gasoline suppliers this year. They 
view their hearings as a means of drawing public 
attention to oil marketing problems and influenc- 
ing suppliers to remove the problems, thus elimi- 
nating any necessity of government action. 


Meanwhile, two recent moves by big com- 
panies may demonstrate to Washington an 
inclination to solve the price-war problems 
within the industry. First, Atlantic Refining 
adopted a minimum-pricing policy in Pennsylvania 
and Delaware, where it is a strong leader. Things 
are somewhat better even though the solution 
isn’t complete. Just recently, Esso Standard began 
Fair-Trading gasoline in New Jersey, chronic 
trouble spot. Other majors raised their tank 
wagon prices, and several followed Esso’s lead 
by Fair-Trading. (See p 95.) 

Divorcement legislation is not being discussed 
by Congress. Sen. Humphrey expects FTC’s oil 
marketing investigation to take up where his sub- 
committee inquiry left off. The advisability of 
divorcement is high on the study agenda—if Con- 


gress provides funds for the investigation. FTC 


would be required to report back to Congress 
within 18 months, but competent observers be- 
lieve the study would require two to three years. 


It Wouldn't Work 


Sen. Humphrey’s proposal that suppliers allow 
dealers to sell several brands of gasoline is unique 
and unrealistic. (See p. 94.) 

The suggestion is well-motivated: a desire to let 
a dealer demonstrate complete independence. A 
grocer can stock as many competitive brands of 
cereals and detergents as he wants to. 

The Senator overlooks this difference. The 
grocer, not his suppliers, owns the facilities. In 
gasoline retailing, the dealers seldom own the 
facilities; the suppliers invariably own the dis- 
pensing equipment. It seems unlikely that Sinclair 
would let a dealer repaint its pumps and use them 
for Esso, Shell and Mobil gasolines, even to show 
that it was a good landlord. Not many dealers 
could afford to buy a battery of their own pumps 
so they could offer a variety of brands. 

Nor would competitive suppliers welcome a 
chance to move into a rival’s station that way. In 
effect, the Senator is suggesting the return of the 
split-pump, a system that succumbed many years 
ago under industry pressure. 

The industry is split on almost every issue. But 
this is one that would probably unite every faction 
against the compulsory split-pump. 





The $300,000,000 Question: 


@ Sun started it with a five-grade experiment; 
now Esso and Humble have a third ‘super’ grade, 
and more companies are expected to follow suit 


@ These fast-breaking developments jolted plans, 
hastened new moves. Marketers are looking ahead 
uneasily and wondering what will happen next 


@ Many oilmen say another grade is unnecessary. 
Some are upgrading current premiums; others admit 
competition could force them to three grades... 


“WE’LL HAVE TO MEET IT head 
on with a third grade—I’m more or 
less convinced of that,” one major- 
company Official told NPN. “I don't 
see how the industry can miss doing 
something,” he added, “This year’s 
premium gasolines do not take care of 
all cars.” 

Other major-company men took the 
opposite viewpoint: “I think Esso 
overshot the market on this,” one of 
them said. “We believe our current 
premium will handle 98-99% of all 
the new cars. We don’t need 100 
octane for several years yet. 

Esso’s Plan—By June 20th, Esso 
Standard Oil Co. expects to be selling 
its third grade of 100-plus octane in 
six metropolitan areas: Baltimore, Bos- 
ton, Memphis, New Orleans, New 
York and Washington. The company 
plans to cover 75% of its distribution 
by mid-August, and 90% of its 18- 
state marketing territory by the end 
of this year. Humble Oil & Refining 
Co.’s timing, in its Texas and New 
Mexico area, is expected to be about 
the same. Both companies will sell the 
new product for 3¢ gal. more than 
current premium. 

Esso will use separate gold-and- 
white pumps to dispense its third 
grade, called “Golden Esso Extra.” 
Most, but not all, of Esso’s blending 
will take place at the refineries. About 
20% of its 300 bulk plants (smaller 
Ones in rural areas) will blend the top 
and bottom grades to produce the 
middle grade. All refineries, however, 
will turn out three grades. 

In Sun Oil Co.’s Florida experiment, 
a single pump is used to mix the base 
grade with a special concentrate, pro- 
ducing gasolines with five different 
octane ratings. 

Both Sun and Esso say their systems 
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are designed to make high octane fuel 
available for the cars that need it, 
without penalizing motorists who don’t 
own newer cars with high-compression 
engines. They cite the growing spread 
in octane requirements between the 
new models and older cars. 

Esso says its system “is the soundest 
course for the industry and the pub- 
lic.” The company maintains it costs 
less to go to three grades than to keep 
raising the octane level of current 
premiums. 

The two-grade system, Esso says, 
would cost the industry $3-billion in 
refinery investments to meet octane 
requirements in 1961. A three-grade 
system, Esso claims, would cost only 
$1.6-billion. 

Marketing investments for a three- 
grade system would run about $300- 
million for the whole industry, based 
on Esso’s over-all estimates. The com- 
pany figures marketing costs would 
run 20-25% of the refinery savings 
brought about by a switch to three 
grades. 


Is It a Trend? 


Esso’s move, coming on top of Sun's 
experiment, brought about more hur- 
ried top-level conferences than any 
marketing development in years. 

“The whole thing has a lot of peo- 
ple knocking their heads together,” a 
major company official commented. 

Marketers are looking for the an- 
swers to these basic questions: 

e What’s my competition doing? 

e Is a higher octane necessary now? 

e If so, what’s the best way to sup- 
ply it, by upgrading premium or the 
multigrade route? 

Most companies are watching and 
waiting to see how well Esso and 
Humble do. A lot of them say flatly 


that neither the third grade nor 100 
octane is needed now. 

But many marketers agree that 
adoption of the multi-grade idea by 
several other key market leaders would 
bring a swarm of companies into the 
act. And that could happen shortly. 

Next?—There are indications that 
The Texas Co., which markets in all 
48 states, is planning a third grade. 
And Southwest oilmen expect that 
other marketers there, like Continental 
Oil Co., will move to meet Humble’s 
competition. 

“We’re taking a hard look for com- 
petitive reasons, not because of our 
customer needs,” says one major com- 
pany Official. “We're trying to prepare 
ourselves to move into the multi-grade 
field if competition makes us.” 

“It’s not economical to keep raising 
the octane of premium because a lot 
of people don’t need it,” a Texaco 
Official says. “We’ve always hesitated 
to take the lead because it’s too costly. 
I’d rather be right than first.” 

Carter Oil Co., a Jersey Standard 
affiliate like Esso and Humble, says it 
has no plans for a third grade because 
the high altitude in its Rocky Moun- 
tain marketing territory reduces the 
need for higher octanes. Imperial O11 
Ltd., Jersey’s Canadian affiliate, sees 
no need there for three grades now. 

Dim View—‘This is a problem they 
have back East,” a West Coast major- 
company man comments. “They have 
always maintained that a six-point 
spread between regular and premium 
was enough. But we think we need a 
10-point spread. Premium gasolines in 
the East make up only about 20-30% 
of the volume, but out here it’s 50- 
60%. It looks to me like they’re rec- 
ognizing that a 10-point spread is 
needed.” 

Officials of two national marketing 
companies take a dim view of the 
multi-grade idea. While the East Coast 
may need higher octane, the rest of 
the country doesn’t, one of them says. 

“We've studied the possibility of 
three grades carefully,” says another 
marketer. “We don’t think over 5% 
of the cars require a higher octane 
fuel than the going premium grades. 
It’s just not worth it to revamp your 
whole set-up back to the refinery for 
that small a market.” 

A marketer in the Midwest points 
out that regular and premium have 
recently been upped in octane in his 
area. Consensus there, he maintains, 
is that the new ratings are adequate to 
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How Many Grades of Gasoline? 


meet car demands for 1956. 

“The industry down here has just 
recently gotten away from a third 
grade,” says a Southwest marketer. 
“Back in the °30’s, the majors had to 
put in a third grade to fight all the tea- 
pot refineries in East Texas, which 
were turning out low-quality gasoline 
and selling it at low prices. Of course, 
this new move is to a higher quality 
product and higher prices. But that 
third grade has been dribbling away, 
and we just aren’t eager to start in 
again. We might have to if competi- 
tion does it, but we don’t relish the 
idea.” 

The public is a big question mart. 
And many marketers wonder if three 
grades or more won’t produce too 
much confusion on the motorist’s part. 
Paul Blazer, board chairman of Ash- 
land Oil Co., puts it this way: “If the 
public can be convinced it should be 
using a higher grade of gasoline, then 
oil companies are going to have to do 
something about providing it.” It in- 
volves “psychology of the masses,” 
Blazer says, the harder thing to figure. 

“Esso and Sun are probably look- 
ing down the road, we all have to,” 
adds another marketer. “But still, this 
super premium will run about 3¢ gal. 
over present premium. That’s 5¢ to 
5.5¢ over regular. A motorist is going 
to be damn sure he needs it before 
he'll pay that much difference in 
price.” 

To build its market for the new 
grade, Esso will spend about $10-mil- 
lion for advertising this year. Its ads 
will stress the availability of a fuel 
for every car, as Sun is doing in 
Florida. 

Esso officials expect “Golden Esso” 
will account for 10%-20% of their 
total volume. Current Esso premium 
makes up about 40% of total volume, 
slightly higher than the industry av- 
erage. 

Other Moves—Some marketers are 
almost sure to stick with an upgraded 
premium to compete with Esso’s 100- 
plus octane. Socony Mobil Oil Co., for 
example, last month announced a new 
regular grade, called Mobilgas R, plus 
an improved premium. Mobil dealers 
will use a new gasoline grade selector 
to help motorists determine which 
grade is necessary for various makes 
of cars, according to year made. 

It’s also possible that a few compa- 
nies will try four grades, although 
most don’t like the idea. This method 
would probably involve the use of 


blending pumps at the station. An 
Esso official says there would be fur- 
ther refinery savings with four grades, 
“but they are much more nominal.” 
Another major spokesman says, 
“Three grades should satisfy all the 
cars. 


Why Esso Moved 


You can get several reasons for 
Esso’s move. It depends pretty much 
on whom you talk to. 

Esso Says—It started last fall when 
the ’56 cars came out, registering an- 
other 0.5 climb in average engine com- 
pression ratios. Esso had figured on a 
slight drop in ’56. After some study, 
the company concluded its projections 
for the future were too conservative, 
by about four years. And that started 
things rolling. (See the Esso timetable 
on this page.) 

About 22% of the ’56 cars are not 
satisfied with this year’s premium 
levels (in the Atlantic and Gulf Coast 
areas), Esso claims. That adds up to 
about 5% of all cars on the road. Next 
year, the company says, current levels 
won't satisfy 40% of new cars. 

Since engine characteristics vary 
even among the same model of car, 
it’s almost impossible to specify the 
octane needs of a given car, except by 


performance. Esso says the spread in 
requirements between the average °56 
car and the average car on the road is 
five octane numbers. By 1961, Esso 
expects a spread of seven numbers. 

Detroit sources say that 98-99 oc- 
tane will take care of virtually 100% 
of the cars on the road. But they add 
that Esso’s move opens the door for 
the car makers to go forward with 
plans that have been held back by the 
lack of a 100-octane fuel. 

Latest DuPont and Ethyl octane 
surveys show that East Coast pre- 
miums today average about 97.1. For 
the rest of the country, the figures are: 
West Coast, 96.2; Gulf Coast, 96; 
Midwest, 95.4. 

Esso expects the upward turn in 
compression ratios to level off at 12:1 
between 1962 and 1965. After that, it 
says, the spread in octane needs will 
begin to contract. When that time 
comes, Esso thinks regular will prob- 
ably drop out and the third pump will 
handle a new fuel for the gas turbine 
or free-piston engines, or whatever 
Detroit then turns out in new models. 

Further research by Esso turned up 
the figures showing it would cost more 
money to stick with two grades than it 
would to convert to three. This will 
also benefit the customer, Esso thinks. 





September—1956 cars show another 
big increase in engine compres- 
sion ratios. Esso expected a de- 
cline. Company concludes projec- 
tions are too conservative. 

Early January—Gasoline subcom- 
mittee recommends to board of 
directors that octane quality of 
gasoline be stepped up at a faster 
rate than was planned. 

Late January—Because of large 
refinery investments involved, 
board of directors asks for review 
of problem, and possible alterna- 
tive methods. Marketing manage- 
ment asks for specific recom- 
mendations from its people. 

February 7—Third-grade route is 
recommended to marketing man- 
agement. 

February 14—Marketing  recom- 
mends third grade to board, and 
begins consumer research program 
to find a name for the product. 

(February 23—Sun announces plans 
for five-grade experiment in 
Florida.) 





Esso’s Third-Grade Timetable 


April 18—Board of directors adopts 
third grade proposal. 

April 23, 24—Key people from Esso 
divisions meet to hear the news, 
discuss price schedule, timing and 
initial markets. 

April 26—Final decision made. 

May 2—Announced to the public 
(Original plan called for June 20th 
announcement, but it was moved 
up when Esso heard reports that 
a competitor was planning to buy 
some gold paint.) 

May 5—Golden Esso Extra goes on 
sale at seven training stations in 
Six Cities. 


The Future 


June 20—Marketing of third grade 
to start in these six areas: Balti- 
more, Boston, Memphis, New Or- 
leans, New York, Washington. 

Mid-August—Third grade will be 
available to 75% of Esso’s cus- 
tomers. 

By 1957—90% of its distribution 
will be covered. 
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This training station in Eastchester, N. Y., was one of the first to offer “Golden Esso 
Extra.” Sales of the new gasoline made up 17% of the station’s volume on the first day. 


“It would be unfair to most motor- 
ists at this time to increase the octane 
and other qualities—and cost—of our 
present premium fuels,” says Esso 
President Stanley C. Hope. “If only 
two grades were marketed, many mo- 
torists would be caught in the middle. 
The “quality spread” between the two 
motor fuels would be far too wide. 

“God knows we don’t have all the 
brains, but as we see it, this is the best 
course,” says John A. Miller, Esso’s 
general manager of marketing. “We'll 
be making gasoline much more eco- 
nomically than they will if they don’t 
take the multi-grade course. Any com- 
pany that wants to make a profit ought 
to follow this.” 

Miller emphasizes that he hopes the 
industry will go to three grades, point- 
ing Out that Esso gave its competitors 
plenty of advance notice of its inten- 
tions. “But I wouldn’t want them to 
think we were trying to tell them what 
to do,” he adds. “Sure, we wanted to 
beat competition to the punch. But we 
didn’t want to catch them totally un- 
prepared. We thought it better to come 
out this far ahead—six, seven weeks—- 
and tell them what we’re going to do.” 

Competitors Say—‘Sun and Esso 
have fought for years,” is the comment 
of one major company man. “Sun 
goes down to Florida and pulls its 
stunt, then Esso comes along and says 
they'll be double-damned if they'll let 
’em get away with that. So now it 
looks like we are all faced with an- 
other costly marketing problem.” 

“T have no doubt Esso knows what 
it’s doing, but Pll bet anything they 
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won’t market three grades on a con- 
tinuing basis,” adds a West Coast mar- 
keter. “Esso had to do something to 
meet Sun’s competition and I think 
this is it. Now this puts Sun squarely 
behind the eight-ball. I think this will 
force them back to market two grades, 
and when they do, Esso will drop back 
to two grades.” 

Some of the other comments by 
major company Officials go like this: 

“They got hurried along a good 
deal . . . the market leader always 
feels it first in a squeeze. And they 
were being squeezed by Phillips mov- 
ing north on them, by Sun’s ads and 
Socony Mobil’s new gasoline.” 

“T think Esso’s figures that one out 
of five cars need higher octane are 
unrealistic. If they get that 20% of 
the new cars, they’re going to be in 
big trouble, octane-wise, because they 
can’t refine it . . . not that much of it. 
I think they realize that, putting up 
that 3¢ price barrier.” 

“Esso’s going to have to pay through 
the nose for taking the lead on this 
one. They’re trying to capture tomor- 
row’s market today.” 

“Last year somebody had ‘platinum,’ 
now Esso has ‘golden.’ I think it’s time 
to get back to good old lead.” 

Despite all this more than one top 
marketing man said frankly he’d like 
to be in Esso’s shoes. “We've got noth- 
ing but problems over here,” one said. 
Esso’s System vs. Sun’s 

There’s a general belief in the in- 
dustry that Esso’s three grades, 
blended at the refinery and dispensed 


from separate pumps, represent a bet- 
ter solution—if the multi-grade idea 
catches on. Sun’s system does have 
supporters, however. 

Many marketers feel that Sun will 
finally settle for two or three grades. 
But they’re quick to say that Sun’s 
move may well turn out to be good 
for Sun, whereas it wouldn’t be the 
right thing for a two-grade marketer. 
Many marketers feel Sun was forced 
to do something because “they saw a 
part of their market disappear with 
every new automobile change.” 

“They couldn’t just come out with 
two grades, after saying for years that 
one would do it,” says a major com- 
pany man. 

Esso says it’s system is cheaper and 
better for the industry as a whole. It 
costs less to blend separate gasolines 
at the refinery and use separate pumps, 
according to Esso, than to “spend a 
lot of money separating the concen- 
trate at the refinery and blending it at 
the station with expensive pumps.” It’s 
better, says Esso, because “we can 
design a whole gasoline,” while Sun is 
“essentially adding octane improve- 
ment alone.” 

Sun’s Comment—‘Esso has con- 
firmed our belief that something had 
to be done, and I applaud them for it,” 
says Sun’s marketing vice-president, 
Frank R. Markley. “If we can make 
the pump work, it will be more eco- 
nomical than three pumps and tanks 
at every station. We have more flexi- 
bility. If it develops we only need three 
grades, we can supply three.” 

“You know, we’ve always said this 
was an experiment on our part. We 
had no adverse experience in Orlando, 
so we decided to try a real test. We 
needed a broad-gaged experiment. I 
wouldn’t attempt to use any figures 
from those 17 Orlando stations. 

“I believe we'd still be using the 
blending pump, even if we were a 
two-grade marketer. Maybe they’re 
right, we'll see.” 

Markley expects it will be the end 
of July before all of Sun’s Florida 
stations can offer five grades. He says 
that Sun has no plans now to go be- 
yond Florida with the experiment. But 
it’s known that some stations in south- 
east Georgia will also get the blend- 
ing pumps. 

Ingenious, But—A Midwest com- 
pany Official says he thinks the Sun 
system of blending at the pump pre- 
sents too many problems for it to work 
satisfactorily, except under carefully 
supervised conditions. 

“Sun’s is ingenious, yes, also highly 
impractical considering the state of 
today’s service station,” adds an East- 
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ern marketer. “I think Sun has a good 
class of station managers, but they 
can’t be on hand all the time. Anyway 
the motorist just gets confused . . . it’s 
confusing enough with two, let alone 
three or five.” 

While most marketers don’t have 
the figures yet, a good many of them 
believed that Esso was right in saying 
that it’s cheaper to blend at the refin- 
ery than at the station. 

“There are so many variables, with 
each company calculating its refining 
costs a different way, that you can’t 
tell whether one is really cheaper” 
says one marketer. 

Both Expensive — The one thing 
marketers are sure of is that both sys- 
tems cost plenty of money. Sun's 
blending pump alone would run about 
$1,300 in mass production, according 
to estimates. Esso’s system would re- 
quire a lot of new pumps, under- 
ground storage tanks and bulk plant 
improvements. But even so, many 
majors have been increasing their stor- 
age capacity for the last several years. 
So it wouldn’t be necessary to add 
tankage at every station. It would also 
be possible to convert pumps at many 
stations to handle three grades, where- 
as Sun’s system requires an entirely 
new pump set-up. A lot of bulk plants 
are also equipped to handle more than 
two grades of motor fuel. 

Esso estimates it will need about 
6,000-8,000 new pumps for the 
changeover. The rest will be con- 
verted, or taken from inventory. The 
company has about 25,000 outlets, but 
not all of them will handle three 
grades. About 75-80% of its stations 
have three or four storage tanks. One- 
third of its bulk plants are equipped 
to handle three grades. 

Jobbers particularly are concerned 
about the costs of installing extra 
equipment for multi-grades. An Esso 
jobber estimates it will cost him about 
$1,500 for the pump, extra storage 
and labor involved in adding one 
“Golden Esso” pump. And jobbers 
with small tank trucks that have only 
two compartments face the added 
problem of how to haul the third 
product. Esso plans to offer financial 
aid to those jobbers who need it. This 
aid might come in loans, or increased 
margins on the third grade. 

(For more on the operations prob- 
lems of multi-grade, see page 157.) 

However you slice it, marketers 
face some big decisions in the days 
ahead. No one can say for sure what's 
coming. But Esso has its own ideas on 
the subject: “It wouldn’t surprise me 
to see the entire industry on three 
grades by 1958,” says General Man- 
ager Miller. " 


industry news —Fj 
Fair Trade Gets Test in Jersey 


Market leader's action brings price war to a halt, 


and competition plays along. Question: Can it last? 


_—— Was something different 
about the industry scene in May: 
the retail gasoline market in New Jer- 
sey looked almost stable. Marketers in 
the area, edgy about sagging public 
relations and the threat of regulatory 
lows, were praying that the situation 
would hold up. 

First sign of a cease-fire in the Jer- 
sey price war—going on seven years 
old—came in late April, when Esso 
Standard Oil Co. suddenly announced 
it had signed Fair Trade contracts 
stipulating dealer minimum resale 
prices of 19.9¢ gal. for regular and 
22.9¢) gal. for premium (ex 6¢ state 
and federal taxes). At the same time 
Esso raised tank wagon 1.4¢ gal. 

Esso‘s tank wagon hike was fol- 
lowed immediately by Shell Oil Co., 
The Texas Co., Sun Oil Co., Atlantic 
Refining Co., Gulf Oil Corp., and 
Cities Service Oil Co. But Shell Oil 
promptly announced it would not 
Fair-Trade, on the grounds that the 
action would place its dealers “at the 
mercy of price raids by their competi- 
tors . . . who sold at lower prices.” 

Ten days later, however, more 
companies began climbing on the Fair- 
Trade bandwagon. Cities Service, So- 
cony Mobil Oil Co., California Oil 
Co. all made announcements within a 
day of each other; in the following 
week, Texaco and Sinclair Refining 
Co. came aboard. 

Other price-maintenance plans were 
also thrown in gear. On the heels of 
the Esso action, Dwight T. Colley, 
marketing vice president at Atlantic, 
flipped the switch on his A-Plan (to 
suggest minimum retail prices), which 
had been limited to Pennsylvania and 
Delaware until then. Sun Oil, with 
80% of its Jersey outlets reportedly 
on a commission basis, raised price to 
within a cent of Esso. Shell’s company 
outlets rose to Fair-Trade levels. 

Box Score — Three weeks after 
Esso’s action, a survey showed 96% 
of major-brand dealers posting 19.9¢ 
gal. for regular. Almost all private- 
branders were up to 17.9¢. 

Out of New Jersey’s less than 9,000 
stations, an estimated 4,700 were sell- 
ing Fair-Traded gasoline by mid- 
month. At least 1,250 more were on 
other forms of price maintenance. 

By shares of market, the Fair 
Traders had about 56% (bolstered by 
Esso’s strong 30%-plus share); with 
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the other price-maintenance stations 
included, the figure was 79% (thanks 
mostly to the presence of Sun Oil, 
runner-up in the area with about 17% 
of the market). 

Majors: Hopeful—Around the in- 
dustry, marketing brass was optimistic 
about the improvement in New Jersey. 
Said one vice president, “I honestly 
think this can stand up, if everybody 
stays behind it. God, they’ve got to 
stay behind it.” 

Almost everyone agreed it was time 
somebody had taken a stand. “You 
can’t just turn the market over to the 
dealers and say ‘we'll protect you,’ ” 
said one man. “You have to expect 
chaos if you do that.” 

“Philosophically, we’re against fix- 
ing prices by any method,” said a 
non-Fair-Trader. Practically, however, 
he had already taken the commission 
route to raise his prices. 

How long could it hold up? In spite 
of general optimism, many marketers 
feared that high gasoline inventories 
would bring the market tumbling be- 
fore many months. Others were afraid 
that private branders would waste no 
time making hay. 

Independents: Co-operative — The 
private-branders themselves seemed 
agreeable. Said the president of one 
big cut-rate outfit, “I'd like to see this 
thing hold. No question it will end 
price wars if all companies stick to it 
We, as independents, certainly won’t 
do anything to tear it down.” 

Said another, “I believe, if all the 
other companies follow suit, that we 
are heading for peace in the oil indus- 
try in New Jersey.” 

Dealers: Gratified—The man who’s 
been on the hook in the Jersey price 
wars—the station operator—naturally 
felt good about the change. “This will 
break the back of the price wars. 
We're thrilled to death,” said Louis 
Bruno, president of a dealer group. 
Many individual dealers were enthusi- 
astic, too, about getting a chance to 
concentrate more on service. 

If Fair Trade works in Jersey, will 
it be tried elsewhere? Most companies 
aren’t planning on it, although it’s a 
legal process in most areas (except 
Texas, Missouri, Washington, D. C., 
Alaska). Remembering that earlier 
tries at Fair-Trading didn’t work in 
Jersey, marketers there see little to do 
now but cross their fingers and hope. 
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His subcommittee investigation ended, Sen. Hubert H. Humphrey (D., Minn.) tells how... 


A Senator Looks at Oil Marketing 


For the better part of a year, Senator Humphrey and his 
Senate small business subcommittee studied oil marketing. 
Here—in an exclusive NPN _ interview—the Gentleman 
from Minnesota tells what he learned: 


Q Senator, you made a case study of oil market- 
ing practices during your hearings into the New 
Jersey price war situation. What conclusions did 
you come to? 


A I think a study of the extensive testimony received 
during the public hearings on the New Jersey gasoline 
price war discloses that the rules of the game were fre- 
quently disregarded in the heat of combat or very open 
and sometimes vicious competition. I think this is in- 
evitable once a competitive pattern breaks down. 

Now, the problem of the industry is whether the major 
suppliers are going to permit themselves to be constantly 
guided by the worst practices of any one company. 

Very frankly, it seems to me that the industry has an 
obligation to put its house in order. When an industry 
hesitates or fails to do so, particularly when this dis- 
order is at the expense of good, substantial people, it is 
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likely to come under public regulation of some form. 

I do not say that I necessarily feel that it ought to be 
so regulated, but I know that you do not tolerate eco- 
nomic abuse too long when you have representative gov- 
ernment, either at the state level or the federal level. 


Q You mention rules of the game. Do you mean 
federal laws? 


A When I speak of the rules of the game, I am not only 
referring to antitrust laws and to state statutes or to city 
ordinances, but also to basic principles of fair play in 
business activity. I am one that happens to believe that a 
private enterprise system has to have built-in rules of 
fair play. 


Q Do you think that the various interpretations of 

the antitrust laws may have clouded the issues for 
some oil men? 

A Let me say this, that I presume any law is subject to 
interpretation. The antitrust laws have gone through a 
tremendous amount of court interpretation and admin- 
istrative interpretation and application. But I think busi- 
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hess pretty well understands what we mean by rules of 
fair play. Predatory price competition where you sell 
below cost is not a rule of fair play. Built-in gimmicks, 
such as rental concessions and tie-in sales, are not within 
the spirit of the rules of fair play. Some majors have 
retained their respective shares of the New Jersey market 
by making some of their dealers agents or employes, and 
thus, in effect, have pitted their vast power and resources 
against other dealers not so favored. A few dealers have 
tried to improve their position at the expense of fellow 
dealers, by predatory price-cutting. 

I fail to find any substance to the contention that the 
“rules of the game” are not fully understood by officials 
of the major oil companies. After all, these companies 
have available able lawyers fully competent to offer legal 
advice on antitrust and other problems. It may be the 
case that, sometimes, a company Official is more interested 
in how a particular marketing practice may be legally 
used than he is in whether it ought to be used. 


Q Has any of the trouble come from inconsistent 
or wavering actions by government agencies? 


A Here is where I think enforcement comes to bear very 
much. The Federal Trade Commission, I believe, has been 
‘rather ineffectual in policing the market practices in the 
oil industry. Whether this inaction was attributable to the 
antitrust enforcement policy of Mr. Edward Howry, the 
former chairman of the Federal Trade Commission, I do 
not know, but a new chairman heads the Commission 
now, and I do expect him to attack these anti-competitive 
practices in the oil industry with vigor and determination. 

Judge Gwynne indicated that he would do just that 
when he appeared before our subcommittee. In fact, I 
was very pleased with what he had to say and the spirit 
that he seemed to exhibit. 

Just put it this way. No law is any better than its en- 
forcement. Just because you have got a law on the books 
does not automatically mean that it will be vigorously 
enforced. There must be a will to enforce on the part of 
the antitrust agencies and a desire to cooperate on the 
part of industry. 

After listening to the testimony of the FTC spokesmen 
I believe that our subcommittee’s inquiry into the New 
Jersey price war would not have been necessary if the 
Commission had been properly construing the so-called 
“good faith defense” when the price war first broke out. 

Now, that “good faith defense” has a long administra- 
tive and legislative history to it. We had evidence during 
the hearings that it had been construed very loosely in the 
petroleum area until recent months. For example, letters 
were sent out by the Federal Trade Commission in the 
past that indicated a major supplier could favor some 
dealers with special prices to enable such dealers to meet 
their competition. At the hearing attended by the FTC 
officials, the Committee learned that this erroneous con- 
struction of “good faith” had been corrected. 


Q Would you say that the New Jersey price war, 
as you found it, was typical of the national situa- 
tion? 


A I would not say that competition there was representa- 
tive in terms of its proportion, but otherwise it is repre- 
scntative in the sense that this gasoline price-war situation 
does break out from time to time all over the country. 
There is always bound to be price competition, and we 
want it. My point was that I am not opposed to price 
competition. In fact, competition is the life of trade. But 
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competition at whose expense? Is this competition only 
at the expense of the retail outlet, or are the refiners and 
tke producers going to bear their full share of the burden? 

I think one other point that disturbed me is that the 
executives indicated that it was costing them a great deal 
to participate in the kind of situation that you had in 
New Jersey. Now, if they had to reduce their profits in 
New Jersey because of price competition, or even to run 
at a loss in New Jersey, they have got to pick it up some 
place else. And who pays the bill? Well, somebody in 
some other state. And I just do not think that is right. 


Q Most people seem to agree that the really basic 
cause of all of this is an over-supply of products 
from the refineries. So somebody has to get rid of 
it, and therefore your price war develops, and it 
depresses prices to sell more gasoline. How will 
you ever solve this basic problem? 


A That is a factor, but it is a factor often found in every 
kind of industry. There is an oversupply of automobiles 
at the present time. Now, a good manufacturer does not 
let himself become victimized by miscalculations of his 
production, because if he is a sensible and sound enter- 
priser, he is going to try to calculate his production needs 
pretty well on the basis of his consumption possibilities. 
And I think what the oil companies have done in this 
instance, as they explained to our subcommittee, is to try 
te justify price wars on the basis of not too effective pro- 
duction control. When I say “production control,” I mean 
production management on their part. 


Q Senator, at one point you asked major-company 
management to recommend solutions to the New 
Jersey problem. How do you evaluate their sug- 
gestions? 


A Let me just say in general something here about them, 
that the remedies proposed for ending the price war, were, 
I am sure, all honorably motivated. I did not find anybody 
who would testify, at least publicly, that he was happy 
about the price war. But I am afraid that none of their 
proposals could be said to represent a full solution to the 
basic problem involved in the price competition, or price 
war, in New Jersey. The word “competition” is an honor- 
able word. I do not like to use it in this context. 

As you will recall, every one of the plans proposed 
embodied some kind of resale price maintenance. The 
Ohio Plan, the consignment plan, and the suggested price 
system are all devices for maintaining the retail price of 
gasoline. All these systems in practice present formidable 
antitrust problems. 

Thus it would seem that adoption of any of the systems 
proposed would create about as many problems as it 
would resolve. 


Q A lot of oil companies say that the legal situa- 
tion is such that under the lessee-dealer system, 
they are going to run afoul of the law somehow. 


A Yes, I know. I appreciate the practical difficulties that 
the oil companies mentioned to us on this subject. If they 
sit down together to try to work these things out, they 
are apt to be accused of entering into a price-fixing con- 
spiracy. The law makes it rather difficult for them to 
police their own industry in that manner. 

For company Officials that are troubled by antitrust 
problems, I can suggest a study of the spirit of the anti- 
trust laws as well as the letter. Such knowledge may aid 
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in resisting the temptation to conduct one’s business in 
the border areas of the law where the probabilities of 
making a mistake are great. Without attempting to preach 
o; to give undue admonition, I might add that adherence 
to that well-established rule of fair play, the Golden Rule, 
can facilitate observance of the antitrust laws. 

Here again, I think the oil industry just has to make up 
its mind that it is big business, and it had better conduct 
itself in a glass house, because the American people are 
alerted to the problems relating to big business. 

Now, I am not against big business. I think you need 
big business to have mass production and mass consump- 
tion. But big business has got to be careful that it does 
not use its power to the injury of smaller competitors. 
That is why I think self-discipline in business is as impor- 
tant as imposed rules and regulations, probably even 
more so. 


Q Some suppliers are trying to improve conditions 
by substituting consignment for the typical lessee 
system. Do you feel this will bring fewer dealer 
complaints? 


A I am not prepared to make that judgment. I will be 
very frank with you. I do not want to tell the oil industry 
how it should run its business. They know all about that 
business. I am not an expert at it. All I suggest to them is 
that they, with all the genius and brain power at their 
command, and managerial ability, try to settle the situa- 
tion with dispatch. The consignment plan raises many 
antitrust problems such as price-fixing and monopoly. 


Q Do you think a monopoly situation could exist 
in a state like New Jersey? 


A Now, when you come to monopoly, I think it can be 
defined reasonably well insofar as the business community 
is concerned and the layman is concerned. It is the power 
to control prices so as to exclude competition. 

Frankly, I do not know whether any single marketer 
doing business in New Jersey possesses such power. I do 
not think we really determined that. The possibility that 
any company does have monopolistic power would seem 
to be rebutted by the fact that the California Oil Co. 
entered the market and captured a very significant share 
of that market back in the late forties. I think it entered 
New Jersey in 1946. 

On the other hand, I do recall testimony of the New 
Jersey marketers, who explained that the war could be 
ended by the adoption of the Ohio Plan, a system which 
enables one or more of the major companies to control 
retail prices of gasoline by means of a few company- 
operated stations in key competitive areas. 

I would suggest that a conclusive answer as to whether 
any or all of the New Jersey suppliers possess monopoly 
power must await the judgment of a court. 


Q Divorcement is often mentioned as a corrective 
measure for marketing problems. How about that? 


A Well, not trying to duck that question, but just posing 
it now for a moment of discussion; as you will recall, 
whether or not divorcement of marketing from other 
major branches of the oil industry represents the best 
possible solution to the seemingly endless conflict between 
the major oil companies and the gasoline retailers was 
not a primary issue in the investigation of the New Jersey 
gasoline price war. While the subject was frequently 
raised during the public hearings held by the subcom- 
mittee, there was no opportunity to explore its merits fully 
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in a thorough manner. My judgment on the necessity for 
effecting a divorcement between the various branches of 
the industry will have to be reserved pending completion 
of the proposed Federal Trade Commission investigation 
of oil marketing practices and policies. 

I might say that voluntary divorcement is something 
that the industry itself could look into on a sort of self- 
examination basis. I just want to say, in the most friendly 
spirit, I think that the industry ought to recognize that the 
competitive practices which have existed in the New 
Jersey marketing area are just not wholesome. The price 
war is to their disadvantage in the long run, because the 
pattern can spread all over the country. When it does, who 
is going to be really hurt? Not just the retailer, but the big 
companies themselves. 


Q Do you think there is any solution in either 
Government price control or something like Fair 


Trade? 


A I am not for Federal price control in the oil industry. 


Q Fair Trade seems to be clearing up a lot of the 
New Jersey price trouble. Do you see it as a gen- 
eral price-war curb? 


A Well, I will make this comment on it. Fair trade as a 
means of stabilizing prices of branded commodities, of 
nationally advertised, branded commodities, has worked 
well in some competitive industries or outlets, such as the 
drug store business, jewelry, hardware, and small appli- 
ance fields. It could also promote the public interest in the 
marketing of gasoline. I think there is a definite possibility 
of that, although I am not prepared to say that it would 
work throughout the industry. Fair Trade is essentially 
designed to protect the manufacturer’s reputation and 
good will of his branded or trade-marked commodities. 

Now, I have always justified my stand in behalf of Fair 
Trade on the basis that in the long run, and in not too long 
a time, either, price-cutting actually injures the consumer. 
You can dry up so many areas of competition that in due 
time, some One group, a manufacturer or processor or 
distributor, is actually able to be boss, the kingpin in that 
area, and make you pay whatever he wishes, because there 
is no competition there. 

I think competition depends on a number of outlets and 
it entails a wide variety of choices on the part of the con- 
sumer. So price wars that result in loss leaders, selling 
below cost, or cheapening of quality of product, reducing 
quality of service, are bound, in the long run, to work to 
the detriment of the consumer. 


Q On the basis of your New Jersey observations, 
Senator, What strikes you as marketing's biggest 
source of trouble? 


A I consider the chief weakness to be the marked dis- 
parity which exists between the major suppliers and their 
customers, the dealers and jobbers. There seems to be no 
balance of bargaining power between the two groups. The 
purchaser must take what the seller has to offer on the 
seller’s terms or go without. Since the sellers offer a 
homogeneous product at uniform prices, the only choice 
offered the purchasers seems to be how many letters he 
wants to have in the brand name of his gasoline. Of 
course, in the case of the lessee dealer, even that choice 
is not presented. He may buy only the gasoline of his 
landlord unless he is indifferent to renewal of his lease. 


Q Can you tell us anything about recommenda- 
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tions you expect to make to the Senate? 


A I would not want to go into too much detail on that. 
I can give you general comments rather than specifics. 

The recommendations to be set forth in the formal 
report on the New Jersey gasoline price war will have in 
common a purpose to raise the nation’s gasoline retailers 
to the rank of truly small businessmen, which I think they 
justly deserve. In fact, they are about as representative a 
group of small businessmen as you can find. 

To this end there will be a recommendation along the 
general lines that the major oil companies allow their 
lessee-dealers to handle whatever brand. of petroleum 
products, including gasoline, such lessee may prefer. The 
fact that a major oil company happens to be the owner 
of a service station cannot justify its insistence that the 
lessee-dealers handle only the products which it supplies. 
They will have to recognize that landlords’ prerogatives 
differ from manufacturers’ or producers’. 

Only when all dealers, whether owner-operators or 
Icssee-operators, have freedom of choice in the purchase 
ot products to handle in their stations, will they enjoy the 
status of truly independent small businessmen. 

Now, another general recommendation—and these are 
all subject to some detailed modifications—will be di- 
rected to providing full opportunity for service station 
operators to obtain government financial assistance to 
purchase their stations. Now, we have a Small Business 
Administration, and the authority under the SBA is suffi- 
ciently inclusive to be of help to these operators. In my 
opinion the SBA is empowered to make loans so that 


Gentleman from Minnesota 


SENATOR Hubert H. Humphrey has 
come a long way since 1949, when he 
breezed into Washington as a fresh- 
man senator who talked instantly and 
at length about almost anything. To- 
day, a highly respected Democrat and 
a key man in the party’s Senate liberal 
bloc, Humphrey is a potential national 
figure of the first rank. 

Two incidents show just how far 
Humphrey has had to climb. (1) As a 
Minnesota delegate to the 1948 na- 
tional convention, he hammered out a 
tough civil rights plank for the plat- 
form, made a fighting speech that 
caused Alabama and Mississippi dele- 
gates to bolt. (2) Coming to the Senate, 
Humphrey wasted no time in getting another strike called 
against him, by attacking a pet committee of powerful Vir- 
ginia Senator Harry F. Byrd. Byrd and other Senate elders 
replied with a three-hour, round-robin denunciation of the 
upstart freshman, while Humphrey vainly tried to get the 
floor for self-defense. Byrd scored Humphrey as a publicity 
seeker, noting acidly that Humphrey was no “shrinking 
violet.” When Humphrey finally got the floor, the Byrd 
coalition paraded out. Humphrey bellowed, “The shrinking 
violet has not been clipped,” but finished his speech to an 
almost empty chamber. 

Since then, the passage of time and lessons of moderation 
have worked for Humphrey. One way or another, he will 
be an important person in this year’s convention. He hopes 
it will be as keynoter; as his party’s best orator, he has 
considerable support. Some observers peg him as a possible 
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increasing his 


general —Fj 


these small businessmen can purchase their premises and 
conduct their business in a truly independent manner. 

Another recommendation will deal with more aggres- 
sive antitrust enforcement policies, and I want to empha- 
size that. I repeat that if the Federal Trade Commission 
and the Justice Department would really put their time 
and attention upon these practices which have been 
brought out in our hearings, a lot of them could be cor- 
rected just simply by an indication of interest on the part 
ot the antitrust agencies. Not only an interest, but a 
determination to proceed as aggressively as warranted in 
cases sufficiently well-documented to permit effective 
enforcement or prosecution. 


Q Do you think you can get a Congressional ap- 
propriation for an FTC investigation? 


A I would hesitate to be a prophet on that. I do feel that 
if the Federal Trade Commission will support our request 
vigorously, we will have a pretty good chance to get it. 


Q How long should such a study take? 


A According to the terms of our resolution, the final re- 
port of the FTC would be submitted to Congress not later 
than eighteen months after the effective date of the resolu- 
tion. The Commission would also submit interim reports 
to the Congress every six months. But even if it took 
longer than eighteen months, you can always get an ex- 
tension. I think it is not nearly as important to try to pin- 
point the length of time as it is that we get a start. hal 


vice presidential candidate, and if 
the nomination should fall to him, 
Humphrey would take it. However, he 
is plugging for Stevenson, and realizes 
that two Midwesterners would be un- 
likely running mates. 

Barely 45, Humphrey is a demon 
worker, and his staff of 15 has a repu- 
tation as The Hill’s hardest-working. 
His youth and oratory put him in great 
demand, and his energy is enormous. 
He also has wit: during a tax-cut argu- 
ment, he decried public confusion be- 
tween himself and Treasury Secretary 
Humphrey, “He’s trickle-down George; 
I'm percolate-up Hubert.” 

When he pleads the cause of small 
business—which he does incessantly— 
Humphrey pleads it from experience. 
His father was an independent drug- 
gist, and Humphrey himself is a licensed pharmacist. 

After college, where he was elected to Phi Beta Kappa, 
he taught political science for a time, decided to practice 
his preachings by running for mayor of Minneapolis. He 
lost, but made it on his second try and served two terms. 

Humphrey and his wife, Muriel, live with their four 
children in a four-bedroom green shingle home in the 
fashionable Chevy Chase section of Washington. He drives 
to work early in his new tan Cadillac, and stays late 
sometimes until midnight. He regularly works on Saturdays. 

What’s the philosophical springboard for his views of 
oil marketing? In an article published last year, Humphrey 
wrote; “Liberalism today stands generally committed to the 
qualified use of state power to achieve the values of free- 
dom and human dignity. . . . Concentration of power, 
in private or public hands, is the enemy of freedom.” 


influence steadily 
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Pulling out all promotional stops, and keeping the pressure on, is the way... 


An Independent Refiner Builds a Brand 


Faced with the prospect of surrendering its business 
with major-company buyers, American Liberty Oil Co. 


had to move quickly. So the ‘Amlico’ brand was born 


I NDEPENDENT REFINERS in the South- 

west, unless they are strategically 
located, are having to look more and 
more toward jobbers, less toward ma- 
jor companies, as they seek buyers for 
their gasoline production. 

This situation is causing some tur- 
moil on the Southwest marketing 
scene. For unbranded jobbers, the in- 
dependents’ hunt for buyers is a bless- 
ing. The more gasoline available to 
them, the more shopping they can do. 
But for those selling major brands, the 
picture is not so bright. The more 
shopping their unbranded competitors 
can do, the more price competition at 
the retail and commercial account 
level. 

As for the independent refiners, the 
problem of selling their oil products 
production is one that has been grow- 
ing increasingly severe since the end 
of World War II. For some, the prob- 
lem has reached the critical stage in 
the past year or so. They have either 
had to decide to go the jobber route, 
or face the prospect of closing up 
shop. 


The Texas Scene 

The dilemma is particularly acute 
in inland Texas, where a relatively 
large number of small independent 
refiners are located. Even on the Gulf 
Coast some of the smaller companies 
have experienced trouble in peddling 
their production. The Texas Gas 
Corp., for instance, which used to sell 
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to buyers up the Mississippi River 
from its Winnie, Tex., plant, now sells 
most of its output to unbranded job- 
bers along the coast. A survey of the 
independent companies in East and 
North Texas shows only a few still 
depend to a large extent on major 
company buyers. Most sell anywhere 
from 50%-and-up of their production 
to unbranded jobbers. 

Two of the biggest reasons for the 
ebb in major-company business: (1) 
the majors have improved their supply 
problems by laying pipelines and ar- 
ranging for swap-outs with other ma- 
jors; (2) some of the independents 
haven’t been able to keep up in the 
gasoline quality race. A few indepen- 
dents still have good working agree- 
ments with majors. But generally they 
are located in areas where majors find 
the transportation costs prohibitive if 
they try to get their own product into 
the area. 

Different Tack—American Liberty 
Oil Co., a Dallas independent, was 
faced with a buyer problem in 1954. 
The company had to find something 
to do with the gasoline output from its 
17,500-b/d Mt. Pleasant, Tex., refin- 
ery. But instead of trying to compete 
with others for the unbranded jobber 
business, American Liberty made the 
decision to build up its own brand. 


Enter a Brand 


Now, after two years of work, 
American Liberty proudly promotes 


the slogan, “the fastest growing brand 
of gasoline in the Southwest,” in sec- 
tions of Texas, Arkansas, Oklahoma 
and Louisiana where it markets. 

American Liberty is not the only 
independent refinery flying its own 
flag in the Southwest. Others, like 
Cosden, Premier, Bell, and indepen- 
dents in New Mexico and Oklahoma, 
have been doing so for years. But 
American Liberty’s “Amlico” brand 
is the newest one on the scene. 

Until two years ago, American Lib- 
erty sold 80% of its gasoline produc- 
tion to major oil companies. The other 
20% went to unbranded jobbers. In 
order to keep the major account busi- 
ness as long as it did, the company 
spent considerable money after the 
end of World War II modernizing its 
facilities. But still the major business 
kept dwindling away. 

Clincher—In 1954 conditions 
reached the critical stage. The com- 
pany’s manager of light oil sales, Tom 
Cook, says the company had been con- 
sidering the jobber field up to this time 
—but not too seriously. In that year, 
however, a new catalytic cracking unit 
was brought on stream. Just as the 
expensive unit went into operation, 
one of American Liberty’s four big 
major accounts was lost. 

“We had been thinking of the job- 
ber field in a limited way when that 
happened,” Cook recalls. “That shoved 
us over the brink. We decided to go 
in all the way, sink or swim.” 

Selling to unbranded jobbers is one 
thing. Trying to build up a brand 
name is another. American Liberty 
officials knew that adding a marketing 
arm would cost big money, but they 
decided to gamble on a payoff over 
the long run. 


NATIONAL PETROLEUM NEWS ° June, 1956 





The obstacles were sizable. The 
company had to find a brand name, 
get it before the public, and get job- 
bers interested in handling it. 

What’s in a Name?—American Lib- 
erty hit on the idea of an employe 
contest to pick a brand name and em- 
blem. Even this had its hitches; the 
first-choice winner turned out to be 
difficult to identify in emblem form, 
and it was dropped. The company 
finally settled on “Amlico” in a cir- 
cular design that was recognizable 
from a respectable distance. 

Jobber-Hunting—Selling jobbers on 
selling Amlico figured to be a tougher 
task. It was the key to the project; 
without good jobbers who could pro- 
mote its brand, the company’s plans 
would be doomed. Yet in spite of the 
fact that American Liberty offered 
an unknown brand, the recruiting 
process moved along at a surprising 
clip. Starting with a half dozen un- 
branded jobbers who had _ traded 
100% with American Liberty before 
the marketing move, the company had 
21 jobbers and 98 branded stations in 
a year. Today there are 52 jobbers and 
360-odd stations (most of the stations 
were brought in by jobbers—the com- 
pany has built only a dozen so far). 
Of the present group of jobbers, 8 
had been handling major brands, 29 
were unbranded, 6 had handled in- 
dependent refinery brands, and 9 were 
new to the business. 


Amlico’s Strong Cards 


The quick jobber response to Amer- 
ican Liberty’s solicitation was no fluke. 
The company held three potent cards 
in its hand: price, financial help, and 
a walloping, bigger-than-Texas pro- 
motional program. For many jobbers, 
that was enough to offset the disad- 
vantage of the unfamiliar brand. 

Long before it started selling, Amer- 
ican Liberty realized it couldn’t get 
retail buyers to pay major-company 
prices for its gasoline. So the jobber 
was—and is—sold cheap enough so 
that his stations can post retail prices 
within about 2¢ of major brand prices. 

Outside of prices, the jobbers found 
the company was ready to help them 
with loans on equipment, building new 
outlets, painting and rehabilitating 
old ones, and other fringe benefits. 

Promotional Punch—The company 
pulled out all the stops to advertise its 
brand. All mass media were used dur- 
ing the first two years, including one 
of the costliest—television. Station 
openings were elaborate, imaginative 
affairs (a baby kangaroo was on hand 
at most stations to stress the “pep” 
of Amlico). Clowns and plenty of 
free gifts were always involved. 


Even Bob Hope got into the act at 
Dallas. Hope was in the city for an- 
other reason: resourceful Amlico men 
got him out to a station opening by 
making a donation to an organization 
he is interested in. And by getting him 
to the station, the company got free 
advertising on all three Dallas TV 
stations that night, when Hope’s ap- 
pearance at the station was telecast. 

In its advertising program, the com- 
pany started out in the beginning to 
build up public recognition of its 
brand name and to pitch the adver- 
tising message to the jobber. Now, 
with enough jobbers on hand, the 
pitch is to the public. 

Over the two-year period, television 
was used most extensively in four 
cities in Amlico territory—Texarkana, 
Tyler, Dallas and Shreveport. During 
the fall, the company sponsored pro- 
grams ranging from professional foot- 
ball to dramatic shows. Spot announce- 
ments were also used. This year tele- 
vision and billboards will again adver- 
tise Amlico, but the program will 
probably be decelerated somewhat. 

American Liberty has its own credit 
cards, and these have been pushed 
in a jobber’s area when the company 
takes him on. Usually, the company 
accepts the list of credit card holders 
the jobber has from his previous sup- 
plier. In addition, the company gets 
lists of good credit risks from cham- 
bers of commerce, banks, and retail 
credit associations, and sends out 
cards. 

Selling Help—Jobber and dealer 
meetings are held at periodic intervals. 
American Liberty sales personnel 
stress the value of neatness in stations; 
they also play up the service angle. 

Manager Cook says now that he 
and his sales staff, with most of their 
experience in selling to other com- 
panies, knew very little about selling 
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jobbers or merchandising at the retail 
level. But they realized that to put 
their brand over, they had to have neat 
stations, good service and good quality. 
The company thought it could either 
supply, or help supply, all three of 
these things. 

A standard uniform for station at- 
tendants and dealers was adopted, the 
company helped finance painting of 
stations, and it provided personnel who 
were experts in service to help jobbers 
teach their dealers and other station 
help. 

Quality-Conscious—As for quality, 
the company stays with most others 
on research octane numbers and goes 
ahead of some on “performance” oc- 
tanes, Cook says. “The average gaso- 
line seems to drop about 4.5 numbers 
in octane on the average in this part of 
the country out on the road. Our gaso- 
line drops only 1 to 1.5 numbers. This 
gives us a good selling point. 

“We don’t know the reason for this 
small drop. Maybe it is the crude we 
use, Or maybe a combination of re- 
fining processes plus the crude. You 
can be sure of one thing, though. We 
aren’t going to change a thing at our 
refinery as long as we enjoy this con- 
dition.” 

Cook adds that he and other Amer- 
ican Liberty people know they have 
to stay up with the majors on quality. 

“We tell our jobbers we are giving 
them a product second to none in 
quality, and we tell the public that is 
what they are getting. We know we 
have to provide quality above all else, 
and then service and neatness to get 
people in our stations to buy that 
quality. We also are aware that for the 
time being, until we are better recog- 
nized and firmly established, we can’t 
hope to compete against major brands 
of gasoline at the same price level.” 

Cook says, however, that the com- 








New Anmlico stations are neatly built, Special touches: window jalousies, landscaping 
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D OF GASOLINE IN THE SOUTHWEST 


LIGHT OILS SALES MANAGER COOK 
His job: Keep Amlico growing (see page 214) 


pany’s ultimate aim is to get its retail 
price structure On a level with major 
brands. The company can’t, of course, 
tell its jobbers or the jobbers’ dealers 
what prices to post. But providing the 
company becomes better established, 
it hopes to see gasoline selling under 
the Amlico flag at the same price as 
that of major brands. 

American Liberty has a good repu- 
tation as an independent in its area. 
Most majors seem to feel that 2¢ is 
the “normal differential” between their 
dealer postings and that of the inde- 
pendents. Get over 2¢ and price war 
troubles often result. 


‘Some Voids to Fill’ 


What’s on the docket for Amlico 
now? Plenty of building, probably not 
much expansion of its present territory 
(roughly bounded by Ft. Worth, Waco 
and Temple, Tex., on the South, 
Shreveport, La., and Texarkana, Ark., 
on the East, and the Oklahoma and 
the Texas border along the Red River 
in the North). 

“We have some voids to fill in,” 
says Cook. “Right now, we have no 
plans to extend our territory. Maybe 
later on, after we are sufficiently cov- 
ered, we may.” ; 

But Cook makes no secret of the 
fact that within its area, American 
Liberty intends to add a few more 
jobbers, and as many stations as the 
company and its jobbers can afford. 
And the company will probably do 
more of its own construction than it 
has up to now. Says Cook, “We have 
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found that if we are to get the type of 
station we want—a complete, eye- 
catching station—we’ll have to do a 
lot of building ourselves, or back up 
our jobbers who want to build. That’s 
our immediate goal now. We don’t 
know how many we or our jobbers 
will build in the near future, but prob- 
ably quite a few. We want a more 
modern-type station throughout our 
territory, if possible.” 

Name Game—Before it goes much 
further, American Liberty will have 
to make sure of its brand name. In 
late April, L. Sonneborn Sons, the lube 
and grease compounders, charged the 
company with trademark infringement 
and unfair competition, asking that 
American Liberty be enjoined from 
using Amlico. Cook sees no real simi- 
larity between Amlico and Sonne- 
born’s Amalie. He’s hoping for the 
best when it comes to court. 


How Amilico Fits In 


American Liberty was formed in 
1930, as a production company, and 
there have been various mergers since. 
But it has kept the name, American 
Liberty Oil Co., through all these 
mergers. 

Its original owners were Dudley 
Golding and Clint Murchison. Toddie 
Lee Wynne bought out Golding in 
1933, and in 1949 he and his family 
acquired complete ownership. 

The company’s Mt. Pleasant, Tex., 
refinery was built in 1937 in the Talco 
oil field of East Texas. American Lib- 
erty purchased the plant, built by four 


partners, in 1940. The company has 
been a production, refining and mar- 
keting company ever since. 

It has considerable oil production 
in several states, plus its own gather- 
ing system in East Texas fields. The 
17,500 b/d plant produces a large 
amount of asphalt, which is marketed 
direct under a separate sales staff. It 
has no lubricating oil production, and 
Cook and his light oil field sales staff 
of 10 do not promote any particular 
TBA brand. So, in effect, the only 
thing a jobber takes on when he signs 
with American Liberty is gasoline. 

Broadening—Sporting the colors of 
light green, white and dark green trim, 
Amlico is giving serious consideration 
to having some other company blend 
and can a motor oil for it. The oil 
would be under the Amlico brand. 
“Our trouble here so far,” says Cook. 
“has been in getting a good quality 
oil. We want top quality to go along 
with our gasoline.” 

As for TBA, he isn’t concerned 
about it: “Our jobbers now are in a 
position of choosing whatever brand 
of TBA they want to sell. Most of 
them like this system. As far as we are 
concerned, we are in the gasoline busi- 
ness and that’s enough. If the jobbers 
were to say they needed our help on 
TBA, then we would take a look at it.” 

Not Interested—While American 
Liberty has had good success in start- 
ing its own brand (the company now 
sells almost 100% of its production 
under the Amlico name), other inde- 
pendents not already marketing under 
their own flag say they have no inten- 
tion of starting to do so. Most of them 
are content to try for some major 
business, and depend on unbranded 
jobbers for the rest. 

Regardless of what route the in- 
dependent refiner in the Southwest 
takes, when he loses his major com- 
pany business, the major company 
brand jobber feels the effects. If the 
independent refiner follows American 
Liberty’s route, and has that com- 
pany’s ideas about prices, he doesn’t 
get too much price competition, but 
he does find somebody else advertising 
agressively for some of his business. 
On the other hand, if the independent 
goes out for the unbranded jobber bus- 
iness, that means one more source of 
supply for him. The unbranded jobber 
in Texas, as a rule, still shops first for 
price, second for quality. Enough 
sources of supply and he can pretty 
well name his price. That fact is re- 
flected on down to the pumps. So, 
from the unbranded jobber, the major 
brand distributor gets price competi- 
tion. ‘i 
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What to Remember About ‘Detroit Case’ 


Though it seems to be out of the way now, 


it's a legal issue that suppliers and jobbers 
can learn from. Here are the reasons ... 


THE ONLY OIL COMPANY directly 
involved was Standard Oil Co. (In- 
diana), but the issue carried deep im- 
plications for the marketing segment. 
After 15 years of litigation and two 
adverse rulings, Indiana Standard 
finally won its point. Last month the 
Seventh U.S. Circuit Court of Ap- 
peals threw out an order of the Federal 
Trade Commission prohibiting Stand- 
ard from selling gasoline to Detroit 
jobbers at a lower price than it sells to 
Detroit retail dealers. 

Pertinent aspects of the Detroit Case 
are outlined here: 

e What's new in the case? 

The latest legal action, described 
briefly above, may wind up the matter. 
FTC, which brought the charges 
against Standard, has until early Au- 
gust to appeal the latest decision. Best 
guessing in Washington is that FTC 
will drop the thing because its legal 
talking points have been blunted. 

e What does this mean to mar- 
keters? 

Unless FTC successfully revives its 
case, the recent action removes what 
many Oilmen regarded as a two-way 
threat: one was the possibility of con- 
trolled competition, and the other a 
restrictive concept of the jobber’s func- 
tion. 

e How did this all come about? 

The case goes back to the 1930s. 
Standard sold to 358 Detroit retail 
service stations at a tank wagon price. 
It also sold to four jobbers at a tank 
car price, 1.5¢ per gal. under the tank 
wagon price. The broad question has 
been whether it was lawful for Stand- 
ard to sell to its jobbers in tank car 
quantities at tank car prices. (There 
was no charge of cutting the prevail- 
ing price to jobbers.) 

Standard was charged with making 
an illegal price discrimination between 
its service station and jobber custo- 
mers. All four jobbers had retail out- 
lets of their own, and two of them 
often retailed below the prevailing re- 
tail prices. FTC claimed other retail 
dealers, who didn’t have the same price 
break as the jobbers, were damaged. It 
charged Standard with price discrim- 
ination in violation of the Robinson- 
Patman Act. That act makes no pro- 
vision for any functional difference 
between jobbers and retailers. Every 


seller is required to sell the same 
article to every customer at the same 
price unless there is no effect on com- 
petition. One exception to the law is 
this: A lower price to one buyer is 
lawful if the lower price was made 
in good faith to meet competition. 

Standard argued that it had to give 
its jobber customers tank car rates 
to meet the competition of other sup- 
pliers, bidding for those accounts. This 
it did in good faith, said Standard. 

FTC said that was not relevant. The 
effect of the two-price situation was to 
injure competition, said FTC, claiming 
that some stations lost business to out- 
lets owned by Standard jobbers, par- 
ticularly to one who sold entirely 
through his own stations (Ned’s Auto 
Supply Co.) at cut rates. The intent 
of the Robinson-Patman Act was to 
prevent that, said FTC. Further, FTC 
held that Standard’s classification of 
the four customers as “jobbers” was 
arbitrary because it made “no require- 
ment that said jobbers should sell only 
at wholesale.” 

e What actually happened? 

In 1946, six years after filing its 
charges, FTC issued its final findings 
and an order that required Standard 
to charge jobbers the full tank wagon 
price on gasoline sold through jobbers’ 
own stations, and to make sure that 
jobbers maintained Standard’s tank 
wagon prices in their sales to dealers. 
The order was upheld by the Seventh 
Circuit Court of Appeals in 1949. 

In 1951, the U. S. Supreme Court 
reversed both the lower court and the 
FTC in a 5-3 decision. It upheld the 
principle of “good faith” as a defense 
and sent the case back to FTC to de- 
termine whether Standard acted in 
good faith. 

Said the high court: “Congress did 
not seek by the Robinson-Patman Act 
either to abolish competition or so 
radically to curtail it that a seller 
would have no substantial right of self 
defense against a price raid by a com- 
petitor.” 

But then FTC shifted its approach. 
In 1953 it issued another order telling 
Standard it must quit giving the job- 
bers a lower price than the dealers. It 
charged Standard with maintaining a 
pricing system causing injury to com- 
petition. 
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Again Standard appealed the order, 
and the case was argued early this year 
in Chicago. 

e What are the highlights of the 
latest opinion? 

The issue was whether FTC cor- 
rectly concluded that Standard failed 
to establish that its lower price was 
made in “good faith.” The circuit court 
ruled that FTC did not, thus killing the 
FTC order. 

The opinion observes: “We think it 
pertinent that [Standard’s] good faith 
has been either recognized or assumed 
at all levels during the course of this 
protracted proceeding . . . There is 
good reason to think that the [FTC] 

. acquiesced in [Standard’s] conten- 
tion that the sales in controversy were 
made in good faith... 

“The sole contention of [FTC] 
which has any semblance of merit, in 
fact the only contention which it is 
entitled to make in view of the Su- 
preme Court decision, is that [Stand- 
ard] adhered to a pricing system in 
reducing its prices to the four jobbers 
and that as a result the ‘good faith’ 
defense cannot prevail. We suspect. . . 
that this contention was an after- 
thought... 

“(FTC] after finding that [Standard] 
had a ‘method’ of pricing, proceeds in 
its brief to a ‘policy’ and from that to 
a ‘system’... The bargaining and 
haggling which took place between 
[Standard] and the four involved 
‘wholesalers’ prior to a reduction in 
prices to them is hardly consistent with 
[FTC’s] theory that prices were re- 
duced pursuant to a system... 

“[FTC] appears to discern some- 
thing sinister in the fact that a re- 
seller might obtain the tank car price 
only if it maintained a bulk plant with 
facilities for accepting delivery of 
gasoline in tank car quantities; had a 
business in excess of 1,000,000 gal. 
of gasoline annually; had distribution 
equipment and adequate credit stand- 
ing... 

“We think that a seller must be per- 
mitted in the exercise of sound judg- 
ment to determine when and under 
what circumstances it will reduce its 
price in order to meet that of a com- 
petitor, and a right to require that a 
purchaser be possessed of the facilities 
for storing, handling and distributing 
the product. The law did not require 
[Standard] to reduce prices in any in- 
stance, it only authorized it to do so 
under the limitation imposed. [Stand- 
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A camel, one of the ancient workers of the desert, observes 
an oil well—a new desert laborer. Scenes like this one... 
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- ++ are common in the great oil countries of the Middle East, 
{in red on this map of the area) close to the Soviet Union 


104 


Why Mideast Oil 


e Political tensions there spotlight 
Russia's serious threat to our uneasy 
control of the area’s priceless oil 


e Over 75% of free world’s reserves 
lie there—seven times U. S. total 


e There's no place else for our allies 
to get the oil their lives depend on... 


R USSIAN CONTROL of the fabulous oil fields of the Mid- 
east would be a tremendous victory for the com- 
munist world. And Russia is working hard to get that 
control. 


Where the Big Oil Lies 


Nature has not been democratic in parceling out oil re- 
sources, even in the Middle East. The really big oil lies in 
a surprisingly small area around the rim of the Persian Gulf, 
chiefly in four parched, economically backward countries: 
Saudi Arabia, Kuwait, Iraq and Iran (see map). 

So far there is no evidence of any really whopping oil 
pools in better-known, better-developed nations like Egypt, 
Israel, Syria and Turkey. Giant pipelines cross Jordan, 
Syria and Lebanon to the Mediterranean ports, however, 
and tankers carry large amounts of oil through Egypt’s 
Suez canal. These countries, important for oil transport, 
are the ones where Arab national aspirations produce the 
highest political tensions. 

The Persian Gulf itself is an unbelievable place. Its oil 
pools are not measured in millions of barrels (as they are 
in the United States and the rest of the world), but in tens 
of billions. 

For example, startled American geologists in the deserts 
of Saudi Arabia recently uncovered a single oil field, called 
G'iawar, that stretches for 140 miles— the entire length 
of the state of New Jersey. 

East Texas is by far the biggest oil field ever found in 
America, at nearly 6-billion bbl. Yet that field could almost 
fit between two wells in Ghawar. Ghawar, probably con- 
tains as much oil as the present proved reserves of the en- 
tire North American continent, and it’s only the latest of 
several giants in Saudi Arabia. 

Next door to Saudi Arabia is Kuwait. A barren country 
with little but oil and sand, this sheikhdom is about the size 
of Connecticut, with a total population less than that of 
Tulsa. A joint British-American company first started to 
look for oil there in 1936. After one dry hole, they hit the 
Burghan field—800 vertical feet of net oil sands now rated 
as holding more oil than the entire proved reserves of the 
United States. 

There’s so much oil in Kuwait, it was 19 years before 
they hit another dry hole there. A huge new strike 50 miles 
north of Burghan shows 1,500 ft of net oil sands. 

This is only half the story. Vast oil fields also lie in neigh- 
boring Iraq, the Babylon of Biblical times and the land of 
the fabled Bagdad of the Arabian Nights. Just as large are 
the oil pools of Iran, the only non-Arab nation bordering 
the Persian Gulf, seat of the ancient Persian empires of 
Cyrus the Great and Darius. 
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We are only beginning to find out what truly fantastic 
quantities of oil lie in this region. 

At the start of World War II, proved reserves in the 
Middle East were listed at 6-billion bbl., one-third of the 
U.S. total. By 1952, Mideast published proved reserves had 
increased elevenfold to 65-billion bbl.—to more than twice 
the U.S. total, which then stood at 28-billion bbl. 

By the end of 1955, listings had doubled again to over 
125-billion bbl. And these listings still lag behind actual 
discoveries. A few months ago Wallace Pratt, retired vice 
president of Standard Oil Co. (New Jersey), revealed in a 
special study that Middle East proved reserves at the end 
of 1954 totaled 230-billion bbl., conservatively estimated. 

That’s over seven times the U. S. total (now 30-billion 
bbl.), and 75% of the free world’s oil reserves. 

Yet drillers have barely scratched the surface of many of 
the existing oil areas in the Persian Gulf region, which 
may hold 80% to 90% of the free world’s reserves. Pro- 
duction in the Middle East has jumped five-fold since 1946 
to meet the West’s surging needs; last year alone, output 
was stepped up 20% to a daily average of 3.3-million bbl. 


What It Means to Free Nations 


Luckily, these huge oil resources have been discovered 
and are being developed by American and British-controlled 
companies (58% of production is American). So that oil is 
available to the free world. 

And this is why Russia would like to change that control: 
there is simply no other place the free world can get all the 
oil it needs now and the vast additional amounts it will 
need in the future. 

Outside the Middle East, the only major oil-producing 
areas in the free world are, the United States and Venezuela. 
Russia is self-sufficient in oil. 

Venezuela has little spare supply at present. Of its record 
2.2-million b/d production last year, 40% went to the 
United States and another 40% to other oil-thirsty Latin 
American countries. Venezuela, it is true, does have good 
additional oil prospects. But, any extra supply that Vene- 
zuela or other South American countries find will be 
swallowed up by the soaring needs of this hemisphere. La- 
tin America has to draw on Middle Eastern oil to meet its 
current demands, and its oil requirements will be more than 
twice as large by 1965. 

As for the United States, we can no longer supply the 
rest of the free world as we did when we were the world’s 
prime oil exporter before the war. We are increasingly a net 
oil-importing nation; last year, one out of every seven bbl. 
we consumed was imported (with 4% of total consumption 
coming from the Mideast). 

Our own needs climb at a powerful rate. Our consump- 
tion has jumped over 70% since 1946. A recent study by the 
Chase Manhattan Bank indicates that our oil needs will 
jump another 50% just in the next decade. If they do, we’ll 
be consuming close to 13-million b/d by 1965—almost 
as much as the whole free world today. 

At that rate, our domestic production will be hard put to 





This article is a digest of a special report that appeared in 
NPN’s sister publication, PETROLEUM WEEK, May 25 issue. 
The original report was written by W. M. Jablonski, senior 
editor of PW. 
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ls Crucial for Western World Survival 


keep pace with our own needs, even with maximum ex- 
ploration and drilling. 

But even if the United States, as an isolated unit, could 
manage to get along without Middle East oil, our free world 
allies could not. That oil is crucial to them. 

Therefore it’s crucial to us. We've learned that this 
country is not an isolated unit. That’s why we’ve poured 
billions of dollars into foreign military and economic aid. 

Only the Persian Gulf countries can supply the oil that’s 
lifeblood to Europe and Asia. Free Europe has to import 
over 95% of its oil, mostly from the Middle East. Its re- 
quirements today are nearly four times greater than in 1946. 

Those requirements are continuing to increase by leaps 
and bounds as Europe turns away from the coal it has 
depended on ever since the industrial revolution began over 
150 years ago. Oil needs will keep going up even after 
atomic energy can make a substantial contribution—and 
that won’t be for another 15 or 20 years. 

(Recent studies indicate that world energy requirements 
are rising so rapidly that even if a third of all energy comes 
from atomic sources by the year 2,000, oil requirements 
will still be four times larger than today.) 

Asian and African countries are growing and industrial- 
izing at a fast pace. They too depend largely and increas- 
ingly on Middle East oil. 

All of these demand figures are based on peacetime 
needs. If there were another global war, the free world’s 
needs would be tremendous. America probably couldn’t do 
much more than supply its own basic military needs—even 
with severe rationing. It would be another matter to supply 
oil overseas. 

The more oil and refineries the free world has overseas, 
and the shorter the sea haul, the better the chances of hav- 
ing oil when and where it’s needed. 

Rear Admiral Ernest M. Eller, USN (Ret.) warned 
recently: 

“Every American should know that the U.S. and its allies 
would be crippled, if not brought to disaster, if we lost the 
Middle East oil and control of the sea that makes it pos- 
sible for us to use it.” 

Even now, in this uneasy peace, we need Middle East oil 
for our troops and planes in NATO, for air bases in North 
Africa, and for our fleets in the Mediterranean and the 
Far East. 

The Russians Are Ready 

It’s no wonder that Kremlin agents are busy intriguing 
from Egypt to Iran, or that Radio Moscow and Radio Baku 
beam a steady barrage of anti-Western propaganda to the 
Middle East. Russia has long known the importance of this 
region. In the famous 1939 Nazi-Soviet pact, Russia as- 
serted its ambition to control the Persian Gulf area. 

If the Kremlin could gain control of Persian Gulf oil, 
even indirectly (as almost happened in Iran in 1953), it 
would have half-won the cold war. Russia would have the 
free world by the throat. 

Much-needed oil supplies for Germany, France, Italy, 
England, Sweden, Turkey and other lands, would travel 
only on the Kremlin’s terms. And which way would India 
and Japan turn if Russia controlled their oil lifelines? 

Control of Persian Gulf oil carries with it the destinies of 
large areas of the free world. America’s stake in the Middle 
East is crucial. a 
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Strikingly modern equine statue, executed by sculptor Albert Stewart, heralds the arrival of .. . 


Flying Red Horse in Disneyland 


re on the signpole above is a cross-ventilated piece 
of Fiberglas horseflesh that doesn’t bear much resem- 
blance to the conventional Mobil bangtail. 

That’s as it should be, because the General Petroleum 
Corp. service station downstairs doesn’t look much like the 
usual Mobil station, either. Located just outside Disney- 
land, in Anaheim, Calif., it’s designed especially to reflect 
the radical new design, accent on color, and spirit of fun 
embodied in the famous Little People’s Utopia. 

But the station, which opened last month, is also built 
for business. It cost about 25% more to build than a 
conventional station of equal capacity, it can be handled 
by the same size crew (one man, if necessary) and is 
claimed to be more efficient (lube area is closer to the 
island, and all operations are central to the office). 

Primary feature of the station is its basic shape. Four 
40-ft-square canopies are oriented at 45° to the sides of 
the 200x200-ft corner location. Each is supported by a 
single 16-inch steel column in its center. Canopies them- 
selves are constructed of light channeled steel decking. 
Welded steel rod stiffening members divide the white 
underside of the canopy into a lacy pattern of seven-ft 
squares, each containing a fluorescent lighting fixture. The 
canopies hang 15 ft above grade. 

The two canopies on the street sides of the location 
cover the pump island areas. A third covers a blank drive 
where more pumps can be added and the fourth canopy 
centers over the lube area. A louvered sun brake bridges 
the middle space between the canopies, providing shade 
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for the central merchandising area of the station. In this 
area are the station manager’s pint-size office, a restroom 
building, and a customer service zone, containing phone 
booths, soft-drink dispenser, water fountain, benches, and 
a glassed-in map of the locality. Merchandise display 
cases are spotted throughout this zone, and a small planter 
gives it a touch of green. 

The buildings—including a storeroom in the lube area 

-are constructed of enamelled steel panels. Parchment- 
colored panels are alternated almost at random with white 
panels; it makes the white look whiter, and sets off the 
bright colors used in displays. 

Service islands are a new study in oil merchandising 
technique. A 14-ft boom hangs over each island. On the 
inner islands the boom is cantilevered on the canopy sup- 
port, while on outside islands the boom rests on its own 
steel column. An overhead dispenser hangs from each end 
of the boom—one for regular, one for premium. Built 
specially by A. O. Smith, they’re supplied by lines 
coming up inside the column and boom from a submerged 
pump. Booms also serve the extra functions of display, 
storing canned oils, and providing illumination (from 
behind their plastic skins) at night. Each island has a 
cash and service equipment box at one end and a bulk 
oil dispensing unit at the other. 

GP insists the station is strictly experimental. “We think 
the customer will feel more at home here,” says a company 
official. “We hope he'll get out, look around, and buy 
more. But it’s going to take a while to find out.” 
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... new twists in GP’s Disneyland station: 
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Service islands have overhead dispensers for Special and 
Regular gasolines, plus oil and equipment facilities. Above 
head of station manager Bob Peterson (taking towel from 
service equipment box) is canned oil dispenser; box at 
other end of island is specially designed bulk oil dispensing 
unit, made up of two 15-gal. compartments. Unit auto- 
matically yields a quart of oil at press of a button. Equip- 
ment unit contains locked cashbox in top, has space at 
bottom for towels, fire extinguisher, battery service box, 
windshield cleaner, and removable waste towel basket. Air 
and water hoses come up at either end of the island; over- 
head boom is lighted from within by fluorescent tubes. 
Paths cut in raised island allow six-footer Peterson to walk 
under boom with a few inches headroom. 


Open-air lube area is set up with two bays and fa- 
cilities for motor tune-up, wash, tire and brake work. This 
section of station—located at rear of plot—is backed by a 
separate building housing the storeroom. When roll-up 
steel doors are opened, the front of this building turns into 
a mass merchandise display area, revealing the rows of 
tires and batteries in storage. Small door in center opens 
into stockroom; the roll-up door also covers mechanic’s 
work bench. Tire display at lower right is a permanent 
rack. Designers of station say everything in it can be 
locked up for closing, if necessary. 


Station headquarters is compact (9x7 ft) building de- 
signed primarily for office work and located at front of 
station’s central merchandising area. Glass down to waist 
level on all four sides allows control-tower view of entire 
station; inside is built-in desk and shelves for forms and 
catalogs. Storage space is provided for small merchandise 
items. 

Several firms worked together to build the station, under 
the direction and co-ordination of Roulac Construction Co. 
The line-up: Smith & Williams, architecture and site plan- 
ning; Merendino-Greene, industrial design; Kolesoff & 
Kariotis, engineering; Planning Research Corp., research; 
John Boylin, lighting and color; Rex Goode, graphic de- 
sign; Stanley Talbott, sales and merchandising; Roulac Co., 


construction. 





One-Man Promotion Campaign Pays Off 


@ Atlantic dealer Joe Hartnett makes business grow 
with his own ideas for neighborhood-level sales push 


@ Most important in his book: tying in with community 
activities, making use of branded-product awareness 


£)*. MARKETERS are always on 
the lookout for ways to promote 
sales hard. Atlantic Refining Co. has 
a dealer on the outskirts of Philadel- 
phia who shows how far retailers can 
carry the ball in this game. 

His name is Joe Hartnett. At his 
station, a constant stream of adver- 
tising, special promotions for com- 
munity activities, giveaways, direct 
mail campaigns and special displays 
is backed up by constant sales train- 
ing for his six attendants. 

The results include $160,000 gross 
sales in 1955, a 45,000-monthly gal- 
lonage in a highly competitive area, 
a motor oil ratio of 1:40 and above- 
average income from service and 
TBA. In addition, Hartnett placed 
first in the recent Brand Names 
Foundation contest for “service sta- 
tion retailer of the year.” 


All My Own Work 


Joe Hartnett makes up his own 
advertisements and pays for them 
himself—Atlantic has no general co- 
operative advertising program for 
dealers. Hartnett buys more than 
30,000 lines a year in the local Olney 
Times (rate: $300 a page). 

His ads tie in with his displays, 
promotions, and community efforts, 
as well as plugging his regular serv- 
ices, special prices and 24-hour-a- 
day operation. They’ve had plenty of 
emphasis on brand-name products 
since Hartnett first entered the Brand 
Names contest three years ago (he fin- 
ished fifth the first time and third last 
year). 

Hartnett puts even more effort in on 
his special promotions than he does on 
advertising. The whole neighborhood 
turned out for his station’s 28th birth- 
day party to watch him float a blimp- 
shaped balloon over the station build- 
ing; giveaways ranged from free candy 
and Cokes to a pair of nylons with a 
5-gal. gasoline purchase. 

When there isn’t a birthday, there 
can always be a contest. Hartnett’s 
are frequently open to everyone, in- 
cluding non-customers and even non- 
car-owners. He offered 100 gal. of 
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gasoline, a table radio and a 15-Ib tur- 
key not long ago for the best answers 
to the question, “Why do branded 
products represent your best buy?” 


Something for the Kids 


Closest to this dealer’s heart are 
his promotions for children, and not 
just because he knows they may be 
future customers. “Kids are one of my 
hobbies,” he says. “They can have 
almost anything they want from me.” 
His station runs an unusual free repair 
service—for children’s bicycles (see 
picture). 

There are no dirty looks from at- 
tendants when kids pump up their 
tires at Hartnett’s. There’s a good-will 
“bonus” instead—free luminous re- 
flector strips for night-riding. 

Give Hartnett an occasion for a 
party, and he can turn it into more fun 
for children and more promotion for 
himself. His Halloween costume party 
brings him news coverage, and so does 
his Fourth of July parade float. His 
sponsorship of the annual local “Youth 
on Parade” bugle and drum competi- 
tion shows one way even a service sta- 
tion can have institutional advertising. 

Hartnett takes a further opportunity 
to help kids by supporting their sports 
activities. He gives trophies for local 
league champions and sponsors soft- 
ball and basketball teams himself. It 
all goes back to the time he was con- 
sidered a major-league prospect as a 
fast-ball pitcher. He didn’t make it, 
but he has served as a scout for a big- 
league team—keeping an eye out for 
youngsters in his neighborhood. 

Children are the greatest benefici- 
aries of MHartnett’s giveaway cam- 
paigns, getting items like balloons, 
pencils, book covers, and books on the 
Philadelphia ball teams. He also keeps 
wallets, fans, ashtrays, matchbooks, 
ball-point pens, seeds, combs and a 
slew of other “come-on” gifts in cir- 
culation. 

Then an occasional big giveaway 
produces big results. Hartnett sold 
28,000 gal. of gasoline in two days 
when he put on “the biggest promotion 
I ever staged” for a premium of a set 


of tumblers with every 8-gal. purchase. 

His direct mail promotions also re- 
flect Hartnett’s devotion to the good- 
neighbor policy. He puts about 50,000 
pieces in the mailbox every year, 
mostly in the form of congratulatory 
cards on engagements, weddings, grad- 
uations, and the like. Information on 
non-customers comes from local news- 


paper pages. 


Remember the Vets 


Community-mindedness comes out 
again in Hartnett’s station displays, like 
his Veterans’ Day window featuring 
all the trophies of the local post of the 
Veterans of Foreign Wars. As usual 
with Hartnett, this was coupled with 
appropriate advertising. 

Another special was a model of a 
turnpike, complete with cars, empha- 
sizing his brand name products on its 
“billboards” and a miniature Hartnett’s 
Atlantic station. His fellow Lions Club 
members helped with that. For a 
seasonal promotion a local high school 
girl painted Christmas murals on his 
lube room doors, to make them look 
like stained-glass windows. 

Right now, Hartnett’s displays em- 
phasize his Brand Names Foundation 
prize, centering on a 12-ft reproduc- 
tion of the bronze plaque he won. This 
stands in front of the station where 
passing motorists can easily see it. He 
figures he'll get a return from the 
tourist trade on the $300 it cost him; 
his station is on one of the main routes 
into Philadelphia. 

Tourists and neighborhood custom- 
ers alike feel the results of Hartnett’s 
service, sales and incentive programs 
for his attendants. At weekly meetings 
for the attendants (“like a basketball 
team’s huddles”) the dealer reminds 
them how they can judge their service 
by looking at things from the custom- 
er’s point of view. Some meetings are 
devoted to discussions of one product, 
how to use it, and how to sell it; these 
may be led by Hartnett or by a sup- 
plier’s salesman. 

Hartnett unsurprisingly gears his 
sales promotion to brand name selling. 
After experience with both well-known 
makes and unknown ones, he believes 
that “brand name products are half 
sold before the customer gets there.” 
One sign that this pays off: 60% of 
Hartnett’s motor oil sales are Atlantic’s 
premium grade special — compared 
with 20-30% premium sales for other 
Atlantic and competitive dealers in the 
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HARTNETT and favorite sideline: ‘Kids 
can have almost anything from me” 


Philadelphia area. Hartnett has also 
been asked to give sales training classes 
for members of a local high school’s 
distributive education course. 
Incentive plans for his attendants 
include regular commissions, (25¢ for 
each battery charge, fan-belt sale and 
oil filter sale), and special programs. 
In one of the latter, Hartnett offered 
each man $25 if together they sold 40 
batteries in one month. They sold 47 
(normal for one month is 20-25). 


How to Win Wars 


Hartnett feels his service promotion 
helps him come out on top in the price 
wars that frequently plague Philadel- 
phia. He says he won’t start one, but 
if a nearby competitor lowers prices, 
Hartnett meets him and goes all out 
to bring in customers and then keep 
them happy. His gallonage has gone 
to 80,000 under these conditions, and 
Joe says the man who started the battle 
usually ends up begging him to stop it. 

Although he usually loses money 
on gasoline during a price war, he 
winds up with 1,000 to 2,000 addi- 
tional gal. a month and several new 
customers, thanks to his efforts to keep 
them after he gets them. That kind of 
effort has helped—almost as much as 
Straight promotion—to increase his 
business 60% in the past five years. 

Atlantic’s as pleased with his record 
as Joe Hartnett is—pleased enough to 
promote him in the company’s national 
advertising. If a tourist pulling into the 
Atlantic station at Fifth and Sommer- 
ville in Philadelphia thinks the dealer 
looks familiar, he shouldn’t be sur- 
prised. He probably saw Joe’s picture 
in an Atlantic ad. 4 


merchandising — 


Guarantee Your Oil, Mister? 


EEP ROCK OIL CO., marketing 

division of Kerr-McGee Oil In- 
dustries, has come up with something 
new in service station merchandising. 
Deep Rock dealers give motorists 
warranties covering the quality of 
Deep Rock motor oils. The warranties 
themselves are guaranteed by the com- 
pany’s insurance bond: face value, 
$1,000,000. 

Up to now, such guaranties have 
been fairly well confined to new car 
dealers. Some suppliers offer car 
buyers a guaranty for a_ specified 
number of miles without damage at- 
tributable to faulty motor oil or lubri- 
cation; motorists must bring their cars 
back to the dealer from whom they 
bought them for additions of the sup- 
plier’s oil. 

The Deep Rock “Engin*surance” 
warranty is good for one year from 
date of issue and guarantees that Deep 
Rock’s premium and regular motor 
oils will be free from defect or faulty 
refinement. The program covers trucks 
and tractors as well as passenger cars. 


Musts for the Customer 

The company will repair any motor 
or part damaged by poor oil, provid- 
ing the customer complies with these 
stipulations: 

e He must first drain his crankcase 
of his old oil and fill it with Deep 
Rock. 

e He must change his oil at the 
vehicle manufacturer’s prescribed reg- 
ular intervals. 

e He must maintain safe operating 
motor oil levels. 

e He must use nothing but Deep 
Rock oils. 

Each time the motorist buys oil, 
the purchase is recorded on the back 
of his warranty, which he’s told to 
keep in his glove compartment. A 
yellow tag is placed on the car’s dip- 
stick to remind station attendants of 
the warranty; it also contains a record 
of oil additions and changes. 


Protecting ‘Blind’ Buyers 

Deep Rock president Frank C. Love 
explains the idea behind the warranty 
this way: ““Today’s consumer buys mo- 
tor oil ‘blind.’ He can’t see it in use; 
he seldom even touches the container. 

“For some time we have recognized 
that an actual guarantee of product 
performance was needed, in fairness to 
the consumer and to the service station 
handling lubricating oils. 

“The $1,000,000 ‘Engin-surance’ 
bond is positive proof to our customers 
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and dealers of our confidence in the 
superior quality of Deep Rock motor 
oils.” 

The program originated in the mind 
of W. J. Fuchs of Kerr-McGee’s mar- 
keting department. When Love ap- 
proved it, a two-and-a-half year in- 
formal survey of Deep Rock station 
owners was conducted to see how they 
liked it, and the company found that 
the plan would be sure of a good 
reception. 

Before “Enginssurance” was an- 
nounced, Deep Rock’s 950-some deal- 
ers were instructed in handling it. The 
men had a little difficulty at first learn- 
ing how to handle the dipstick records 
and fill out the warranties—there is 
a carbon copy in the form of a post- 
card, which the dealer sends to Kerr- 
McGee’s central office. Now, however, 
the warranties are coming in at the rate 
of 100-150 a week. 

Deep Rock officials say dealer reac- 
tion has been fine; retailers have even 
called them up to say how much they 
like the idea. Customer curiosity has 
been aroused, and one Deep Rock man 
says, “They might not cherish this 
warranty like they would an insurance 
policy, but they do hold on to it.” 

While the customers hold on to 
their warranties, the company figures 
they'll keep coming back for Deep 
Rock Special and Deep Rock Air Race 
HD motor oils. To push the idea, 
Kerr-McGee will run “the most exten- 
sive advertising campaign in company 
history,” as part of a program of in- 
creased support for service station 
dealers. 


33,000 Miles or Bust 


Valvoline Oil Co. seems to have the 
most extensive program among the 
car-dealer oil guaranties that were pre- 
cursors of the Deep Rock program. It 
recently extended its system of 33,000- 
mile or two-year guaranties for new 
passenger cars and 12,000-mile, one- 
year warrants for used cars. 

In the process, Valvoline came up 
with a glamorous promotion book for 
car dealers offering them many adver- 
tising and sales promotion aids. The 
book claims that the guaranty program 
can help sellers realize a potential mo- 
tor oil and lubrication income of $520 
for every 100 new cars sold. One deal- 
er reported that his service business 
had increased 50% since he adopted 
the guaranty plan. 

Valvoline, a division of Ashland Oil 
& Refining Co., announced that claims 
under its warranty program amounted 
to less than $1,000 last year. a 
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PLANTS AND TERMINALS 





The Texas Co.’s big, modern terminal at Cleveland has a perfect safety record. One of the reasons is . 


Explosion-Proofing at the Storage Point 


Extreme precaution is routine with major companies and big independents. 


Smaller operators can adapt the same safety measures to a smaller scale. 


| Fagen ouT a bulk plant or termi- 
nal for maximum safety effi- 
ciency is no problem for an oil com- 
pany with an engineering department. 
But for jobbers, terminal operator’ 
and small refiners, such construction 
(or expansion) can raise numerous 
safety questions. 

Whether an installation is big, like 
the 18-million-gal. Texaco terminal 
pictured here, or small, the rule-of- 
thumb is the same: find your potential 
danger zones and put the right equip- 
ment there. 


Spotting Danger Areas 

A vapor-air mixture in which 1.3% 
to 6% is gasoline vapor is highly ex- 
plosive under confined conditions. 
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Smoking, naturally, can ignite this 
mixture; so can electrical arcs, sparks, 
or excessively hot apparatus. 

The National Electrical Code de- 
fines electrical hazards and classifies 
them by type and degree of danger. 
One code category, Class I, applies 
directly to bulk plants and terminals. 
It includes locations where “vapors 
are Or may be present in the air in 
quantities sufficient to produce explo- 
sive or ignitible mixtures.” 

Division One—Within Class I, the 
code recognizes that explosive vapor- 
air mixtures may not always be pres- 
ent. But areas where conditions are 
normally and frequently hazardous 
are called Division 1 locations. Ex- 
amples: 


e Rooms containing pumps for 
volatile flammable liquids. 

e Rooms with valves in pipe lines 
handling such liquids. 

e Rooms where such liquids are 
transferred in individual containers. 

Division Two—These locations are 
classified as abnormally and_ infre- 
quently hazardous. Examples: 

e Outdoor areas next to loading 
racks or platforms, or next to above- 
ground tanks. Areas extend 25 ft 
around racks or tanks and upward 15 
ft (the latter limit varies with the dis- 
cretion of local inspectors). 

e Basements, pits or depressions 
within 25 ft of above-ground tanks, 
within 25 ft and below the level of the 

(Continued on p. 112) 
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Four key points for your 
plant's safety checklist: 


cael 


Outdoor installation of pump motors. By locating 
pump motors outside, the terminal’s engineers have 
eliminated a Division One hazardous location—the 
pump room. These two pumps, powered by 15 hp 
explosion-proof motors, deliver 600 gpm. 


Explosion-proof fittings in warehouse. Although 
The Texas Co. uses its Cleveland warehouse only 
for drumming lube oils at present, all pushbuttons, 
pilot lights and fittings are explosion-proof—ware- 
house might process gasoline later. 


tral board controls gasoline loading or unloading at loading area at night, Texaco terminal uses a bat- 
the Texaco terminal. Along the top of the board are tery of 18 Crouse-Hinds 300-watt explosion-proof 
three GUB junction boxes; below are eight EPC fixtures. Driver at right is activating pumps from 
combination line starter condulets. explosion-proof control panel. 


Explosion-proof panel board and dike. This cen- fl Explosion-proof illumination fixtures. To light 
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eS bulk plants and terminals 


These are the hazardous areas in an average small bulk plant 
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In the typical small bulk plant, there may be more than a half dozen separate hazardous-area units 


(Continued from p. 110) 
top of underground tanks, or within 
25 ft of any loading rack or platform 
(these specifications can all be altered 
by a code-enforcing authority). 

e Storage and repair garages for 
tank trucks, without limitation on 
height above floor level. 


Choosing the Equipment 


Underwriters’ Laboratories run ex- 
haustive tests on explosion-proof de- 
vices and lists them according to the 
particular atmosphere they’re designed 
to work in, as defined by the National 
Electrical Code. Oil men, in buying 
equipment, should be sure it conforms 
to the code’s requirements for Group 
D. This means a device will safely 
account for itself in an atmosphere 
mixture containing gasoline. 

Explosion-proof components are 
not gas-tight. If they were, mainte- 
nance costs to keep them hermetically 
sealed would be prohibitive. Instead, 
they are strong, durable feraloy cast- 


iE 


ings that contain an explosion, allow- 
ing only harmless cooled gases to 
escape. 

Wiring—General big-terminal safety 
practices prescribe that all wiring in 
hazardous areas be in conduit. All 
joints must be tight, with at least five 
full threads engaged. Only this type 
of connection will lock in explosive 
sparks or flames. 

Above danger zones, wiring should 
be in metallic raceways. Fixed equip- 
ment should be protected by enclo- 
sures, guards or screens, to prevent 
the escape of sparks. Rigid metal con- 
duit is necessary for underground wir- 
ing, too, unless the conduit is buried 
deeper than two ft; in that case, non- 
metallic conduit or cable may be used. 

Seals—Use of seals limits an explo- 
sion to 2 single explosion-proof enclo- 
sure, preventing passage of gases, 
vapors or flames from one section of a 
conduit system to another. They stop 
precompression or “pressure piling’— 
the buildup of terrific pressures in the 


conduit system caused by successive 
explosions. 

In danger zones, seals are located 
in conduit runs that: 

e Enter an explosion-proof enclo- 
sure that houses arcing or high-tem- 
perature equipment; 

e Are two inches in size, or larger, 
entering enclosures, housing terminals, 
splices or taps; 

e Leave a Division One area or 
pass from a Division Two hazardous 
area to a non-hazardous location. 

A seal must be within 18 in. of the 
enclosure it shields. 

Lighting Fixtures—Loading racks 
that do duty at night must be kept 
explosion-proof and well-lighted at 
the same time. At Texaco’s Cleveland 
terminal, for example, four trucks can 
be loaded at once at the dispensing 
platform, which is equipped with 18 
Crouse-Hinds EVCX lighting units. 
Even the loading office at the terminal 
has explosion-proof electrical radia- 
tors. | 
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Stopped ... because the plan you're using 


was tailored for somebody else’s business — 


not yours? Then, it’s time to consider Ashland Oil & 
Refining Company for your supplier. We offer you a 
plan for your business, not the other fellow’s. 

Others before you have found we could help them 

build a successful, independent business. Ashland Oil 
is recognized everywhere as the independent supplier of 
Ashland detergent gasolines and other quality 
petroleum products for independent operators 


who wanted to stay independent. 


ASHLAND OIL & REFINING COMPANY 


Home Office: Ashland, Kentucky 


ALTON, ILL., 2616 E. Broadway — BUFFALO, N. Y., 800 Ellicott Square — CHICAGO, ILL., 6 N. Michigan Ave. 

CINCINNATI, O., 1402 Federal Reserve Bank Bldg. — CLEVELAND, O., Standard Bldg. — DETROIT, MICH., Dearborn 
P. 0. Box 6025— EVANSVILLE, IND., 2500 Broadway — FINDLAY, 0., P. 0. Box 210 — FREEDOM, PA.—LOUISVILLE, 
KY., 3005 Dumesnil — NASHVILLE, TENN., 5 E. Main PADUCAH, KY. — PITTSBURGH, PA., 711 Park Bldg. 


The Independent Brand for Independents 
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One counter registers gross gallons; 


the other records gallons corrected to 
a true volume at 60 F. base. The Dual 
Head Adaptor with time-tested A. 0. 
Smith Temperature Compensator per- 
mits you to dispense gross gallons and 
keep your inventory on a net-gallons 
basis—a boon to accounting. Recom- 
mended for loading racks, refineries, 


pipe lines. Write for Bulletin SD-61. 


Illustrated: Model B-50 single case steel meter 
with large numeral counter on the gross extension 
and ticket printer on the net side. Mount any two 
counters you choose on either side. All counters 


are adaptable to the dual head. 


Through research 
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Factories: 5715 Smithway St., Los Angeles 22, Calif.; P. O. 
Box 500, Succasunna, N. J. Offices: Atlanta, Chicago 7, 
Houston 20, Los Angeles 22, New York 17. Canada: Toronto 
12, Vancouver 1. International Division—Milwaukee 1, Wis. 
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@ American Petrofina, Inc., has been 
set up as a Delaware corporation, to 
engage in all phases of oil operations 
in the U. S. The firm will act as a 
holding company for its share interest 
in Panhandle Producing and Refining 
Co. until full U. S. operations begin. 
Headquarters have been established 
in New York. 


SIGNIFICANCE: Arrival of American 
Petrofina is another expansion step by 
Cie. Financiére Belge des Petroles, Which 
established Canadian Petrofina, Ltd., less 
than three years ago. This move (pre- 
dicted by NPN—Dec. °55, p 80) means 
the Fina flag may appear over U. S. 
service stations within the next year or 
two. For all intents and purposes, Petro- 
fina is already in the market; Panhandle 
has 330 stations in Texas, Oklahoma 
and New Mexico. 


@ U.S. demand for oil products is up 
5.5% over last year’s 8.4-million b/d, 
but may sag to a 4.6% increase—or 
8.8 million b/d—by the year’s end, 
according to Cecil L. Burrill, chief 
economist of Standard Oil Co. (N. J.). 


SIGNIFICANCE: The economy has had 
high-level stability for the last six months, 
admits Burrill, but the boom may be in 
for a downturn that will be felt more in 
1957 than in 1956. 


@ Standard Oil Co. of California has 
chosen the red-white-and-blue chevron 
as a hallmark to appear on all com- 
pany products, including petrochemi- 
cals. 


SIGNIFICANCE: Wider use of the chevron 
—already familiar to western gasoline 
buyers—fits in with a general industry 
tendency to play up brand symbols. 


@ National Oil Jobbers Council ex- 
pects to end the year with a surplus of 
nearly $5,000. 


SIGNIFICANCE: NOJC is in better finan- 
cial shape now than ever before in its 
history. 


@ Clark Oil & Refining Corp. is start- 
ing a $5-million, two-year expansion 
program to lift refinery facilities from 
21,000 b/d to 30,000 b/d. 


SIGNIFICANCE: A surprise move by Clark, 
possibly the fastest-stepping independent 
in the Midwest. The company’s annual 
statement had announced a 1956 im- 
provement program costing $1.75-million, 


@ An Eastern major says it has lost 
30% of its commercial account busi- 
ness during the past year, mainly be- 
cause of its new policy of staying over 
the jobber price. 


SIGNIFICANCE: The company will be hard 
pressed to maintain its policy in the face 
of rough competition. 


@ Pan-Atlantic Steamship Co. is try- 
ing to charter 18 to 20 T2 tankers 
from the government’s reserve fleet to 
employ them in a piggyback run from 
the Gulf to the East Coast. 


SIGNIFICANCE: Each tanker reportedly 
could carry up to 58 dry cargo truck trail- 
ers secured to the deck. Truck charges 
could supposedly make up the entire cost 
of operating a tanker between the Gal- 
veston and New York areas (about $9,- 
000-$10,000 per trip), leaving oil to be 
hauled “free of cost.” The company has 
already tried two T2s on such runs. 


@ British American Oil, Toronto, has 
acquired all outstanding capital stock 
of Canadian Gulf Oil, wholly-owned 
Gulf Oil Corp. subsidiary. As con- 
sideration, B-A issues restricted shares 
of its common stock to Gulf. 


SIGNIFICANCE: On top of its recent in- 
vestment in Union Oil Co. of California, 
and almost complete acquisition of War- 
ren Petroleum, Gulf’s interest in British- 
American gives it new stakes in most of 
the North American continent. 


@ The gasoline additive pitch is being 
de-emphasized by a Midwest marketer 
in favor of advertising campaigns to 
encourage more driving. Radio, TV 
and handout booklets will be used to 
publicize events and places in the 
company’s marketing area that motor- 
ists will want to visit. 

SIGNIFICANCE: Company figures that by 
giving motorists reasons to drive more, it 
will grab its share of the increase in gaso- 
line sold. 


HB Cosden Petroleum Corp., Texas in- 
dependent refiner and marketer, has 
been acquired by W. R. Grace & Co., 
chemical industry giant. 


SIGNIFICANCE: It’s the second time in a 
year that a big chemical business has 
bought itself an oil company to help fill 
its chemical raw material requirements. 
(Monsanto Chemical Co. acquired Lion 
Oil Co. last summer; NPN—Sept ’55, 
p. 43). Cosden, like Lion, will continue 
its pre-merger oil marketing activities, 


June 1956 * NATIONAL PETROLEUM NEWS 


@ Four-year research program to de- 
termine the way the sun creates 
changes in the earth’s upper atmos- 
phere, influencing weather all over 
the world, has been launched by the 
University of Colorado High Altitude 
Observatory. The $150,000 tab is 
being picked up by airlines, oil com- 
panies, and other private American 
corporations and individuals with an 
interest in improved weather pre- 
dictions. 

SIGNIFICANCE: Oil companies and dis- 
tributors selling fuel oil may someday 
get a line on the winter extremes in their 
marketing areas—a season in advance. 


™@ Sen. Paul H. Douglas (D., Ill.) has 
been named to the powerful Senate 
finance committee to fill the vacancy 
created by the death of Sen. Alben 
Barkley (D., Ky.). 


SIGNIFICANCE: Douglas has been a con- 
sistent opponent of the 2712% deple- 
tion allowance for oil producers, as chair- 
man of the joint committee on the eco- 
nomic report and as an opponent of 
the Fulbright-Harris natural gas bill. 
Though the majority of finance com- 
mittee members are still believed to favor 
retention of the present depletion allow- 
ance, Douglas’s appointment means a 
harder fight. 


@ Liaison committee of Automotive 
Lift Institute is arranging individual 
conferences with service and engineer- 
ing Officials of various divisions of 
automobile manufacturers. 


SIGNIFICANCE: Successful completion of 
the conferences should result in smoother 
sailing for lift men, car men, and oil men 
alike, by eliminating possible conflicts be- 
tween hoist and auto-body designs. 


™@ Fifteen new service stations han- 
dling Lion Oil Co. products have been 
opened in northeastern Louisiana. 


SIGNIFICANCE: It’s the latest move in a 
continuous station-marketing expansion 
program for Lion. The company began 
marketing its oil products in Louisiana 
last year. 


@ Oil Industry Information Commit- 
tee has formed an educational advisory 
council to work with its national 
school program. 


SIGNIFICANCE: Object is to broaden the 
scope and depth of the school program, 
already an important force in gaining 
public understanding of the industry. 


115 





MANAGEMENT 


Building Bigger Profits on Lower Rent 


@ Two Midwest jobbers found fixed station rents 
were putting a damper on their dealers’ incentive 


@ They worked out a sliding scale for the rentals 


and watched oil, TBA and gasoline sales multiply 


oe LESSORS can make more 
money by collecting less rent from 
their dealers. 

It may sound screwy, but Paul F. 
Kees and T. H. (Tommy) Lyons 
have found it to be true. They’re 
partners in Kees-Lyons Oil Co., job- 
bers for Socony Mobil Oil Co. in St. 
Joseph, Mo. 

Rent drops as gallonage increases 
under a sliding scale system in effect 
at six of the 14 stations they own. 


Before: Dealer ‘Penalty’ 


A few years ago, Kees and Lyons 
thought they weren’t getting the full 
potential gallonage and gross sales 
from some of their St. Joseph stations. 
These were the circumstances: 

A dealer might pay a monthly 
rental of 1.25¢ gal., with a minimum 
rental of $60 a month. He reached 
this minimum when he sold 4,800 
gal.; if his gallonage rose, say, to 
5,500, his rent rose to $68.75. In 
effect, he was penalized for the extra 
sales. 

This impelled many dealers to tailor 
their operations to the minimum- 
rental gallonage. They’d stay open 
fewer hours per day and close down 
altogether on Sundays and _ holidays. 
This lackadaisical attitude not only 
curbed gasoline volume; it meant lost 
opportunities in oil and TBA sales. 
One dealer tried to add to his income 
with uneconomic sidelines like cut- 
rate mechanical work and washing 
cars for auto dealers at a_ special 
price. 


After: Dealer Incentive 


To speed things up, the partners 
decided in 1953 to offer certain 
dealers a 1¢ rebate on their rent for 
every gallon sold above a minimum 
(based on the previous year’s gallon- 
age). The dealer with the $60 mini- 
mum rental got the rebate for every 
gallon over 4,800—so when he sold 
5,500 gal., his rent went down to $53. 

Kees-Lyons benefited as much as 
the dealer. Under the old system, 
when a dealer sold only 4,800 gal., 
the company collected $60 rent and 
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a 2.5¢ gal. margin on_ gasoline, 
amounting to $120. Total, $180. When 
the dealer stayed open longer and 
went up to 5,500 gal. under the new 
incentive plan, Kees-Lyons collected 
only $53 rent, but its profit on gaso- 
line sales rose to $137.50. Total, 
$190.50. 

That was only the first step. The 
same dealer’s monthly gallonage is 
now up to 8,000, a 66% increase, 
and his rent is down to $28. His oil 
ratio has improved to about 1:49, 
and his TBA sales at $206 a month 
are up 136% over his original level. 
He aims to push his gallonage up to 
10,800 and his rent down to $0. 
He’s happy with his increased profits, 
and Kees-Lyons is happy with its in- 
creased sales. 

The dealer who once wasted time 
washing cars upped his gallonage 
from 5,100 to 12,000 in three years, 
dropping his rent from $120 to $72. 
He more than doubled his oil sales 
and nearly tripled his TBA sales. The 
incentive sparked him to go after 
commercial gasoline business for the 
first time. Despite the extra man- 
hours needed for his expanding sales, 
he kept his wage total down by 
dropping the unprofitable sidelines. 

Best of all, from Kees-Lyons’ point 
of view, the combined rent and gaso- 
line profit from that dealer rose from 
$247.50 a month in 1952 to $372.00 
in 1955. Since the partners established 
the sliding scale, total gallonage for 
the stations where it applies is up 
54.2%. Kees-Lyons and its sister com- 
pany, Lyons Oil Co. of Wathena, 
Kan., now sell 4.5-million gal. an- 
nually through their 14 company- 
owned stations and eight additional 
outlets. 


Six Ways to Stay Ahead 


Kees-Lyons’ operations have six 
additional features that keep business 
steadily profitable: 


e Strict farm credit. Farm ac- 





What's behind the trend to consignment 
at stations? 


. see next month’s issue 


counts must be closed by year’s end. 
Farmers who can’t pay up then must 
sign personal notes bearing 8% _ in- 
terest. The rate (higher than the usual 
farm bank loan) prods the farmer to 
settle the account quickly, and brings 
in a sizable interest revenue for the 
company. 

e Dealer financing. Good potential 
dealers often lack capital to take over 
a station inventory. Kees-Lyons fi- 
nances them with 6% notes, usually 
payable at the rate of $100 a month, 
secured by the TBA stock itself. The 
company checks regularly to see that 
dealers financed in this way maintain 
sufficient stock to provide security 
during the life of the note. 

e Riverboat service. For several 
years, Lyons Oil has specialized in 
supplying ship contractors making a 
permanent channel in the Missouri 
River. This calls for extra equipment, 
a knowledge of the river and special 
safety regulations, and the ability to 
make delivery at the exact moment a 
boat or barge pulls into a dock. The 
contractors are more interested in 
service than price, so Lyons doesn’t 
have to worry about price competition 
on these accounts. Most local jobbers 
aren’t equipped to handle the busi- 
ness. 

e Earth-mover service. Lyons Oil 
similarly supplies contractors moving 
huge piles of dirt from offshore to 
the river’s edge to erect Pick-Sloan 
levees for protecting farm land. While 
some contractors have their own 
5,000-10,000-gal. storage, others de- 
mand individual service for each piece 
of equipment. Like the boatman, these 
contractors are interested in service, 
not price. 

e Long-distance trucking. Lyons 
Oil’s Wathena station services an 
average of 30 Pacific Intermountain 
Express Co. trucks daily. Each takes 
on 40 gal. of diesel fuel; last year 
Lyons sold about 400,000 gal. of 
diesel to PIE. This outlet also spe- 
cializes in supplying livestock haulers; 
it’s on the main road to the St. Joseph 
stockyards. 

e Direct delivery. The companies 
have two bulk plants, but the partners 
try to bypass them wherever possible. 
They use two transports to make 
direct delivery to 11 stations. Although 
they have three tank wagon trucks 
operating in Kansas and four in Mis- 
souri, they always make an effort to 
use the transports in delivery, for 
operating economy. e 
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Standard of California’s mobile classroom is one example of the way... 


Training Keeps Rolling Along 


M OSLEMS TELL a story about Mo- 
hammed’s being too busy to 
go to a mountain. So the mountain 
got up off its base and came to Mo- 
hammed. 

Oil men, working on the same 
principle, have been developing mo- 
bile classrooms to go to dealers who 
can’t come to central training points. 
Standard Oil Co. of California and 
Carter Oil Co. are among the latest 
to mount classrooms in trailers and 
send them around to scattered points 
in their marketing areas. 

‘First-Aid’ Class—Standard of Cali- 
fornia’s new training idea is to use its 
school-on-wheels to instruct heating 
oil distributors and their drivers, 
rather than gasoline retailers. Stand- 
ard wants to enable fuel oil truck 
drivers to give first aid to burners 
before the serviceman gets there. 

Company executives think that kind 
of help will make oil-heat customers 
happy, and “when customers are 
happy with oil heat, they won't 
switch to any other fuel.” The offic- 
ials have an eye on the entrance of 
natural gas into the Pacific Northwest 
this summer. 

The  five-ton, 35-ft aluminum 
trailer took almost four years to de- 
sign and construct, at a cost of $50,- 
000. The brainchild of L. C. Mc- 
Cloud of California Research Corp., 
a Socal subsidiary, it contains ac- 
tual equipment and cutaway models 
of oil stoves, heaters and furnaces, 
plus panels showing thermostats, 
limit controls and stack switches. 

Instructor Tom O’Brien piloted 
the mobile classroom on its recently 
completed four-month maiden tour 
in eastern Washington, eastern Ore- 


gon and Idaho. His normal routine is 
to pull into a town, park in a dis- 
tributor’s lot, and hold afternoon and 
evening sessions. 

O’Brien lectures, with slides, to 
seven students at a time. Then each 
driver runs through the various oper- 
ations until he understands how the 
equipment works and where common 
repairs or adjustments may be 
needed. 

Reaction to the trailer-instruction 
has been enthusiastic and people are 
requesting its return next year for 
refresher courses. Standard, however, 
will probably send the trailer through 
the rest of its marketing area before 
allowing it to retrace its path. 

Wide Open Spaces—Carter, a 
Standard Oil Co. (New Jersey) affil- 
iate, has over 700 stations in a 500,- 
000-sq-mile area in nine Northwest 
states. Its specially-designed 30-ft 
trailer travelled 4,500 miles last year 
to present classes in 13 cities. An- 
other territory-wide tour is under 
way now. 

The mobile classroom is parked 
adjacent to a Carter service station, 
whose facilities are used to test new 
ideas in station operation during a one- 
week course in management problems 
for experienced dealers. The trailer is 
also used to give instruction to Carter’s 
sales trainees. 

Shell Oil Co. has its own variation 
of the school-on-wheels: a fleet of 
15 station wagons that carry class- 
room materials to jobbers and their 
dealers in rural areas. Classes are set 
up in local stations and hotel rooms. 
Shell says its program has been high- 
ly successful in more than a year of 
operation. s 
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Gulf's Schoolroom 


Station centers will teach 


selling through the dealer 


GULF OIL CORP.’s New York divi- 
sion will soon have five new training 
centers operating in special service 
stations equipped with classrooms. 
The first opened recently in Green- 
wich, Conn.; centers in Newark, Buf- 
falo and Freeport, L.I. will be ready 
by the end of this year, and one in 
Syracuse shortly after that. 

Emphasis will be on three-month 
courses to train new sales personnel 
in dealers’ operating, merchandising 
and financial problems. Successful 
students will qualify as territorial 
managers who can guide retailers to- 
ward solution of their problems in 
addition to selling product: the theme 
is “sell through dealers, not to dealers.” 

The centers will also be used for 
two-week dealer training programs 
and refresher courses for veteran 
salesmen. Each will be manned by 
an instructor from Gulf’s retail sales 
staff, assisted by the training station 
operator and his attendants. Execu- 
tives of the New York sales division 
will conduct extra classes in their 
specialties. 

Roughly 40% of the training will 
be conducted in the classroom, with 
the balance on the driveway, in the 
lube rooms, and on special work proj- 
ects on commercial accounts, sales 
promotion, and the like. The curricu- 
lum will concentrate on lessee opera- 
tions, though only about 40% of 
Gulf’s New York division retailers 
lease stations from the company. 
Roger Scaife, division training co-ordi- 
nator, explains that Gulf experts les- 
sees to be the leaders in station 
operations and selling who will bring 
independent dealers up to their level. 

The Greenwich station is a lessee 
operation, but the training center in 
Newark (which is to be the principal 
one) and probably the remaining three 
will be salaried operations. Scaife in- 
dicates that this will make training 
control easier. 

E. Waldo Emerson, division general 
manager, says the underlying purpose 
of the program is “to instill in each 
Gulf representative absolute confidence 
in himself and his product, through 
thorough knowledge of the newest 
sales and service developments.” He 
adds that “our dealers need manage- 
ment training and we're going to see 
that they have it.” If the New York 
program works well, Gulf’s other divi- 
sions are expected to take it up. & 
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New GLOBE dry-charged 
puts battery sales in high gear 


SALES STIMULATING... EFFICIENT... ALL-IN-ONE PACKAGING 
promotes displays, simplifies stocking. Everything needed — 
battery, electrolyte and pouring holder — is contained in this 
single, compact package. 


{LOBE 
ie em see 

SAFE AND ECONOMICAL TO SHIP AND HANDLE. Safe sturdy plastic 
bottle has great resistance to shock or impact. Cardboard bottle 
holder assures positive grip. Economical — 15 plastic bottles 
weigh less than one glass bottle, cost less to ship, take less time 
to handle. Disposable bottles eliminate returns. No money tied 
up in returnable or carboy inventory. 


Get Fast, Low-Cost 
Delivery, Too! 





FACTORY FRESH FACT ORY PREGH 


cm | et 


; LONSER LiFe 
LONGER LiF 


FACTORY FRESH 
FACTORY FRESH 


LONGER Life 


— 


NOW YOU CAN CARRY A COMPLETE INVENTORY, meet the needs 
of any vehicle on the road. There’s no standing loss or need for 
annoying trickle charge. Globe dry-charged batteries protect 
your investment because they’re fresh until sold. 


FOR ADDED CONVENIENCE WITH LARGER-SIZED BATTERIES and to 
comply with ICC regulations, certain batteries and electrolyte 
are shipped in separate cartons. Spinning Power electrolyte is 
packaged in plastic bottles offering the same benefits as those 
shown previously. Exact specific gravity and acid purity are 
assured through Globe’s quality controls. 


Thirteen of Globe’s 16 battery plants,* below, are equipped for dry-charged battery and 
Spinning Power electrolyte production. Their strategic locations put approximately 40% 
of the automotive market within a 50¢ per ewt truck load freight zone. For all your battery 
and electrolyte needs, call on Globe to be sure of top-notch sales and performance. 


GLOBE-UNION INC. 


MILWAUKEE 1, WISCONSIN 


Battery plants at: *HOUSTON, TEXAS *MEMPHIS, TENNESSEE *ATLANTA, GEORGIA *DALLAS, TEXAS *MEDFORD, MASSACHUSETTS * MILWAUKEE, 
WISCONSIN * MINERAL RIDGE, OHIO * PHILADELPHIA, PENNSYLVANIA * EMPORIA, KANSAS * REIDSVILLE, N. CAROLINA *SAN JOSE, CALIFORNIA 
* LOUISVILLE, KENTUCKY * HASTINGS-ON-HUDSON, NEW YORK—LOS ANGELES, CALIFORNIA— OREGON CITY, OREGON — AJAX, (ONTARIO) CANADA 


If it’s Petroleum-powered there's ao BAGU:JZ:/0M -700(L2m right from the start! 
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TIRES—BATTERIES—ACCESSORIES 


Battery Men May Seek Government Aid 


They're worried by extravagant long-term guaranties 


but some doubt if they really want FTC conference 


iF EADERS in the battery industry are 

concerned about the growing 
rash of long-term battery guaranties. If 
enough of them can agree on their next 
move, they may change the rules of the 
game. Members of the Assn. of Amer- 
ican Battery Manufacturers meeting 
in Washington last month, heard how 
they can get an assist from the Federal 
Trade Commission by asking for an 
FTC trade practice conference. 

The question now is whether they 
want to go through with it. This sum- 
mer a mail pool will be taken by the 
association. Action, if any, will be de- 
cided at the annual convention in Chi- 
cago in November. 

Sorry State...? 
The current guaranty situation 
. ls a sad Commentary on our mer- 
chandising techniques,” says associa- 
tion president B. B. Steiner, Cumber- 
land Battery & Manufacturing Co. 
However, AABM might never have 
considered a trade practice conference 
at all if it had not been for the per- 
suasive oratory of FTC Commissioner 
Lowell Mason. 

Mason planted the idea in a speech 
he made at the AABM convention last 
fall. Mason is a rugged individualist 
who nevertheless believes that FTC 
should help business before trouble 
Starts, rather than step in with a police- 
man’s stick after bad industry trade 
practices grow roots. He’s a great be- 
liever in the trade practice conference 
and this isn’t the first group he’s sold 
on the idea. 

That’s why AABM invited Paul M. 
Cameron, chief of the FTC Trade 
Conference Division, to speak at the 
mid-year convention in Washington, 
May 1. He explained how trade prac- 
tice rules are proposed, considered and 
adopted. 

Here’s how it works: Any industry 

group may ask FTC to call a confer- 
ence, although it’s generally done 
through a trade association _ like 
AABM. A preliminary powwow is 
called behind closed doors, where in- 
dustry makes suggestions. 
FTC, if asked, helps draw them up 
into formal proposed rules, on which 
public hearings are held. All interested 
parties are invited to testify and sug- 
gest amendments. More hearings fol- 
low. 


“ 


When trade practice rules are agreed 
on, they have a lot of weight. Tech- 
nically they’re not laws, but they're 
used as a guide in interpreting the anti- 
trust laws. For example, a rule might 
interpret Section 2 of the Federal 
Trade Commission Act to mean that 
a battery maker couldn't advertise a 
10-year guaranty. If he did, he’d be 
cited by FTC under the Act itself, ra- 
ther than for violation of the rule. 

While any set of trade practice rules 
will certainly cover all angles of bat- 
tery marketing, there is no question 
about length of guaranties being the 
chief sore point. 


Three-Way Split 

On long guaranties, there are three 
shades of opinion in the industry: 

e Those who took the lead last year 
in offering longer guaranties on thei 
batteries feel they were justified. They 
say they can make batteries now that 
really do last longer. 

e A second group includes some 
who matched the competition in longer 
guaranties, but did so against their 
better judgment. They say the big 
jump in guaranties is wrong for two 
reasons. First, you can’t put out a new 
line of batteries today and predict with 
certainty the average battery life in 


actual service. Any guaranty that isn’t 
based on known average life is a fraud 
on the customer, they say, regardless 
of how much of an adjustment you 
offer. 

This group also believes that to en- 
gage in a guaranty race perpetuates an 
unsound way of merchandising. It’s 
wild guesswork, they say, for a manu- 
facturer to guarantee the service life 
of his product when he can’t control 
or even foresee the conditions under 
which it will operate. Wild guesswork 
they add, should have no place in 
honest selling. 

Better, in their view, to go back to 
a simple 90-day guaranty against de- 
fects. Then each maker’s product will 
find its level on its merits, and not on 
paper-promises of adjustments forth- 
coming years hence. As they put it, a 
slip of paper won't start your car on 
a cold winter morning. 

e A third view (shared by many in 
the first two groups) is that house 
cleaning should start with “irrespon- 
sible” manufacturers and some local 
retailers who advertise flagrant and de- 
liberately extravagant claims and guar- 
antees. This view drew some incidental 
support from Cameron. After suggest- 
ing that independent laboratories make 
tests of average battery life, he said 
“. . . different types of batteries may 
vary in length of life, and some of you 
manufacturers feel you have new for- 
mulas which up the amperage and ca- 


ERNEST DIGWEED of Cities Service Oil Co., Chicago, newly elected chairman of the 
central section, Oil Industry TBA Group, gets suggestions from Robert L. Sommer- 
ville, Electric Storage Battery Co. (center) and Fletcher M. Rider, Lion Oil Co. (right). 
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=f) tires—batteries—accessories 


pacity and give longer life—but you 
can’t guarantee a battery for 10 years.” 


What to Do 

Cameron felt that tests of average 
battery life would provide statistics on 
the various new types of batteries, in- 
cluding dry charge. He said the tests 
ought to be run and the statistics made 
available to FTC before the battery 
makers sit down to any trade practice 
conference. 

There are 156 industries that now 
operate under trade practice rules. 
Among them are the oil heating indus- 
try in New England; automobile tires; 
plumbing and heating equipment; and 
a number of chemical products. 

So far, opinion among battery men 
is about equally divided on whether to 
ask for a trade practice conference. 
Those who favor it think some good 
can be done, if only to tone down some 
of the more fantastic guarantees and 
other extreme claims. 

The opposition comes from those 
who are uneasy about getting involved 
with any Government regulatory 
agency. While the outcome is anyone’s 


Sales Statistics 


guess, some observers believe that next 
fall AABM will start a conference 
rolling. 

The mid-year convention also heard 
a prediction that new current-consum- 
ing accessories are going to sell more 
cars and more batteries. Adding more 
electrical accessories has been going on 
a long time, said Edwin H. Sonnecken, 
of Ford Motor Co. He noted that an 
average car used 186 amps in 1920; 
248 in 1940; 253 in 1950; 325 in 1955; 
probably will use 350 in 1960; and 400 
by 1965. 

Planned for future cars are dual 
headlights; fluorescent lighting; tape 
recorders; two-way radios; television; 
appliances such as air conditioning 
units, bottle-warmers, hot plates. 
“These are not fanciful dreams of fu- 
turistic cars,” Sonnecken said, “but 
improvements already in the planning 
or experimental stage.” 

For battery power to run the new 
accessories, Sonnecken offered this 
suggestion: “Take a tip from us. We 
have dual headlights, dual exhausts, 
dual everything else—why not two bat- 
teries for every car?” * 


to Remember 


Oil Industry TBA Group's central division meeting 
gives marketers some important facts to chew on 


TIRE SALES at service stations are 
overbalanced on the small tire sizes, 
according to Wilson O. Green, sales 
manager of United States Rubber Co. 
Dealers —_appar- = 

ently don’t solicit — | 

owners of me- 
dium and _ large 
cars, yet that seg- 
ment of the car 
market is expand- 
ing faster than 
the small-car 
group. 

Wilson spoke 
before an audi- 
ence of 210 oil 
TBA men and suppliers gathered at 
Kansas City for the central division 
meeting of the Oil Industry TBA 
Group. He said the replacement 
passenger tire market should total 
51,070,000 this year, or about 2% 
larger than last year. Truck tire re- 
placements, however, are expected to 
decline from 9,057,000 last year to 
8,500,000 this year. 


By F. C. Sturtevant 


Tire Sizes Multiplying 
The advent of 14-in. tires will be 
swift after next fall, said Wilson. 
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They'll be original equipment on a 
majority of the 1957 models. Expected 
to have the smaller wheels: Ford, Mer- 
cury, Plymouth, Dodge, DeSoto, Chry- 
sler, Chevrolet, Pontiac, Oldsmobile, 
Nash, Hudson and Packard. 

Missing from the lineup are the 
heaviest cars. Reduced brake drum size 
required by the 14-in. wheels limits 
their use for the present to the small 
and medium cars. 

The switch to 14-in. wheels will 
eventually add complications to the 
TBA inventory problem. Four new 
sizes will appear next fall: 7.50-14; 
8.00-14; 8.50-14; and 9.00-14. As re- 
placement demand builds up over the 
next two years, oil marketers will be 
stocking the most popular of the new 
tires in three price levels, plus a 
choice of black or white sidewalls, and 
perhaps nylon or rayon cords in the 
premium grades. 

As oil men at the meeting observed, 
this make it all the more desirable to 
hasten the switch from conventional to 
tubeless tires. Getting rid of the dupli- 
cation between tubed and tubeless tires 
in the 15-in. sizes will make tire in- 
ventories everywhere a lot simpler. 
One oil company TBA manager noted 


that his complete tire line already in- 
cludes 75 different items. 


Boom on Batteries 


The battery inventory, too, is going 
to be larger. New 12-volt batteries for 
original equipment on 1957 cars prob- 
ably will have larger capacities than 
those previously used, according to 
Robert L. Sommerville, general sales 
manager, Electric Storage Battery Co. 

“For example,” Sommerville said, 
“where previously we had a starting 
load requirement of 300 amperes at 
0° F in the 6-volt systems, we don’t 
find a 150-ampere load in the 12-volt 
jobs. Usually it takes around 200 am- 
peres to crank. 

“Likewise, although other connected 
loads ran, say around 30 amperes in 
the 6-volt systems, do we find 15 am- 
pere loads on the 12-volt cars? No, it’s 
often 25 amperes or even higher! Be- 
fore we had 180-watt loads; now they 
are 300! The net result is some 12-volt 
installations have too little stand-by 
capacity. When there’s a traffic tie-up 
downtown or on a turnpike, particu- 
larly at night, if it last 15 or 20 min- 
utes, many cars can’t get started. This 
summer the recharging business should 
be good.” 

Trouble with 12-volt batteries can 
be considerably reduced, Sommerville 
said, if the battery top is kept clean 
and acid-free. It might be well to ex- 
plain to station operators why surface 
discharge loss to ground occurs as the 
voltage in a system increases. “Elec- 
trical loss over an acid-wetted surface 
is much greater than you might think,” 
Sommerville said. 

Referring to criticism of car manu- 
facturers because of the many new 
battery sizes, Sommerville said there 
is another side to this picture. Engines 
that do better with 12-volts, and styl- 
ing that calls for odd battery shapes, 
all help sell more cars. “After all,” said 
Sommerville, “the car manufacturer 
creates our market.” 

But oil marketers need to make bat- 
tery stocks more readily available to 
their dealers, Sommerville warned. 
“The average dealer cannot afford to 
carry a complete line at all times with- 
out slowing down his turnover to a 
high-cost, non-profitable basis. If he 
can’t replenish his stock from you 
without serious loss of sales, he will 
turn to some other nearby source. The 
number of wholesale points ready to 
serve him are legion.” 


What Costs Customers? 
Oil filter refills sold last year to- 
taled 59.7-million, said James B. Light- 
(Continued on p. 125) 
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ADDITIVES 


Du Pont Antioxidant 
No. 22 


GULF COAST 
$ Saving 


‘%, Saving | $ Saving 


MID-CONTINENT 
% Saving 


WEST COAST 
$ Saving | % Saving 





Du Pont Fuel Oil 
Additive No. 2 





Du Pont Lube Oil 
Additives 








Shown above are nine typical situa- 
tions—three locations, three addi- 
tives. They illustrate how substantial 
sums can be saved when you order 
Du Pont additives in 4,000-gallon 





tank-car lots, The saving is over the 
costs of the same quantities in less 
than carload lots, in drums. The 
total savings shown reflect lower 
product cost and lower freight rates, 


four-figure Aavings are yours 


each time you order a Du Pont additive 


If you have been buying your addi- 
tives in drums—either in carload or 
less than carload quantities—it will 
pay you to investigate the savings in 
delivered cost that are possible by 
ordering in tank-car lots. 


For example... 


The above chart shows how refiners 
in three areas can save from $1,680 
to $2,400 simply by ordering a Du 
Pont additive by the 4,000-gallon 
tank car instead of equal quantities 
in partial car shipments in drums. 
These figures are, of course, based on 


Sales Offices: 


CHICAGO 3—8 So. Michigan Ave. . 
HOUSTON 2—705 Bank of Commerce Bidg. 
LOS ANGELES 17—612 So. Flower St. 

NEW YORK 20—1270 Ave. of the Americas . . 
PHILADELPHIA 2—3 Penn Center Plaza 


by the tank car 


the freight rates for only three loca- 
tions; savings will vary somewhat 
for other receiving points. However, 
the saving will be decidedly worth- 
while anywhere ... for any one or 
more of the products listed. 


How much can you save? 
To answer that question for you, one 
of our nearby representatives will 
be glad to call at your refinery, study 
your freight rates and inventory pat- 


terns. He will then determine the 
most convenient handling method 
for you and figure the exact saving 
you can make. Phone, write,or wire 
us... today. 


ACG. u. 5. Par. OFF 
Better Things for Better Living 
- + « through Chemistry 


Petroleum Chemicals 


RAndolph 6-8630 
CApitol 5-115] 
MAdison 5-1691 
COlumbus 5-2342 
LOcust 8-3531 


PITTSBURGH 19—Room 510, Alcoa Bidg 

SAN FRANCISCO 4—Room 626, 111 Sutter St 
SEATTLE 3—Room 215, 4003 Aurora Ave 
TULSA 1—P. O. Box 730 .. 4 


E. 1. DUPONT DE NEMOURS & COMPANY (INC.) © Petroleum Chemicals Division ® Wilmington 98, Delaware 


ATlantic 1-2933 
EXbrook 2-6230 
... MElrose 6977 
. LUther 5-5578 


IN CANADA: Du Pont Company of Canada Limited—Petroleum Chemicals—85 Eglinton Avenue East—Toronto 12, Ontario—HUdson 1-6461 
OTHER COUNTRIES: Petroleum Chemicals Division—Export Sales—Room 7496 Nemours Bldg.—Wilmington 98, Del.—OLympia 4-5121, Ext. 2962 
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ANYWAY YOU LOOK AT 


Inside or outside... 
housing, smartly displaying your trademarks and 
colors...to the superfast 14 g.p.m. million-proof pumping 
unit—the Starliner 100 offers more! Now at really low cost you 
can attract and equip profitable consumer-commercial accounts 
with a pump having important advantages found only in 

high priced pumps. Compare... inside or out... at any 
price... you'll find anyway you look at it GASBOY Starliners 
are your best buy...and guarantee of customer satisfaction. 


e 





@ 





Accessibility —all mechanical compo- 
nents easily reached without dis- 
turbing others... ''0" ring sealed covers 
used throughout. 


8 


iT .-«- 






features 


Underwriters’ 
Approved. 


2) Low Cost. 


3) Streamlined Beauty ... generous advertising space. 


b 100-Gallon Roller Register... totalizer. 









Speedy 14-G.P.M. B Full Size Nozzle. 
1) belt-driven pumping 


unit for long life. b 10 ft. Hose. 


All bronze meter 
with accuracy adjustment. 













Dp Baked enamel fiinsh. 


8) Rugged rattle- 
proof housing. 









Explosion proof, 4 hp 
capacitor motor with 
thermal overload. 











Check valve... 
no foot valve necessary, 


Large brass strainer. 


Heavy steel mounting 


Sse COCOlUC DWC OC CU 


base. 

Write today for literature 
Heavy construction and prices. 
“H" frame 











When planning equipment for your 
service stations, don’t forget... 


NEXT TO GAS—MORE COLD 


BOTTLE DRINKS ARE SOLD 


than any othe 





...and a cold bottle vender gets 
motorists out of their cars where 
67% of all TBA purchases are made 





In today’s modern service stations a cold bottle vender is 

an “extra” service ranking at the top in customer popularity. 

It’s a year ’round profit maker . . . a “‘stopper’’ that brings in 

added traffic... an amazing assistant in making those TBA 

sales... When choosing venders for your stations be sure 

you consider selectivity for motorists insist on variety in cold 

bottle drinks; also a selective vender gives you as much as 

50% more sales volume than a single flavor vender. In 

choosing a vender consider also its initial cost, maintenance 

cost, dependability, simplicity... Consider the company 

back of the vender and the amount of assistance it may be 

able to render your station operator at the local level . . . Let ' 
us tell you why we believe IDEAL, the world’s oldest and Here $ why IDEAL 
largest manufacturer of selective venders, can provide the 


best answers to these important considerations. SELECTIVE VENDERS 


are best for a 
service station 


i of selective venders 


@ Dependable...tested 
under every conceivable 
condition 


; @ World’s Most Complete Line 


Ideal Model 85-B Ideal Model 55-B , 7 
6 Flavor Vender ° 5 Flavor Vender Selective...for big plus 


sales volume 
@ee0oeev08e28e0e08080860 


Trouble-Free...Simple, 
Low in Maintenance Cost 
Fully Automatic Vender ee Console Design won't 
4 Flavor P ° . 
ident Meedet 4860 ; obstruct station windows 


Ideal Model 300-B 
8 Flavor Vender 





Biggest Sales and Service 

: Organization in industry to 

en assist YOU 
p Wy, 


DISPENSER CO. yas 


: a, > 
Dept. 1506 @ Bloomington, Illinois “7, 
Factories in Bloomington, Illinois; Columbus, Ohio 
In Canada: Ideal Venders Company of Canada, Ltd., Montreal, Quebec 


IDEAL the BIG NAME in cold bottle vending 
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PEERLESS® RUBBER BATTERY SEPARATORS 











when batteries need power to spare! 


In the premium car, the Continental Mark II, and in the 
U.S. Navy’s submarines—U. S. Peerless Microporous Rub- 
ber Battery Separators are used to provide 100% depend- 
able battery reliability. 

For example, the batteries in submarines (which furnish 
power for submerged running) store enough energy to lift 
up to 2000 tons a half mile high. U. S. Peerless Separators 
help keep these batteries always ready, always able. 

Motorists find that even when the temperature is zero, 


Electrical Wire & Cable Department 


batteries equipped with Peerless Separators deliver 10% 
more power and 20% faster cranking speed. They are un- 
affected by overcharging, heat, battery acid or plate pres- 
sures—they do not get mushy and soft. Their original tough- 
ness is maintained throughout battery life. 

Guard against premature battery failure. Make sure of 
power to spare in the batteries you sell your trade. Ask your 
supplier for batteries equipped with U.S. Peerless Separators. 


United States Rubber, Rockefeller Center, New York 20, N.Y. 


United States Rubber 
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burn, Purolator Products, Inc. “This 
figures out to about 1.2 refills per car, 
where we should have sold 2 per car,” 
he said. “We weren’t doing our cus- 
tomer any favor by not selling him that 
extra protection. 

“An engine with a clogged oil filter 
can only result in excessive wear and 
eventual oil consumption, to say noth- 
ing of noisy, sticking valve lifters. This 
could result in a lost oil customer, 
since the clogged filter can create the 
same symptoms as inferior oil.” 

In fact, Lightburn pointed out, 
plugs, thermostats, and ignition sys- 
tem must all be working right to give 
the motorist the results he wants. “He 
expects a quieter engine, long life, and 
relatively little oil consumption, or he 
is apt to change his brand of motor 
oil. 

Both the customer and the service 
station can benefit from a little more 
“sell,” Lightburn said. “The gasoline 
gage will bring in just so much busi- 
ness. To hold that business and build 
it up, means that the customer has 
to be served with the things he needs 
like filters, plugs, tires, batteries and all 
the rest.” 


Morale Matters 


The biggest TBA problem of all is 
top management support, said Bob 
Chamberlain, one of the founders of 
the Oil Industry TBA Group, now 
retired. He was formerly TBA mana- 
ger for Socony Mobil Oil Co.’s Kansas 
City division. “It’s hard to define,” said 
Chamberlain, “but you are not getting 
support if it goes no further than as- 
surance from the vice president or 
general sales manager that he’s back- 
ing you. 

“That support clicks only to the ex- 
tent that the top management group 
remembers to mention TBA in all their 
talks with the field,” said Chamberlain. 
“Only then will the people in the fieid 
believe that top management is inter- 
ested in a healthy ratio of TBA busi- 
ness to petroleum business. Only then 
will they believe that TBA profits are 
important to dealers and distributors. 

“One word from the top manage- 
ment group is worth 100 words from 
the salesman or the TBA department,” 
Chamberlain concluded. 


What's New in TBA 


Twelve-volt lamps 





. now account for about 30% of 
the replacement demand, says E. G. 
Hazeltine of Tung-Sol. He looks for 
a steady increase in 12-volt lamp sales, 


tires—-batteries—accessories —j 


but points out that there will be a 
heavy replacement volume of 6-volt 
lamps for some time to come. Tung- 
Sol has issued new lamp-sales flow 
tables for 1955, together with recom- 
mendations for service station and 
warehouse lamp inventories. 


A clean cooling system 


becomes doubly important on 
cars equipped with torque converters, 
says a reminder issued by Dow Chem- 


A Good, combination 
for Kottoy business... 


PORCELAIN ENAMEL 
PANELS and SIGNS 


ical Co. An extra radiator, called an 
“intercooler,” has been added to con- 
trol the temperature of the automatic 
transmission. The “intercooler” pre- 
vents the torque converter fluid from 
becoming overheated and losing its 
efficiency. 


Du Pont antifreeze prices 


will remain at present levels 
throughout the 1956-57 season. Du 
Pont took the unusual step of making 





by Latouwnld 


Member: 
Porcelain 
Enamel 
Institute 


(Sa ED aie 


PORCELAIN CAMEL 


> 
aaa 
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Whether for new construction or remodeling, it’s hard to 
beat the versatility, beauty, permanence and economy of 
National porcelain enamel building panels. Add the eye 
appeal of matching National porcelain enamel signs and 
letters and you’re bound to attract more customers- 
increase volume and profits. Remember—National por- 
celain enamel can’t fade, requires a minimum of upkeep, 
is weatherproof, retains its good looks for years, and is 
available in your choice of colors. For complete details, 
write us today. We’d like to talk to you about your 
requirements. 


Porcelain Metal Products Division 


Al 


NATIONAL METAL 
PRODUCTS COMPANY 


Executive Offices; Manufacturing 


2 Gatewoy Plants: 


Center, Canonsburg and 


Pittsburgh, Pa. Carnegie, Pa. 





COMPRESSOR PARTS PROMPTLY!) 


SERVICE PARTS DEPOTS 


\ 


x 


DOZENS OF SERVICE DEPOTS 
STOCK MAJOR PARTS FOR 
KELLOGG-AMERICAN COMPRESSORS 


Parts and service ina hurry... 
no matter where you're located, 
that’s what these strategically 
situated depots guarantee you! 
Each Kellogg-American service 
parts depot carries a comprehensive 
assortment of parts and complete 
assemblies, to keep your Kellogg- 
American compressors operating 
at top efficiency! 

Because a compressor is only 
as good as the service organization 
behind it, we’ve selected only the 
best qualified firms to function 
as service parts depots. Check the 
accompanying list . . . get to 
know the men in the Kellogg- 
American depot nearest you . 
they have the training and the 
experience to serve you well! 
Kellogg Division, American 
Brake Shoe Company, 
97 Humboldt St., Rochester 9, N.Y. 


OU CQUIPMENT 10 


Kellogg-American 


AIR COMPRESSORS 











LOCATION 


Alabama (Birmingham). . 
Arizona (Phoenix)... 


California (Los Angeles, 
Oakland and Sacramento) 


Colorado (Denver). 
Georgia (Atlanta) 
IIlinots (Chicago) 


Indiana (indianapolis) 


Kansas (Hutchinson). . 
Louisiana (New Orleans). 
Massachusetts (Boston) 
Michigan (Detroit). . 
Minnesota (Minneapolis) 
Mississipp! Uackson) 
Missouri (St. Louis) 
Montana (Billings) 
Nebraska (Omaha) 
New Jersey ( en) 
New Mexic 

(Albuquerg 
New York 

(Long Isiand City) 
North Carolina 


(Greensboro) 
Ohio (Cleveland and Toledo) 
Oklahoma (Oklahoma City) 
Oregon (Portland). 
Pennsylvania 
(Philadelphia). 
(Philadelphia). 
Tennessee (Knoxville) . 
Texas (Dallas) 
Utah (Sait Lake City) 
Washington (Seattle). 


Wisconsin (Milwaukee)... 


PARTS DEPOT 


Pump Shop. Inc 


.. Shields, Harper & Co 


Shields, Harper & Co 
Eaton Metal Products Co 


.Equipment Sales Co 


The Amco Corp 


Indiana Oil Equipment Co 
Inc 


Eaton Metal Products Corp 


-Alon Equipment Co., Inc 
. Gerard Electric Co 


The Amco Corp 

Products, Inc 

Petroleum Equipment Co 
Downey Equipment Co 
Eaton Metal Products Co 
Eaton Metal Products Corp 
The Amco Corp 


Eaton Metal Products Co 
The Amco Corp 


Collson-Murray Co 
The Amco Corp 

Land Supply Co 
Shields, Harper & Co 


.The Amco Corp 


Emco Service 
The RBM Co 
United Pump Supply, Inc 
Eaton Metal Products Co 


-Shields, Harper & Co. 
.C &H Electric Co 











a public announcement of price policy. 
Price schedule on Du Pont Zerone 
and Zerex antifreeze follows prices 
now in effect for most brands of anti- 
freeze sold through oil industry 
channels: 


ZERONE 
Drums Gal. Cans Qt. Cans 
(per gal.) (per gal.) 
Consumer $1.60 $1.60 Si-72 
Dealer 99 1.07 1.14 
Fleet .99 1.07 1.14 


ZEREX 
Drums Gal. Cans Qt. Cans 
(per gal.) (per gal.) 
Consumer 


Dealer AW 
Fleet $2.09 ; Zr 


Antifreeze price cutters 

. continue to be the target of Fair- 
Trade suits pressed by National Car- 
bon Co. to stop the sale of Prestone 
below established prices. Most recent 
examples are injunctions obtained 
against the National Grocery Co., New 
Jersey, and Bargain Barn, Dayton, 
Ohio. 


Tire inflation 

through a spark plug opening 
can be accomplished with Schrader’s 
new spark plug pump. The threads fit 
three popular spark plug sizes. The 
pump is designed to draw clean outside 
air, rather than gasoline vapor, and 
will inflate to 80 lbs or more in a few 
minutes. For inflating tires on farm 
vehicles where no air supply is handy, 
Schrader is promoting the spark plug 
pump as a resale item. A special dealer 
package includes five pump kits, with 
one unit mounted on a display card. 
Dealer cost is $26.50. At $7.35 per 
pump, retail value of package is 
$36.75. 


Wet battery life 

. . . during storage is longer than it 
used to be, according to Exide. Among 
the improvements that slow the rate 
of self-discharge are new, patented 
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grid alloys and the use of lower-gravity 
electrolyte. Exide has prepared a table 
showing the time required to drop 
from full charge to half charge: 


Typical 
Storage Temp. _ Battery 1956 Exide 
60 deg. F 79 days 143 days 
70 deg. F 58 days 100 days 
80 deg. F 42 days 77 days 
90 deg. F 28 days 53 days 
100 deg. F 18 days 37 days 


The typical battery in the second 
column is made with conventional grid 
alloys and a 1280 instead of 1260 
electrolyte. Exide claims that its new 
batteries, with ordinary maintenance, 
can be carried in stock as long as a 
year. 


Barrel-shaped tires 


. . . for travel over rough, marshy or 
sandy areas have been developed by 
the aviation products division of 
Goodyear Tire & Rubber Co. The low- 
pressure, pneumatic Terra-Tire is 
powered through its axle by any con- 
ventional drive system. Previous ver- 
sions were friction-powered through 
their upper surfaces by a series of 
rollers. The tire carries between three 
and five pounds of air. 


Personnel... 


J. G. Berry has 
been made direc- 
tor of field engi- 
neering and serv- 
ice for the tire 
division of United 
States Rubber Co. 
He was formerly 
automotive engi- 
neering manager, 
and before that 
truck tire sales 
manager, St. 

Louis district manager, and field serv- 
ice engineer at Detroit, Pittsburgh and 
Kansas City branches. 





J. G. Berry 


6 
Claude G. Edwards, TBA merchan- 
diser for General Petroleum Corp., has 
(Continued on p. 129) 
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BRIGHTEST 


NEWS IN SERVICE STATION LIGHTING 


... cuts lighting costs 30% 


Patent No. 167558 


AW Al oth VV 
INGE YW 
WIDE ANGLE COVERAGE 
SAW AT otal (AW) 
INSSWY 
YEARS-AHEAD DESIGN — The new APL means fewer units . . 
SINGLE OR DOUBLE-WING vastly increased visability. Its unique 


WN Teal ny angled feature sets your station distinc- 
5 f) VW 
IN a \V 


tively apart. 
RAPID-START LAMPS (400- 
600 WATTS PER UNIT) 


INS W 
NO-GLARE BRIGHTNESS 
INNS VY 


HINGED-POLE STYLING 


APL SERIES 


by Electric Lighting Sales, Inc. 


Pre-adjusted angle for maximum light- 
ing efficiency means lower maintenance 





and operating costs. 


All aluminum, sealed-in light. Remov- 
able, snap-on plexiglas covers. 





Furnished complete, ready for installa- 
tion. Write for details — today! 


Electric Lighting Sales, Jue. 


P. O. Box 1907 Stockton, California 


24 N. Wabash Ave Chicago 2, Ill 
927 Gaiennies New Orleans 13, La 





The Best | 
Only FAV E R-Tl T [E Quick Couple 
can make all these claims 


Superior quality y 
— precision nll 


Uniform wall thickness 


—no weak spots a. 


Extra heavy reinforcing rim 


4 


Larger diameter cam ears 
for longer service life 


Hi-Strength 
forged 
handles —greater 
—greater safety and 
economy longer 
service 


Uniform heavy wall thickness 
—no weak spots 


Recess retains gasket 
in coupler and assures 
proper placement 


Superior quality 
—precision machined 
—accurate tolerances 


EVER -TITE COUPLING CO, INC., 254 WEST 54th STREET, NEW YORK 19 











The right container for the world’s finest motor oil 


The good motor oil you make today is a marvel of precision 
engineering. It’s scientifically refined to meet the specific re- 
quirements of today’s fine cars 

So it makes good sense to pack it so it reaches the consumer 
exactly the way it left the refinery. 

American Can Company pioneered the familiar round can 
for motor oil... introduced the oil can opener . . . developed 
the thermoplastic side seam. Canco is the best source for the 


best containers .. . the kind your product deserves. 


AME RICAN CAN COMPANY New York, Chicago, San Francisco 
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completed 25 years with the company, 
and gets a diamond lapel emblem 
along with the commendation of the 
board of directors. Edwards was pro- 
moted to his present job in 1952, fol- 
lowing a career in marketing. 


R. J. Lewis F. L. Huttlin 


Robert W. Get- 
ter has been made 
assistant sales 
manager of the 
Exide automotive 
division, Electric 
Storage Battery 
Co. He was for- 
merly staff assis- 
tant, senior sys- 
tems analyst, and 
co-ordinator of 
management _in- 
ventory and development. Richard J. 
Lewis moved to staff assistant from his 
former post as office manager. Frank 
L. Huttlin, formerly a supervisor in 
the industrial division plant, is now 
division engineer. 

e 

Horace R. Finney is now associated 
with Tung-Sol Electric, Inc. He was 
formerly manager of ultra violet lamp 
sales and assistant to the manager of 
automotive miniature lamp sales at 
Westinghouse. 


R. W. Getter 


Charles B. 

Ryan now fills 

the newly created 

position of gen- 

eral advertising 

and merchandis- 

ing manager for 

Firestone Tire & 

Rubber Co. He 

has been adver- 

tising manager 

since 1942 and in 

C. B. Ryan charge of sales 
promotion since 1947, Ryan started 
with Firestone as Los Angeles district 
advertising manager. In 1938, he was 
in charge of sales to oil companies, 
and a year later was transferred to 
Akron as manager of passenger tire 
sales. a 


June, 1956 * NATIONAL PETROLEUM NEWS 








Keep payloads moving 
faster... at less cost! 


© speed liquid handling with the 


'iNGEeRSEOWOL EA - RAN DO 


MOTORRPUMP 


Pumping costs go down—oil keeps on the move— 
payloads reach your customers with dependable 
regularity—when you put Ingersoll-Rand Motor- 
pumps to work. 


They're rugged and extra powerful for their compact 
size and stay on the job far longer without mainte- 
nance attention! Installation is easier because no 
special foundation or alignment is needed—they 
mount and operate in almost any position with 
equal efficiency. 


Sizes from 4 to 75 hp. . . 5 to 2800 gpm capacities. 
Straight centrifugal motorpumps as well as self- 
priming types handle practically all oil moving 
needs, faster and more profitably. Get the latest 
Motorpump catalog describing the full line or see 
your nearest Ingersoll-Rand Oil Equipment Jobber. 

9-241A 


Ingersoll-Rand 


1] Broadway, New York 4, N.Y 











weeps WATER ONLY 3 TIME 
* IN NORMAL CAR use 


| 
| | 
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NOW AVAILABLE WET OR DRY CHARGED 














SELL PREST-O-LITE HI-LEVEL QUALITY... 
PROVED BY TWO-MILLION-MILE TEST 


A 2-million-mile battery test, one of the most extensive ever given car batteries, proved 
conclusively that Prest-O-Lite Hi-Level is second to none in its field. In this test, 100 stock 
batteries of this type were driven two million miles under all kinds of driving conditions, 
in traffic and on the highway. Inspection was made by authorized test personnel only. The 
result: not one battery failed! 


Further results also proved the fact that these Hi-Level Prest-O-Lite Batteries needed 
water no more than 3 times a year. No doubt about it—you can sell with the assurance 
that you’re giving top quality when you sell premium Prest-O-Lite Hi-Level. 


.. » GET PREST-O-LITE HI-LEVEL PROFIT 





PROVED BY THOUSANDS OF BATTERY DEALERS 


Battery dealers everywhere know what it takes to sell batteries at a profit—good public 
acceptance and top quality. Prest-O-Lite Hi-Level has both! Add to that Prest-O-Lite’s 
fair Guarantee Policy that protects you and yet gives your customers a fair deal. Here’s the 
reason you stand to make 48% more profit with Prest-O-Lite Hi-Level on a typical sale. 


Sale of an ordinary battery... 
Selling price 


vn “= Drestolite 
Sale of —— | Aj. he ove / 


Dealer profit 


THAT’S 487% MORE PROFIT! 


Get set for those demand sales by stocking dependable Prest-O-Lite 
Hi-Level Dry-Charged Batteries. Fresh when you buy them... 
fresh when you sell them. See your Prest-O-Lite Battery wholesaler. 





NEEDS WATER ONLY 3 TIMES A YEAR* 


Prest-O-Lite Battery Company, Inc. 
Toledo 1, Ohio 
*IN NORMAL CAR USE 





(-) TRANSPORTATION 


Stainless Steel for Oil Trucks? 


Carriers urge a rule change 
to allow its use, but oil men 
don't think it’s needed now 


S TAINLESS STEEL may be on the way 
in as a material for oil tank trucks 
and trailers. 

National Tank Truck Carriers, 
Inc., spokesman for for-hire carriers, 
has asked the Interstate Commerce 
Commission to change its safety regu- 
lations to permit the use of stainless 
steel of the same gage as the high-ten- 
sile steel now used in hauling flam- 
mable liquids. ICC rules now require 
a yield-strength of 50,000 Ibs. per sq 
in, while the yield-strength of stainless 
is about 35,000. 

The proposed change would lower 
the requirement to 30,000 psi, and 
change the specifications from “high- 
tensile steel” to “ferrous alloy steel” 
(stainless is an alloy whose principal 
components are steel and chromium). 
NTTC is backed in the request by the 
American Petroleum Institute, the 
Manufacturing Chemists Assn., and 
the National Truck-Tank & Trailer- 
Tank Institute. 

The truckers point out that in prac- 
tice pressures seldom exceed 5,000 psi; 
they expect favorable ICC action in 
about three months. It will still be a 
long time before stainless steel plays a 
large part in petroleum hauling—if 
then. Here are the reasons: 

e A stainless tank truck of com- 
parable size would cost almost twice 
as much as one of the carbon-steel 
tank trucks now in use, without giving 
a payload advantage like aluminum’s 
which might justify the higher expense. 

e The principal virtues of stainless 


steel (resistance to corrosion, quick 
cleaning and non-contamination of 
product) are more important for 
chemical and foodstuff hauling than 
for most petroleum products. 

e The main benefit to the oil in- 
dustry will be indirect. Under the 
change, for-hire carriers will be able 
to use the same stainless-steel transport 
to carry chemicals on one trip and 
gasoline or fuel oil on the return, 
where they must now use two different 
vehicles. This operating economy pre- 
sumably will be reflected in public 
haulers’ dealings with oil companies. 
Many carriers anticipate such a favor- 
able development, but some, like H. R. 
Ritter Trucking Co., Paramus, N. J., 
think that stainless tanks will be un- 
economical for petroleum products 
even with the ICC change. 


Road Test Flops 

One Midwest hauler has experi- 
mented with stainless steel tanks for 
petroleum hauling under a special per- 
mit. These tanks were built of a lighter 
gage than normal in an attempt to 
compete with aluminum, and had to 
be returned to the manufacturer after 
six months because road work pro- 
duced stresses and bending that caused 
leaks. 

This carrier likes stainless steel tanks 
because they clean easily, but feels 
that one strong enough to stand road 
stresses would weigh too much to be 
economical. Officials say tank makers 
will have to lick this problem before 
stainless steel tanks become practical. 

Next experiment on the schedule 
will be conducted by a major oil com- 
pany, which will order a stainless steel 
transport for its New York marketing 
area if ICC permission comes through. 


This major will give no details; a 
spokesman says, “We're not touting 
stainless steel. We don’t know yet 
whether it will work out and we don’t 
want to influence anyone else’s think- 
ing until we know what we’re talking 
about.” 

But Door Is Open 

He does say, however, that his com- 
pany is turning away from aluminum 
and thinks there might be two ad- 
vantages from stainless in addition to 
those mentioned above: longer life, 
and no need to paint the tank, saving 
on maintenance costs and payload. 

Other majors, among them Sinclair 
Refining Co., Esso Standard Oil Co., 
and Socony Mobil Oil Co., are watch- 
ing all tests of stainless steel tanks but 
doubt that they will have any use for 
them in their own fleets in the foresee- 
able future. 

Aluminum interests oil marketers 
much more because of the greater pay- 
load, but aluminum has a lower fire- 
resistance than either stainless or high- 
tensile steel and is frowned on by fire 
underwriters. Some city governments 
on the West Coast have forbidden the 
use of aluminum tanks. Stainless has 
the highest melting point of metals now 
considered for tank construction. 

The place where stainless may 
prove most valuable for oil companies 
is in hauling avgas and jet fuels. The 
Department of Defense has rigid re- 
quirements for cleanliness to avoid 
contamination of these products and 
stainless may be better for carrying 
them than either aluminum or high- 
tensile steel. At present, carriers never 
switch tanks carrying these fuels to 
other cargoes, so the tanks never are 
lubricated by heavier oils and the av- 
gas and jet fuels corrode them heavily. 
Stainless steel, being easier to clean 
and less corrosible, may solve the prob- 
lem. co 
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GORMAN-RUPP 
“O”" SERIES VERTICAL PUMP 
Two-inch Models 02-V3/4 and 02A-V1 


DON’T BREAK THE PIPING! 


ing the piping. And it’s another in the famous 
Gorman-Rupp ‘“O” series centrifugal pumps that 
prime. That means high efficiency, dependable oper- 
ation and exclusive safety features. No check valve. 
Straight-through piping. This pump is covered by 
the Gorman-Rupp plain-language guarantee. 


Cartridge Design Permits Ropid Field Service Without 
Disconnecting Pipe and Excess Spillage. 

Versatile is the word for this Gorman-Rupp model! 
Its vertical design asks only a single sq. ft. floor 
area. Its cartridge construction allows pump and 
motor to be removed and exchanged without break- 


rma, ~The Gorman-Rupp Company 


305 BOWMAN STREET ° 


BOTH PUMPS pull blending oil from delivery transport to 
storage tank. By changing valves, they then transfer it to 


weighing tank. 
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100 G. P. M. are delivered by these pumps through 2” meters, 
loading truck tanks, pumping from transports and filling 
bulk storage tanks. 








General Motors’ XP-100, free-piston candidate for car of tomorrow, points up the question . . . 


Who'll Win the Power Plant Race? 


@ Free piston engines, burning almost any fuel, 
look like a strong new contender in the scramble 


@ Gas turbines are moving up fast. Conventional 
reciprocating engines can't be discounted, either 


@ Here’show the race for more automotive power 
is shaping up, and what it means to oil marketers 


by HOLGER RIDDER 
NPN Automotive Editor 

NTRODUCTION last month of General 
Motors’ free piston engine coupled 
with a gas turbine raises some new 
questions in the field of future auto- 
motive power plants and their fuel, 

lubricant and TBA requirements. 

At first glance, the free piston ap- 
proach appears to lick some of the 
dificult problems faced by the pure 
automotive gas turbine. Most signi- 
ficant of free piston advantages is the 
low operating temperature (about 
900° F), which enables use of non- 
critical metals in the turbine. This has 
led to some speculation that the free 
piston engine might set the pure gas 
turbine back several years. 

However, a series of interviews with 
leading automotive research engineers 
in Detroit indicates that the gas turbine 
research and development programs 
are moving ahead at a fast pace. The 
top research engineer of one auto 
company, for example, told NPN that 
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metallurgical research has advanced to 
the point where it now looks as if an 
automotive turbine wheel can be mass- 
produced for less than $25, as com- 
pared to more than $1,000 a year or 
SO ago. 

Couple this advancement with some 
of the disadvantages presented by the 
free piston engine, and it doesn’t look 
as though the free piston engine will 
push the gas turbine out of the picture. 
At this point, the most that can be 
said for GM’s new power plant is that 
it represents another phase of very 
extensive industry-wide research into 
the power plant of tomorrow. 

Here’s the way automotive engineers 
evaluate free piston engines, gas tur- 
bines and today’s conventional reci- 
procating engine. 


Free Piston Engine 

Basically, a free piston engine works 
something like a pump or bellows. As a 
source of power it is not new. Free 


piston engines have been in use at least 
30 years—principally in Europe, to 
power railroad trains, small fishing 
vessels, stationary power plants, port- 
able air compressors. 

In GM’s power plant, the free piston 
engine generates hot gases, which are 
blown through a pipe to whirl the tur- 
bine. It is a “Siamese” unit with two 
parallel cylinders, each containing a 
set of two horizontally opposed _pis- 
tons. 

How It Works—The engine is 
started by compressed air that moves 
both pistons toward the center of the 
cylinder. As they move toward the 
center, they compress a fuel-air mix- 
ture until it ignites—as in a diesel en- 
gine. This ignition forces the pistons 
apart. 

As the pistons move outward, they 
compress air against the outer ends of 
the cylinder. This compression, when 
it reaches optimum, bounces the two 
pistons back toward each other for 
another fuel ignition cycle. 

On the outward stroke compressed 
air and exhaust gases are released 
through ports to a pipe leading to a 
turbine located between the rear 
wheels of the car. 

The term “free piston” is somewhat 
of a misnomer. Actually, the two pis- 
tons have to be kept “in phase” by a 
connective device. 

The back-and-forth movement of 
the two pistons supplies a continuous 
flow of compressed air and gases to the 
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turbine. In a sense it performs the 
same function of the compressor and 
combustor in a gas turbine. 

Advantages—Because the engine ex- 
haust to the turbine is comparatively 
low, turbine blades do not have to be 
made of critical and expensive ma- 
terials. The entire power plant, in fact, 
is low on critical-metal requirements. 
This advantage has caused some people 
to conclude that the first automotive 
turbine power will utilize the free pis- 
ton engine, and that gas turbine de- 
velopment will be retarded. 

The free piston engine will burn 
almost anything as fuel. GM’s experi- 
mental car has burned everything from 
gasoline down to bunker oil and resi- 
duals, and even whale oil, peanut oil 
and vegetable oils. The engine doesn’t 
need octanes. Preliminary tests indicate 
that the free piston engine combined 
with a turbine has greater fuel econ- 
omy than present gas turbines. 

The engine has no crankshaft, con- 
necting rods or rotating parts. The 
conventional crankcase is eliminated. 
An oil sump supplies lubrication under 
pressure. Odds are that the same oil 
system will take care of the engine, 
turbine and transmission. 

From a styling standpoint, engineers 
hail the elimination of a driveshaft be- 
tween the engine and the rear end. The 
conventional hump in the floor of cars 
can be removed. One stylist says, “We 
can lower her down to the ground 
now.” The pipe used to convey the hot 
gases to the turbine can be of a 
shallow but wide design fitting well 
into the frame of the car. 

Like the pure gas turbine, the free 
piston engine operates with virtually no 
vibration. 

Disadvantages—General Motors has 
refused to elaborate on its original 
skimpy description of the free piston 
engine. But engineers at other automo- 
bile companies have been conducting 
their own research on free piston en- 
gines. While they are free to admit all 
the advantages ascribed to the free 
piston engine of GM, they say there 
are many disadvantages that must be 
considered. 

For example, the engine needs a 
cooling system, which calls for a radia- 
tor, water pump and fan. The engine 
also needs an oil pump and electric 
generator. The absence of a crankshaft 
or other rotating parts raises the ques- 
tion of powering these accessories. At 
the moment there seem to be three 
ways of doing this. 

1. An electrical motor can be used 
to power the fan and water pump, and 
possibly the oil pump, too. This re- 
quires a motor of 15 hp or more. En- 
gineers say operating such a motor off 


a 12-volt electrical system presents a 
real problem. 

2. One engineer said a “monkey- 
like” tie-up can be made with the free 
piston engine that could operate these 
accessories, but it would be compli- 
cated and hard to maintain. He doesn’t 
think it would be practical. 

3. These units might be tied in 
with the turbine at the rear of the 
car, but this would involve some kind 
of driveshaft leading up to the front, 
and would cancel out much of the ad- 
vantage gained by eliminating the 
driveshaft between the engine and 
transmission on present cars. 

While the free piston engine itself 
is compact, one engineer said much 
of the space saved over conventional 
engines will be lost when all the ac- 
cessories needed are added. For exam- 
ple, the engine is started with com- 
pressed air. This means an air reser- 
voir is needed. The air supply must 
come from either an air compressor 
or from some arrangement that si- 
phons off certain portions of air from 
the free piston engine. Engineers point 
out that such air reservoirs are not 
small, 

The free piston engine operates sim- 
ilarly to a diesel, and one auto engi- 
neer says it inherits the diesel’s sen- 
sitivity to dirt. He says this means the 
air cleaner must be large—larger than 
those used on today’s four-barrel car- 
buretor engines. 

Another disadvantage cited is the 
pipe conducting hot exhaust gases back 
to the turbine. One engineer believes 
this probably will be made of rather 
expensive stainless steel. Even so he 
says, it is subject to the same corrosive 
conditions as today’s exhaust pipes 
and mufflers. However, because ‘a 
higher quality metal is used, the pipe 
may last four times as long before 
having to be replaced. The pipe itself 
has to be heavily covered with about 
22 inches of insulation. Replacement 
of the pipe probably would cost any- 
where from $100 to $150, he says. 

On the basis of his own company’s 
research on free piston engines, one 
engineer said the “connecting device” 
used to keep the two pistons in phase 
is a pretty complex mechanism. This 
set-up, along with normal diesel main- 
tenance characteristics, calls for very 
skilled mechanics in the field. That 
angle cannot be dismissed, he says. 


Gas Turbines 


While the free piston engine appears 


to overcome the need for critical 
metals, the top research engineers of 
two auto companies think tremendous 
strides have been made in licking the 
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critical metals problem in pure gas 
turbines. 

One of them says it looks now as 
if his company could mass-produce 
a turbine wheel for less than $25. The 
other reveals his company is working 
on an aluminum-iron alloy that holds 
much promise for use in cheap, high- 
heat-resistant turbine components. In- 
tensive research is also going on in the 
ceramics field in the search for inex- 
pensive and durable turbine materials. 

Down the Line: Chrysler Corp. has 
experimented with free piston engines 
and probably will continue doing so. 
But right now the company sees little 
reason to change course from its 
present pure gas turbine program. 
There are strong indications that 
Chrysler has progressed faster than 
some of its gas turbine competitors. 

Ford also is considering and study- 
ing all possibilities of the free piston 
engine. Contrary to earlier reports, 
Ford says it does not have a free 
piston engine operating in one of its 
cars. Meanwhile, the company con- 
tinues its gas turbine research program. 

At General Motors there is evidence 
they are more willing to discuss gas 
turbines than previously, and with 
decidedly more optimism than a year 
ago. 

For example, when GM announced 
its free piston engine, President Har- 
low H. Curtice said in Boston that 
commercial production of both the 
gas turbine and free piston engine 
for automotive use is 5 to 10 years 
away. However, he declined to predict 
which experimental type of power 
plant would be most acceptable, say- 
ing, “Both may turn out to be equally 
desirable.” 

Meanwhile, Chrysler's George J. 
Huebner, Jr., has indicated mass-pro- 
duction of gas turbines in eight years 
is possible (NPN—May ’56, p135). 

One thing that has speeded up 
automotive gas turbine research is the 
use of electronic computers. General 
Motors explained how their computers 
at the GM Technical Center has aided 
its turbine research and development. 

In 1954 GM research developed 
two turbine engines—one for a bus 
and the other for Firebird I. About 
three years were spent designing and 
building these prototypes. They were 
tested and endless data were collected 
and fed to the computer for evalua- 
tion. This embraced a period of about 
nine months. 

Next assignment for the gas turbine 
department was to build a third tur- 
bine for Firebird II, for introduction in 
the 1956 Motorama. Before specifica- 
tions of this new engine ever reached 
the shop, more than 60 different engine 
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designs were “built” mathematically 
on the computer. Although months of 
work went into preparation or pro- 
gramming the design problems, each 
problem was run off by the computer 
in a matter of minutes. From the re- 
sults, engineers could select the best 
design combinations for the Firebird II 
engine. 

Months before this engine appeared, 
GM engineers knew how it would 
perform. Without the computer’s help, 
GM says, engineers would have built 
several experimental engines and as- 
signed fresh squads of engineers to 
countless weeks of dreary calculations. 


Reciprocating Engines 


Simultaneously with turbine and 
free piston research and development, 
engineers are also striving to improve 
today’s engine. 

Alfred L. Boegehold, manager of 
General Motors research staff facili- 
ties, says that by 1980—if not sooner 
—motorists can expect gasoline en- 
gines of 13 to 1 compression ratios, 
depending on the octane rating of 
gasolines at service stations. 

The answer to his qualification al- 
ready is beginning to appear. Oil com- 
panies are still upping the octane 
rating of their fuel. Esso’s introduction 
of a third grade of gasoline above its 
premium fuel will give auto engineers 
a chance to up engine fuel require- 
ments and thereby turn out a more 
powerful and efficient engine. Speed- 
way Petroleum Corp. in Detroit is 
upping its octane rating to 98, and 
Leonard Refineries is close behind and 
may go ahead soon. 

Today’s cars are being improved at 
a rapid pace; each step ahead means 
it will be a little harder for turbines 
and/or free pistons to take over. Pis- 
ton engine engineers are just as sold 
on the continued future of their child 
as other engineers are about their 
turbines and free piston engines. 

Whatever power unit will emerge 
from all this research, there will be 
a big market. GM’s Boegehold says 
that by 1980 there will be about 88- 
million motor vehicles on the road. 
He predicts the total fuel consumed 
in that year will be almost double, due 
to increased number of cars and in- 
creased mileage per car. In the mean- 
time, he said, “We must still further 
increase engine efficiency in order to 
use still less fuel.” He adds, ‘““We must 
include the gas turbine as a distinct 
contender for a place in the race for 
the power plant of the future car.” 

One oil company official told NPN: 
“I think the horsepower race is just 
about over . . . the terrific horsepower 
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increases of the past few years are 
about at an end. 

“To make any further big jumps in 
horsepower would require some very 
extensive and very major engine 
changes, and | don’t think the auto- 
motive industry is going to do this, 
now that just about every make of 
passenger car has far more power 
than 99% of the motoring public 
ever has any occasion to use. 

“I predict more efficient engines. 
Many future design changes might be 
for some other primary purpose than 


Happy News: 





better fuel economy, but improved 
fuel economy will be a bonus. One of 
the best examples of this is fuel in- 
jection. 

“I expect to see fuel injectors re- 
place carburetors to a very marked 
extent in the coming years. The pri- 
mary reason is that the stylists want 
lower engine hoods and lower cars 
. . . Although fuel injection may be 
adopted primarily because of styling 
demands, it’s also going to mean some 
noteworthy improvement in fuel econ- 
omy,” he said. 


World Vehicle Total Rises 7.8% 


O" MARKETERS around the world 
can be happy over the news 
that the number of passenger cars, 
trucks and buses in operation on this 
planet was 7.8% higher on January 
1, 1956 than it was on January 1, 
1955. Vehicle total for this year is 
close to 95-million, according to The 
American Automobile, a McGraw- 
Hill publication. 

The United States has almost 62- 
million of these vehicles, including 
51,631,216 cars, 10,104,742 trucks 
and 148,744 buses. Not counted in 
the U. S. total (because world fig- 
ures in these categories are incom- 
plete) are an additional 450,000 
motorcycles and 4,344,106 farm 
tractors. 

Census figures include only “count- 
ahle” vehicles. Also on the roads 
are military vehicles whose num- 


bers are secret and various other 
military and civilian units. The 
American Automobile figures that 
counting everything down to small 
internal-combusion engines in boats, 
lawn mowers, electric power genera- 
tors and the like, there are over 112- 
million power units around the 
world. That’s well over double what 
there were in 1939, 

Another interesting set of statis- 
tics from the census shows that the 
free world produced 12,748,888 new 
cars, trucks and buses during 1955 
—9,190,875 of them in the U. S. 

From the oil man’s point of view, 
the best thing about it is that all 
vehicles, old and new—even the 2,- 
875,000 in the Soviet Union—oper- 
ate on petroleum fuel. That’s quite 
a market. 

Here’s the rundown: 


World Motor Vehicles In Operation 
(Cars, trucks and buses only) 


Africa 

Americas (excl. U.S. and Canada) 
Canada 

United States 

Asia** 

Europe** 

Oceania . 

World Total (excl. U.S. and Canada) 


World Total 
Of which: 
Passenger Cars 
Trucks 
Buses 


1956 1955* % Increase 
1,916,732 1,699,564 12.8 
2,886,722 2,828,911 2.0 
3,831,000 3,564,514 te 

61,884,702 58,050,311 6.6 
2,264,930 2,008,044 12.8 
19,495,311 17,383,849 P24 
2,701,453 2,566,460 5.3 
29,265,148 26,486,828 10.5 
94,980,850 88,101,472 7.8 
72,508,749 


21,694,907 
704,758 


67,006,686 8.2 
20,416,488 6.3 
650,622 8.3 


(Since only a single total is supplied from some countries, and elsewhere some un- 
classified vehicles are included in totals, such totals do not always equal sum of cars, 


trucks and buses.) 


*Revised. 
**Tron Curtain countries included. 
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What is Jersey Standard’? 


PEOPLE. The more than 300,000 peo- 
ple who own it—merchants... teachers 
. house- 


. farmers... bus drivers. . 


wives . . . people who've invested their 
savings in our growth. They have just 
received the Annual Report on the 73rd 
year of our company’s business. 

What makes Jersey Standard run? 
People. People in offices and in the labs, 
in the oil fields and refineries of our 
affiliated companies. People like all of 
us .. . who work, play, raise families. 


STANDARD OIL COMPANY (NEW JERSEY) 


What keeps Jersey Standard and its 
affiliates in business? All kinds of 
people — stockholders, employees and 
customers. 

Because of all these people, we had a 
good year in °55. A year of searching 
for and finding more oil to provide 
light and heat, to run cars and trucks, 
trains and planes, buses and tractors, 
to make petrochemicals. A year of even 
greater research leading to more and 
better products. A year—as our Annual 
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Report shows — of better sales and 
earnings, of record payments in wages 
and benefits to employees, of record 
income generated for governments in 
the form of taxes — a year, in short, 
of bigger contributions to the prosperity 
of the people of the countries where we 
do business. 

If you would like a copy of our 1955 
Annual Report to Stockholders, please 
write to us at: Room 1626, 30 Rocke- 
feller Plaza, New York 20, N. Y. 


AND AFFILIATED COMPANIES 
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BRILLIANT 
ILLUMINATION ‘nossa. 


NEW “ANGLE-LUME” RAPID START LAMP, Model NALR | 


Whiteway Manufacturing Company, pioneers in the 
manufacture of fluorescent outdoor lighting equipment 
for progressive petroleum product marketers, proudly 
presents its NEW NALR Series of RAPID START lamps 
in 4, 6 and 8-foot increments.. These lamps are priced 
right and made right for years of brilliant, rugged care- 
free service, giving you increased light output as the 
temperature drops to 0°F. Ideal for all climates! 
Read specifications at right, then write for name of near- 
est supplier. Catalog of complete new 1956 lights, light- 
ing systems, supplies and accessories, FREE upon request. 


New AREA 


ILLUMINATORS 
1000 or 800 Milliamperes! 


Catch their eyes BEFORE they drive by .. . 
with the NEW Whiteway Model AIR (1000 
ma.) and NAIR (800 ma.) 


* 4 or 6 Rapid Start Lamps! 

* High-intensity Lighting With Minimum Glare! 
* Low Operating Cost! 

¢ Sturdy Aluminum Construction! 


* Light Angle Fully Adjustable! 


FITS YOUR PRESENT 
POST HOLE CENTERS! 


* Patented 15° angle (Pat. No. 
168,924) throws MORE light over 
a WIDER area! 


Recommended for use where 
brilliant illumination is desired 
regardless of nighttime tempera- 
tures. 








Made with genuine new G.E. 
Rapid Start components! 


4, 6 and 8-foot styles supplied 
with 800 ma. Rapid Start re- 
cessed double contact sockets, 
or in ANY LENGTH USING COM- 
BINATIONS OF THESE THREE 
LENGTHS! 





6-foot style also supplied with 
1000 ma. recessed double con- 
tact sockets, or in ANY LENGTH 
IN MULTIPLES OF 6-FEET! 


This new fixture also incorpo- 
rates Whiteway features such 
as: FULLY ADJUSTABLE post 
mounting brackets, SUPER- 
STRENGTH “I BEAM construc- 
tion and full 28” WIDTH! 





All island fixtures also available 
in lower-priced SLIM-LINE com- 
ponents. 





DISTRIBUTORS IN ALL PRINCI- 
PAL CITIES. 





DEDICATED TO QUALITY AND SERVICE 


MANUFACTURING COMPANY 


Whether Ege are planning the building or modern- 
ization o 


4 
) —_ om 


ARle Mleele 


—__ 4 
thon then 





14 6 4 
p= ps 























WRITE FOR FREE CATALOG 


one or a thousand service stations, you 


need our new value-packed 1956 catalog of out- 
standing outdoor lighting equipment, systems, and 
accessories. Send (without obligataion) for your 
FREE copy, TODAY! 


1736 Dreman Ave., Cincinnati 23, Ohio 


PIONEERS IN FLUORESCENT OUTDOOR LIGHTING EQUIPMENT FOR PROGRESSIVE SERVICE STATIONS 








NATIONAL PETROLEUM NEWS °* June, 1956 









Jour Showcase 





ce NeW MARK E’ 


STEEL SERVICE STATION 


(MODEL SKF) 
MASTER-CRAFTED BY 


(OLUMBIAN 


SINCE 1893 





Columbian’s new MARK E is the 
service station that combines at- 
tractiveness with the utmost in 
functional design. Every eye-catch- 
ing, traffic building feature has a 
definite purpose in adding to the 
station’s efficiency and profit po- 
tential. It is low in initial cost, 
quick to erect, easy to keep clean 
and completely salvagable for mov- 
ing. You can have single or double 
restrooms, add one or more lubri- 
toriums or expand it as your busi- 
ness requires. 


The large windows on the front 
and side give the MARK E 90% 
greater visibility over the driveway. 
It is a showcase for your TBA. 
Sloping inward, the front windows 
are non-reflective, for effective dis- 
play of the entire interior. With a 
36” wide marquee over the entire 
front, your outside displays — oil 
racks, beverage coolers and tires 
are clean and protected from the 


weather. The 30” marquee at the 
sides provide a covered walk to the 
restrooms for the comfort of your 
customers and for cleaner floors. 


Mastercrafted of Steel by Colum- 
bian, the building is fire-safe and 
won’t warp, shrink, crumble or rot. 
It’s absolutely weather-tight, with 
the window and door frames fac- 
tory installed in the proper panels. 
The sidewalls are made of prefab- 
ricated 16 gauge steel panels, pre- 
punched for quick bolted assembly. 
Furring strips are provided for at- 
taching your interior finish. 


Columbian MARK E stations are 
offered in many standard sizes, any 
length of front but with a depth 
limitation of 36’. Columbian engi- 
neers will be glad to help you de- 
sign the building best suited to your 
lot size, location and _ individual 
needs. Full specifications on the 
MARK E will be sent on request. 


Sfation / 





Wote to: 
COLUMBIAN STEEL 









New 16’ x 24’ MARK E Colum- 
bian Service Station. Note how the 
36” marquee protects the outside 
display, the 30” side marquee pro- 
vides a covered walk-way to the 
restrooms. The inward-sloping non- 
reflective windows give a clear view 
of your indoors accessory displays. 


























Columbian Delivery 
Truck Tanks 
Designed for efficiency. Immediate 
delivery on these SM-56 truck tanks 
in standard sizes. Volume produc- 
tion enables Columbian to pass 


along big savings. 





Bulk Plant, Garage Buildings 
All-metal, sectional construction. Low 
erection cost, low maintenance mean 
savings on these fire-safe, rot-proof, 
weather-tight buildings. Columbian 
Steel Building Catalog “The Magic 
of Steel’ lists sizes, types, photos, 
specifications. Write today. 













TANK CO. 


Box 4048-N Kansas City, Mo. 





at the curb new Purolator dual fuel filter, PAG-25D, 
has a high flow rate of 25 GPM for diesel fuel combined with 
virtually no pressure drop. A final assurance to every customer 


that your product is clean. 


Or 
at the terminal large bulk filtration equipment 


like this pedestal-type filter (PAG-300L to 1200L) can be used 
at high flow rates of from 300 to 1200 GPM. Reduces meter 


weor. 


filters remove rust 


Despite rigid checks which prove the purity of fuel as it 


leaves the refinery, subsequent corrosion in storage tanks and 

pipes frequently contaminates it with particles of 

iron oxide. To remove rust particles, Purolator’s engineers 

have developed the world’s finest line of bulk filtration 

equipment. A recent addition to this line is Purolator’s new 

curb pump filter. It has a filtration area of over 1800 square 

inches, achieved by 2 resin impregnated micronic 

fuel filters operating in parallel. Its development helps 

make certain that wherever you filter diesel fuel or gasoline 
.at the curb or at the terminal... you can get precisely 


the right filter from Purolator. 


For full details, write 
Purolator Products, Inc., 
970 New Brunswick Ave., 


I) @ JEN co): — 


“FIRST IN THE ( FIELD OF FILTERING” 


PUROLATOR PRODUCTS, INC., Rahway, N. J., and Toronto, Ontario, Canada 
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~ Get Ready 
for Your 
BIGGEST DATE 


It’s coming soon! Your biggest and possibly 
most important date in 1956—Oil Progress Week! 
It’s your chance to make friends for yourself—your 
business —and your industry. 

Kach year one week is set aside to bring the oil 
industry’s story directly to the American public. 
And today more than ever the American people 
need to know more about your industry —and this 
is your chance to tell them. Remember, those who 
know you best like you best. 

Here’s what you can do 

Contact the Oil Industry Information Committee i 
Chairman in your area. He will help you work out Oil Industry Information Committee 
an effective program. Participating in Oil Progress 50 West 50th Street 
Week activities will be good for you and good for New York 20, N. Y. 


Gentlemen : 





your business. 

: I would like to help tell the story of oil—my story—to the 
But now is the time to plan before you goon people of my community. Please send me your free booklet 

; ; sii, diel Wieisdenean Wich: anak hie oe ; 

vacation. October 14th is nearer than you think explaining Oil Progress Week activities and listing materials 

; ‘ that will be available to me. 

and. as you know, it takes time to contact people 

and organize activities. So clip out the coupon at NAME 


the right and mail it today ! 
ADDRESS 


Cir 








You Know Your Job— Know Your Industry 
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FUEL OIL + 


TIS NY AVE Nw & 
7 


One of Griffith-Consumers’ five new Mack D42P’s, with 2,500 gallon fuel oil tank. Location of company 
garage inhigh-priced real estate area makes space-saving feature of Verti-Lift cabs particularly attractive. 


GRIFFITH-CONSUMERS CO. ADDS 


NEW 


D MODEL MACKS TO ITS BIG FLEET 


By staying ahead in service, delivery techniques and 
equipment this Washington, D. C., fuel oil dealer has 


grown into one of the East’s largest 


Prompt service is the very life-blood of the fuel oil 
business. This is a conviction that the Griffith- 
Consumers Co., has held for years. That’s why the 
company even uses an ultrashort wave radio system 
in routing servicemen and trucks to give customers 
ultra-efficient service. 

Typical of the company’s progressive attitude is 
their recent purchase of a number of Macks. They 
know through experience that Macks have the 


stamina and rugged dependability to keep them on 
the move, with a low expenditure for fuel, main- 
tenance and upkeep. 

The D Series Macks score at Griffith-Con- 
sumers. The management likes their smart, well- 
balanced appearance and fuel economy. Drivers 
approve their maneuverability and vision, while 
the accessibility assured by Mack’s Verti-Lift cab 
gives maintenance men a real break. 

If you use cab-forward trucks over the road or in 
city delivery, it will certainly pay you to get the 
full story on Mack’s new cab-forward D Series 
from your Mack Branch or Distributor. 


MACK TRUCKS Empire State Building, New York 1, New York 








= FUEL OIL 


How You Can Sell More Oil Heat 


@ Pick good salesmen, help them train themselves 


@ Use the best marketing methods 
@ Put plenty of punch in your sales story 


It’s not easy, but it can be done... 


YOU CAN BUILD your business by 
following the ideas spelled out below 
by these experts: 

e Ray F. Horan, 
manager, Perfex division, 
Controls. 

e Donald P. Love, vice president, 
Mid-Hudson Oil Co., Poughkeepsie, 
New York. 

e Arnold Michelson, 
dent, Minneapolis-Honeywell 
lator Co. 

The three men presented their sell- 
ing philosophies at this spring’s meet- 
ing of New England Oil-Heat Institute. 
This story is a digest of their ideas. 


general sales 
General 


vice presi- 
Regu- 


Horan tells how to . 


Build Your Sales Force 

Organizing a sales force is your 
number one problem. It has to be 
done one man at a time. And unless 
you know the function of a salesman, 
recruiting and training are futile. Sell- 
ing is more than a science. It’s a 
combination of three arts: prospecting, 
presentation, and persuasion. 

The man you want is a man of 
many parts, and he’s hard to find. 
But you can find him through news- 
paper ads; by direct mail to cus- 
tomers, explaining your need for a 
new man; by calling up at least 25 
business friends for leads; and even 


by house-to-house canvassing, if noth- 
ing else works. 

Advertising is an art in itself. Con- 
servative ads pull better than flashy 
ones. You can’t attract quality men 
with ads like, “Do you want to make 
$750-$1,000 a week? Come see us!” 
That’s hokum. Run blind ads—if the 
man wanted to sell oil heat, he’d be 
knocking on your door. An ad like 
this has produced fine results: “Seek 
a man looking for a chance to join 
a company and a product that will 
give him full justification.” 

When you find your man, inter- 
view him effectively. Talk to him 
about his career, his wife and children. 
his problems. Be his friend. He'll 
open his mind to give consideration 
to your business. 

Find out whether you want him. 
Get plenty of references and recom- 
mendations—at least 12. Always 
check his background down to his 
heels. Remember it’s the things he 
hasn’t told you that give you a clue 
to his background. But don’t hold it 
against him if he’s moved from job 
to job; you don’t know what kind of 
bosses he’s had. Always ask if he can 
be bonded. The threat is all that’s 
necessary, and he won’t come around 
again if he can't. 

If the man turns out to be the one 
you want, you have to sell him on the 
idea of selling oil heat. Hammer home 
these four points: 

1. Oil heat is a basic commodity 
not hit by business ups and downs. 
It’s no fly-by-night operation. 

2. The market is never saturated. 
because there’s always obsolete equip- 
ment to replace. 

3. Heating equipment means a big- 
unit sale. Your man doesn’t have to 
make a sale every day to make a 
living: there’s less pressure than in 
other selling jobs. 

4. It’s a straight consumer sale— 
no runaround with purchasing agents, 
chief engineers and maintenance engi- 
neers. 

Now train your man. It’s often wise 
to start with a man who’s ignorant of 
the business—he has no bad selling 
habits to unlearn. Probably you have 
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no facilities or time to train him, and 
your sales manager hasn't either. So 
clean out all your old sales literature 
and technical books on oil heat and 
give them to him. Give him a pencil 
and pad and start him reading. Have 
him write down everything he doesn’t 
understand and see you for the 
answers. Don’t be overly technical; if 
he wants to know what a thermostat 
or a low-water cutoff is, tell him in 
simple language. 

Educate him in the three arts of 
prospecting, presentation and persua- 
sion. Then send him out for 10 days to 
visit people and ask how they heat 
their homes. He’ll be loaded with pros- 
pects. Take him out to see these pros- 
pects to show him how the second and 
the third arts are put to work. 

Watch your salesman without inter- 
fering. Offer help only if he asks for 
it. Pay him well, even if you have to 
move up your commission rate. 


Love tells how to 


Improve Your Methods 


Good marketing methods means 
sales growth. Satisfied customers bring 
in new business for you. 

Offer complete service to create 
business for yourself. This starts with 
selling and installing burners and ends 
with giving 24-hour service on them. 
To have a first-class burner organiza- 
tion, you must train your own men. 
Sales and installation work will turn up 
plenty of prospects for regular ac- 
counts. Keep your service operations 
fast and efficient. Two-way radio sys- 
tems can help here; they mean better 
service at less cost. 


All-around cleanliness in trucks, 
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Sales of this trademark 
increased at 3 times 
the rate of 

the industry 


What can it do for you? 


This is a frank invitation to hitch yourself to the 
trademark that can send your sales soaring during 
1956 as it did for so many others during 1955. 

Hitch yourself to Cities Service 5-D Premium 
Gasolene and 5-D Koolmotor Oil—the power partners 
whose popularity helped Cities Service sales climb 
at three times the average rate of the petroleum 
industry. 

There are many reasons for this success. Quality 
is foremost... for, used together, 5-D Gasolene and 
Oil can boost power and gasolene mileage 10-20%. 
Many motorists have already experienced this—and 
they’ve become “traveling salesmen” for Cities 
Service, helping sales climb still higher. 


Another reason for this rapid Cities Service sales 
increase is aggressive marketing and promotion. 
Just about everywhere you go throughout the 38- 
state marketing area, you’ll find the Cities Service 
story being told through the impact of advertising 
in local and national media. And, meanwhile, you’ll 
also see newly built or modernized Cities Service 
stations—fresh, clean, bustling with business. 

So join the 19,000 Cities Service outlets and hitch 
yourself to the trademark that’s sending sales to 
new heights each year. It’s possible there’s a Cities 
Service distributorship open in your area. For in- 
formation, write: Cities Service Oil Company, Sixty 
Wall Tower, New York 5, N. Y. 


MEET THE 


POWER 
PARTNERS 


THAT SKYROCKET SALES! 


Used together, Cities Service 5-D 
Gasolene and Oil boost power and 
mileage 10-20% —and they’re doing 
the same for Cities Service sales. 
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tools, uniforms, and men is also im- 
portant. Drivers should be careful how 
they haul hose to get to the fill pipe. 
They shouldn’t trample on freshly 
seeded grass, and the hose shouldn’t 
damage bushes or shrubs. If there’s a 
spill, they should clean it up. 

“A vigorous, well-planned adver- 
tising campaign opens the door for 
your salesmen when they go out.” Our 
system is to put 1% of the retail fuel 
oil sales dollar into advertising. Of that, 
25% goes for newspapers, 25% for 
radio and 50% for booths at fairs, 
home shows, program advertising, bill- 
boards and gifts. 

A good public relations program 
makes you and your company better 
known in your community. Oil men 
should take a greater interest in com- 
munity life. It takes time, but if it 
builds a better community, it also 
builds business for you. 

Keep up your employee relations, 
too. You can make sure they produce 
for you by paying burner men and 
drivers a commission for a lead that 
means new business. In our operation, 
we paid $10 for a new burner lead, 
and got 23 of them. We paid $4 for 
each new oil account and our men 
turned in 85. 


Michelson tells how to . 


Get Your Story Across 

When you tell your story, keep it 
on the positive side. Deficiencies of 
other fuels are legitimate points, but to 
make them the ace card in your selling 
is bad poker—and worse sales philos- 
ophy—because it is the negative ap- 
proach. It’s better to take the other 
slant: oil heat is clean, safe, dependa- 
ble, monopoly-free. 

Product information alone is not 
attractive enough; it’s only one part of 
salesmanship. If, in addition, you can’t 


paint a good, bright, attractive portrait 
of the product, you can’t make the 
prospect want it or buy it. 

Selling is just that: the artistry of 
words in composition, line, lights, har- 
mony, effect, detail and execution. In 
painting such a word-picture, use econ- 
omy for background, dependability for 
composition, automation for theme 
and convenience for color. Frame it 
with desirability, not only over other 
fuels but over everything—television, 
autos, vacuum cleaners, etc.—that 
competes for the consumer’s dollar, 
and hang it with comfort, health and 
satisfaction. 

Salesmanship is, to be sure, product 
knowledge. But that is elemental. First 
is talk and more talk, good talk, inter- 
esting talk, explanatory talk and brief 
talk and talk that listens and listens 
some more; that points, weaves and 
blends an atmosphere of buying. 

If you think IBR rating or Btu’s 
make automatic heat appealing, okay. 
But these features, as potent as they 
are in performance, equipment, oper- 
ation and efficiency, just do not sell. 
They may give the salesman confi- 
dence, but no matter how much 
confidence he has, he cannot substitute 
it for telling a compelling tale. And 
that is what gets and closes the order. 

Better health of the family, through 
even, controlled heat with oil, can sell 
your product if used dramatically. But 
the medical value of oil heat has not 
been played for half its worth. If you 
bring up a prospect’s health more and 
his family’s health, as something that 


fuel oil 


oil heat is able to protect and improve, 
and set a value on it, you can make 
oil heat a better investment than any 
common or preferred stock. 

The type of selling that oil heat 
needs comes from salesmen who tick, 
sparkle and click, and who need guid- 
ance, guts, sympathy and sustenance 
from sales managers. 

Salesmen do not fail; it is sales man- 
agers who fail. They are the ones who 
must see that the success formula or 
pattern is always applied and reap- 
plied. The formula includes happiness, 
security, opportunity and compensa- 
tion. 

The productive salesman must be 
happy where he works—with the cli- 
mate, his environment, people and 
housing. His selling environment, if 
right, will make him create an atmos- 
phere to buy. He must know that if he 
gets orders he will be secure, not sub- 
ject to whim or impulse of the boss. 
Insurance and other benefits all con- 
tribute to his concept of security. 

Opportunity must be clearly outlined 
and lived up to. Will the reward be 
fairly his if he earns it? Or does he 
have to worry about the boss’s son or 
son-in-law? 

There must be a fair return for his 
labors, all the way and in honest com- 
parison to the other jobs in the organ- 
ization. He should not be an overpaid 
engineer or an underpaid district sales 
representative: 

Give all these things the proper at- 
tention and you will be busy as beavers 
filling orders. = 





You are 
| assured | 
service with | 


EVER-TITE 


\ Quick Hose | 
| Couplings | | 
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Oust Cap 


Save time in 
deliveries—and save 
wear On equipment 
—by using Ever-Tite 
Couplings. 

Ever-Tite engineering 
assures performance 
you can count on— 
and Ever-Tite 
durability reduces 
maintenance to a 
minimum. There is an 
Ever-Tite for every 
need. Ask your 
distributor now. 


EVER-TITE 
Adapter and 
Coupler 


EVER-TITE COUPLING CO. INC. 
254 West 54th Street 
New York 19, N. Y. 


EVER-TITE 
Shank Hose 


Dust Plug Coupling 
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Exhaustive Testing 
Only New POWER TI 


Proves 
"Fires Up 








Engines At All Speeds! 


The Problem 


As shown in the scene at the left, 
today’s driving extremes present a 
problem in finding a spark plug that 
will give full power at all speeds. 
High-compression, high-horsepower 
engines must often operate at spark- 
plug-fouling speed of 10 mph using 
only 10% of their horsepower. At 
other times, the same engines are 
called on to deliver top power at 
60 mph without pre-ignition. 


The Answer 


The answer is POWER TIP! Power 
Tip projects farther into the com- 
bustion chamber. At low speeds it 
operates hotter to prevent fouling... 
at high speeds it operates colder to 
check pre-ignition. POWER TIP 
answers the extreme demands of 
today’s overhead-valve engines and 
today’s driving! 





Here’s how new POWER TIP was tested 


POWER TEST. Late model V-8 engine 
is operated at wide-open throttle 
with standard spark plugs, then with 
Auto-Lite Resistor Spark Plugs with 
Power Tip. Standard carburetion and 
ignition components are used with 
manufacturer’s recommended timing. 
New Power Tip showed better power 
output and performance than other new 
conventional plugs at all speeds. 


REQUIRED VOLTAGE AND FOULING 
TEST. Four standard plugs and four 
Auto-Lite Resistor Spark Plugs with 
Power Tip are installed in alternate 
cylinders in a late model V-8. Car is then 
operated under conditions of varying 
engine output. Oscilloscope showed 
Power Tip continued to operate at 
normal voltage when voltage through 
ordinary plugs dropped due to fouling. 


+—+——+— + 


MISFIRE | 


+ ++ MISFIRE INDICATOR | 





Ty") yIMISFIRE INDICATOR | 


FOULING TEST. Above are recordings 
taken from test equipment set up to 
show the results of spark plug fouling. 
Both conventional spark plugs and 
Power Tip were run through same foul- 
ing test. Upper chart shows serious 
misfiring recorded during test with 
ordinary plug. In identical test, lower 
chart shows new Power Tip continued 
to operate perfectly with no misfiring. 


VOLTAGE TEST. Operator on right is 
adjusting fuel on test engine and en- 
gineer on left is reading voltage required 
for a given compression ratio. These 
tests reveal spark plug requirements for 
today’s engines as well as engines still 
in development stage. Test reveals new 
Auto-Lite Resistor Spark Plugs with 
Power Tip fully meet demands of 
today’s higher-compression engines. 


PRE-IGNITION TEST. Shown is standard 
test engine used throughout industry. 
Engine power output is increased until 
spark plug insulator tip becomes hot 
enough to ignite fuel mixture (pre- 
ignition). Test proved that Power Tip 
has greater factor of safety against 
pre-ignition than conventional spark 
plug with shorter insulator tip. Power 
Tip checks power-robbing pre-ignition! 


ROAD TEST. The “acid” test of any 
automotive part. Power Tip was tested 
in 17 makes of cars, both(n cross- 
country runs with cars traveling thou- 
sands of miles and under city and high- 
way driving conditions. In these test 
cars, new Power Tip completely con- 
firmed every laboratory test! No doubt 
about it—only new Power Tip “fires 
up” engines at all speeds! 


POWER TIP FITS and has been tested in all these makes of cars with overhead-valve V-8 engines 
using 14 mm spark plugs: Buick » Cadillac - Chevrolet - Chrysler » De Soto - Dodge + Plymouth + Ford 
Hudson «+ Imperial + Lincoln + Mercury «+ Nash + Oldsmobile - Packard + Pontiac + Studebaker 


RESISTOR SPARK PLUG WITH 


POWER TIP 


THE ELECTRIC AUTO-LITE COMPANY, TOLEDO 1, OHIO 


AUTO-LITE 











utility with SAVINGS 


only ONE Bennett RAM’ serves up to 
8S dispensers=- reduces investment, cuts 
operating costs, saves time and trouble 


As many as eight dispensers can be operated simultaneously from only 
one submerged pump — saves money in capital outlay. RAM Submerged 
Pumps push highly volatile gasoline thru long pipe runs with increased 
lifts under extreme climatic conditions where ordinary suction pumps 


are not efficient or dependable. 


RAM siphon systems use 

only one pump for multiple 
tank installations. Ask your 
John Wood Representative 
for full details on the RAM 
remote automatic multi-pump 
submerged system. 


JoHn Woov Company 


Bennett Pump Division » Muskegon, Michigan 
In Canada: Toronto *« Montreal * Winnipeg * Vancouver 


In addition to original cost savings, 
RAM saves money in 8 ways: 


L. 
2. 


No air eliminators required. 
Single discharge line serves all 
dispensers. 


3. No return line needed. 


. No priming necessary. 
. Never needs lubrication. 


}. No belts, gears, packing to replace. 


. Can be installed in pits or above 


ground as desired. 


. Simple design — field tested — 


assures traditional Bennett quality. 


"REMOTE AUTOMATIC MULTI-PUMP 
SUBMERGED SYSTEM 
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The East 


Another Oil Group Leaves NOJC 


Independent Oil Men’s Assn. of 
New England is the second eastern 
group to leave National Oil Jobbers 
Council, follow- 
ing a move started 
last year by Em- 
pire State Petro- 
leum Assn. Like 
ESPA, IOMA 
considers the NO 
JC dues schedule 
too heavy a mill- 
stone on its mem- 
bers’ necks. 

In breaking the By Cornelius Brodersen 
news to NOIJC, East Coast Editor 
IOMA directors made the point that 
in their opinion, the new dues schedule 
is geared to gasoline jobbers. Since 
IOMA members are mostly fuel oil 
men and the association has no desire 
to “undercut the dues schedule,” the 
only thing to do is leave NOJC. 

Under the new NOJC dues plan, 
IOMA was expected to dig up some- 
thing like $3,300 a year, compared to 
a little over $1,000 that it had paid pre- 
viously. 

From Clint K. Elliott, NOJC head, 
IOMA hears that its letter has been 
turned over to the executive committee 
“for action.” 

Elliott points out that with the New 
England and New York groups out of 
NOIJC, it will now be “more difficult 
if not impossible” to get western job- 
bers to co-operate in any future im- 
ports battle. He adds that it is “a mis- 
take” to think that NOJC is concerned 
only with gasoline jobbers. 

Two other eastern groups, Connec- 
ticut Petroleum Assn. and Pennsyl- 
vania Petroleum Assn., plan to remain 
in NOJC. At the PPA spring meeting, 
no word against the higher dues sched- 
ule was heard. PPA directors plan to 
pay it on the installment plan, doing 
it in three payments. 





Tidewater Moves On 


TIDEWATER Oil Co. is switching 
Over tO consignee operations in two 
more local markets after buying out 
two jobbers, Holt Oil Co. of Federals- 
burg, Md., and Sagamore Oil & Tire 
Co., of Evans Mills, NY. 

The 25-million gal. of product that 
Holt moved yearly through outlets in 
Delaware, 10 counties in Maryland, 
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two in Virginia and three in Pennsyl- 
vania will now go through three con- 
signees. 

Robert W. Holt, former head of 
Holt Oil, is consignee for the Dela- 
ware-Eastern Shore area and will have 
many former Holt employees on his 
staff. David P. Ross, former Holt man- 
ager, takes over as consignee in Cham- 
bersburg, Pa., and Lindsay F. Mc- 
Gruer, former plant manager for Holt, 
is consignee in Hagerstown, Md. 

In buying Holt, Tidewater takes 
over Holt’s service stations, four water 
terminals, five inland bulk plants, 
Holt’s office in Federalsburg, 200 re- 
tail outlets, about 3,000 heating oil 
accounts, 75 motor trucks and cars 
and many commercial, consumer and 
farm accounts. 

The Jefferson County market in 
New York, handled for Tidewater by 
Sagamore, since 1929 is now in the 
hands of Gerald P. Tucker Oil Service. 
Tucker formerly operated Sagamore’s 
Watertown service station, one of two 
outlets the company had. _ Tide- 
water’s other assets include Sagamore’s 
49,000-gal. bulk plant and _ several 
dealer accounts. 


New Plants Going Up 


OIL COMPANIES in this region are 
looking to the future, by spending 
money now to build new barge ter- 
minals or up-date bulk plants. Here 
are some examples. 

Esso’s Plans—Late this summer, 
Esso Standard Oil Co. will open a 
new 160,000-bbl. barge terminal near 
Ogdensburg, N.Y., enabling it to give 
better service to the St. Lawrence 
County market. Since 1951, when it 
went to direct marketing in the area, 
Esso has been leasing storage from 
Grange League Federation near its 
new plant. 

In addition to more storage, Esso 
will get a new combination office-ware- 
house building and a two-position load- 
ing rack for all products. 

Product will come by barge from 
Esso’s Albany bulk terminal. It will 
be fed from dock to storage through 
a 6-in pipe line Esso leases from an- 
other company. 

And while Esso builds at Ogdens- 
burg, it is also modernizing its pipe line 
terminal at Johnson City. 


All improvements, says Division 















ow REGIONS 


Manager R. L. Brickey, are coming 
out of the $34-million the company 
has earmarked this year for improving 
marketing facilities. 

Gulf Expands—Gulf Oil Corp. is 
building a barge terminal at Pembroke, 
Me., that is to be ready this fall. Stor- 
age capacity will be about 1.5-million 
gal. of gasoline, heating oil and kero- 
sine, according to George T. Ryan, 
Gulf’s operations manager. 

The Pembroke plant will be Gulf’s 
main distribution point in that area. 
The present inland bulk plant at Calais 
— it has about 70,000-gal. capacity— 
will be continued for warehousing, and 
local storage of heating oil. No plans 
for warehousing at Pembroke are in- 
cluded at this time, the company says. 

Pacific Busy, Too—In New Bedford, 
Mass., Pacific Oil Co., (a California 
Oil Co. jobber), is starting the first of 
a three-stage operation that will take 
more than three years to complete. 

The first stage calls for upgrading the 
loading rack. Two small loading racks, 
with four pumps averaging 150 gpm 
on heating oil, gasoline, and kerosine, 
will give way to a new rack pumping 
500 gpm for heating oil and 300 gpm 
for kerosine. Wholesale gasoline is 
being discontinued at this plant, and 
its 24,000-gal. storage will be taken 
by the other fuels. In effect, storage 
for heating oil and kerosine jumps to 
102,000 gal. from 78,000 gal. Work 
is expected to be done during the sum- 
mer. 

The second step, coming up next 
year, involves razing one of two serv- 
ice stations on the property and re- 
placing it with a modern office build- 
ing for dispatcher, office help, sales 
force and display room. A drive-in pay 
window for accounts will be a feature 
of the building. 

In the final step, Pacific will tear 
down the other service station and old 
office building, replacing both with a 
modern, two-bay service station. 


Rhode Island Threat Dies 


Two bills to put Rhode Island’s oil 
industry under state control died in 
senate committees when the Legisla- 
ture quit for the year. 

The proposal that had oil men 
really worried was one to set up a 
five-man control board with broad— 
almost absolute—power over the in- 
dustry. 

For example, the board could set 
minimum wholesale and retail prices 
of all products following “investigation 
and hearing,” could “supervise and 
impose reasonable regulations” on the 
distribution of product, would have 
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the power to call in witnesses to tes- 
tify (under threat of contempt), could 
move against any violator, and could 
hear suggestions for industry improve- 
ment from any person, including con- 
sumers. 

The other bill would have forced 
refiners, processors and distributors 
to give retailers 14 days advance no- 
tice—either by mail or publication— 
of any price rise in gasoline or diesel 
fuel and 7 days advance notice of any 
price drop. A number of dealers ex- 
pressed opposition to the bill when it 
came up for a hearing. 


Hotter per Dollar 


THE OIL HEAT promotion campaign 
by New York City’s Better Heat With 
Oil Council is off the ground, with a 
newspaper advertising program. 

If the council reaches its goal of 
$250,000 and 400 participating com- 
panies, the drive will be expanded 
and additional media added to give 
greater impact to the campaign’s econ- 
omy theme, “Better Heat With Oil— 
It’s Hotter per Dollar.” 

Ads stress the features of cleaner, 
safer and fully automatic heat in an 
effort to sell oil heat without sniping 
at other fuels. 

The council is making a _ special 
pitch to get the small distributor into 
the fight by showing him what sales 
materials (stuffers, direct-mail pieces, 
brochures, bumper-signs, etc.) are 
being developed for his use. Majors 
supporting the “hotter per dollar” 
push are Esso Standard, Socony Mobil, 
Cities Service, Shell, Sinclair, Gulf 
and Tidewater. 

Charles Lauder is executive director 
of the council, and Fred Heaney of 
Skaggs-Walsh, Inc., Long Island City 
oil distributor, is chairman of _ its 
operations committee. 


Opposition Speaks Up 


MAJORS don’t like any part of the 
New Jersey bill to license service sta- 
tion Operators and attendants and set 
up a cost survey to determine the 
minimum price of gasoline—a plan 
that dealers say will help them survive. 

Even though the bill would be an 
experiment—it would die after two 
years unless renewed—Sun Oil Co. 
and Socony Mobil Oil Co. gave it 
the cold shoulder at a hearing. 

C. A. Sparks, Sun’s regional man- 
ager, told lawmakers the bill creates 
“a bureaucracy” at taxpayer’s expense, 
sets up price fixing, and sets a bad 
precedent in licensing any business. 
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The West 


Plastic Cards Come to Seaside 


SEASIDE OIL CO., which until 
now has concentrated on supplying 
ranches in its area, revealed some 
bright new plans 
for wooing mo- 
torists at its re- 
cent annual dis- 
tributor meeting 
in Santa Barbara, 
Calif. Adoption 
of a plastic credit 
card and a new 
color scheme for 
stations was an- 
nounced to 75 
distributors from 
southern California and Arizona. 

Seaside is the first West Coast oil 
company to take on the new cards. 
Starting July 1, each of its customers 
will be issued “permanent” cards of 
laminated plastic with his name and 
account number embossed for invoice 
imprinting at the service station. 
Dealers will be equipped with imprint- 
ers at a $6 annual rental. 

B. F. Avery, Seaside sales manager, 
explains that the cards will be valid 
indefinitely unless revoked for delin- 
quency in payment. The _ exact 
mechanics of revocation have not been 
worked out yet, but will probably re- 
semble Seaside’s present system. Lists 
of delinquent credit customers are 
sent out to all dealers, who are expect- 
ed to pick up the credit card when it’s 
offered at a station. Credit extended on 
a card posted as delinquent is charged 
back to the dealer for collection. 

Every two or three years, Avery 
says, customers will receive new plas- 
tic cards. This will give the company 
an Opportunity to replace worn cards 
and drop inactive accounts. The orig- 
inal costs are higher, he points out, 
but elimination of quarterly and yearly 
renewals makes the over-all operation 
cheaper with the new cards. 

Avery says, “We don’t expect to 
have any greater credit losses with the 
permanent cards than we have now. 
Department stores have had consider- 
able experience with permanent credit 
plates, and we feel we can be just as 
successful as they are.” 

Pale tan, light blue and scarlet make 
up the new Seaside color combination. 
They provide identity, visibility, and 
impulse, according to Margo Graham, 
color consultant with W. P. Fuller Co., 
who worked the scheme out. She says 
those are the necessary elements in a 
service station color combination. 


By Richard Elwell 
West Coast Editor 


Avery says Seaside stations will be 
painted in these colors as they come 
up for the regular biennial redecora- 
tion. The company is working the col- 
ors into its station signs and designs 
aren’t frozen yet. “One thing is sure,” 
Avery comments, “you won’t go by 
a Seaside station without noticing it’s 
there.” 


You Can’t Give It Away 

A California Superior Court judge 
in Fresno has ruled that automobile 
giveaways conducted by about 50 
Regal, Norwalk and Beacon service 
stations constitute an illegal lottery. 
He ordered a permanent injunction 
against the practice. 

At the same time, he found the de- 
fendants innocent of fair trade prac- 
tice violations and false advertising, 
which were also alleged in the suit in- 
stituted by the California Gasoline 
Retailers Assn. A spokesman for the 
defendants said they expected to ap- 
peal the giveaway decision. 

The association represents dealers 
supplied by major oil companies. It 
claimed its members’ sales fell off 
when the independents started draw- 
ings for cars to compete with the ma- 
jors’ nationwide advertising. The 
defendants pointed out that associa- 
tion members themselves give away 
items like trading stamps, comic books, 
seeds and pictures. 

So far, no other drawings in the 
state have been affected by the Fresno 
decision, and legal opinion is that the 
injunction affects only the named de- 
fendants. 

Meanwhile, another anti-giveaway 
force, the Southern California Service 
Station Assn., has moved to the attack. 
The SCSA has announced that it in- 
tends to sponsor legislation that will 
outlaw all forms of giveaways in any 
business in the state. Last year such 
a bill was introduced in the legislature, 
but the Attorney General ruled it un- 
constitutional before it got off the 
ground. 

Earl Ridling, chairman of the SCSA 
legislative committee, says, “[We] de- 
sire to find a suitable solution to the 
giveaway problem on a statewide or 
national basis, and legislation appears 
to be the only way open to business- 
men unless they decide to abolish their 
use on an individual basis.” Up to 
now there’s been little sign of the lat- 
ter’s happening in California. 
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to meet exacting lubrication standards, specify 


ENJAY PARATONE’ 


viscosity-index improver 


Paratone is engineered specifically to help blenders and refiners meet the 
rigorous requirements of both hot- and cold-weather lubrication. It produces 
a lubricant combining the cold-starting properties of a light oil with the low 
consumption rate of a heavy grade. 


Our technicians are constantly working with oil companies and leading engine 
manufacturers to develop lubricating oil additive formulations—using a wide 
variety of base stocks—to meet military and commercial specifications. 
oe : Pioneer in 
Write, wire or phone the Enjay Company—your only source of a complete 
line of additives (Paramins ®) for fuels and lubricants. Petr¢ chemicals 


ENJAY COMPANY, INC., 15 WEST Sist STREET, NEW YORK 19, N.Y. + Other offices: Akron, Boston, Chicago, Tulsa 
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The Rockies 
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PLEASANT-LOOKING stations like this are part of Utoco’s plan for .. . 


Rm rs eS 


Filling in the Marketing Holes 


$1,695,000, “to fill in the holes” in 
its present 685-outlet marketing area. 
Utoco, a Standard Oil Co. (Indiana) 
subsidiary, markets in Washington, 
Oregon, Idaho, Utah and Nevada. 

Utoco’s additions to its “representa- 
tion pattern” in those states are part of 
a five-year plan for station rebuilding 
and expansion. Last year the company 
went into new areas—west toward 
Seattle, north to the Canadian border, 
and south to Las Vegas. Next year it 
will probably jump into new areas 
again. 

This year, however, Utoco is stick- 
ing to its present scope, according to 
Blaine Pack, general manager of mar- 
keting. The stations (19 are already 
under construction) are being built 
mostly in small towns, but there will be 
new ones in cities like Salt Lake City, 
Boise, Ida., and Spokane, Wash. 

P. L. Vander Jagt, marketing vice 
president, is in charge of the expansion 
program for Utoco. He says, “These 
new stations will be the latest design, 
with emphasis on customer conven- 
ience. Gasoline pumps will be placed 
to allow easy customer approach .. . 
The large display windows will permit 
the showing of a complete line of auto- 
motive accessories. Lubricating equip- 
ment will be of latest type for rapid 
servicing.” 

Most of the new stations will be like 
that shown above—two or three-bay 
structures with exteriors of white cer- 
amic tile brick and large plate glass 
areas. They'll have four or six under- 
ground remote pumps. All stations will 
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feature special outdoor fluorescent 
lighting developed by Utoco’s engi- 
neering department. 


Bay’s Bigger Now... 


BAY Petroleum Corp. has taken an- 
other stride toward its objective of 
marketing expansion in the Rockies, by 
acquiring the physical assets, leases, 
and distributorship rights of Red Dot 
Oil Co. of Colorado. 

Bay, whose expansion has been ac- 
celerated since it became a subsidiary 
of Tennessee Gas Transmission Co., 
now operates 19 service stations and a 
distribution warehouse formerly run by 
Red Dot in the Denver area. Six of 
these stations are owned outright; the 
other 13 were operated by Red Dot 
under leases, which Bay took over. 

Red Dot, long one of Bay’s major 
jobbers, distributed Bay gasoline 
through 41 additional outlets, to which 
Bay will market directly. The com- 
pany’s operations now extend to Colo- 
rado, Wyoming and Nebraska. 

In addition to Red Dot’s inventories 
of lubricants, TBA and other stock, 
Bay purchased all copyrights, trade- 
marks and patents of Red Dot and its 
subsidiary, the Split Second Corp. Red 
Dot officers Orin J. Abbott and J. R. 
(Dick) McCusker, Jr., will join the 
Bay Petroleum management. 


Fezzes at Frontier 


CLYDE ASHBY’s Western Oil Sup- 
ply Co., Englewood, Colo., held a 
“gas-up day” recently, turning all gross 


profits over to the Englewood Shrine 
Club. The club needed money to re- 
condition a 40-seat bus it uses to 
transport underprivileged children to 
special events and holidays. 

Ashby’s fellow Shriners pledged 
their help in promoting the “gas-up 
day,” and agreed to help service cars. 
Dressed in fezzes and station coveralls, 
they helped pump gasoline, clean 
windshields and check oil and water 
for a number of cars far in excess of 
the usual volume of business. Some 
even stood on busy U.S. Highway 85 
to wave motorists into the station. 

Western Oil’s bulk plant and service 
station carry Frontier Refining Co. 
products. Frontier contributed to the 
promotion by sending its advertising 
balloon over the station during the day. 
Free radio announcements on station 
KGMC, Englewood, and news stories 
in local papers publicized the event. 

At day’s end, Ashby had sold 
4,287 gal. of gasoline at retail, more 
than five times the normal daily vol- 
ume, and 5,650 gal. wholesale at the 
bulk plant, about twice the usual 
amount. Ashby said the most surpris- 
ing thing to him was that retail sales 
were about 50-50 between regular and 
premium, while the usual ratio is 4-1 
or 5-1 for regular. 

The day’s gross profits turned over 
to the Shrine came to $437.50. 

Ashby’s business benefited from the 
“gas-up day” promotion, too. “We got 
a lot of new faces into our station and 
a lot of them who got acquainted with 
us then are still coming in,” he says. 


—By Frank Pitman 


The Midwest 





Stopping Stamps 


MIDWEST OIL MARKETERS are 
still struggling to halt the practice of 
giving trading stamps at service sta- 
tions, although 
there are indica- 
tions that it is in- 
creasing through- 
out the region. 
They think it’s a 
form of price cut- 
ting, once their 
area is saturated 
with stamps and 
the first user’s 
advantage is 
gone. 

In one middle-size Illinois city, job- 
bers and dealers haven’t been able to 
get rid of stamps yet. A major-brand 
jobber says, “All the boys hate them. 
But now they don’t know how to get 


By Frank Holman 
Midwest Editor 
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SERVICE STATIONS ACROSS THE NATION 


INCREASE PROFITS AND VOLUME 


WITH GLOBE Frame-Kontact” HOISTS 





FASTER LUBRICATION 


Wheels and suspensions 
hang free; and every lube point 
is within easy reach, permitting 
service men to work faster, 
easier, without obstruction. 





These increases are reported by a dealer 
in Norfolk, Va., who recently changed to 
a Globe ‘‘Frame-Kontact” Hoist. And 
dealers everywhere find that nearly all 
service jobs are more efficiently handled 


on these revolutionary time-saving Hoists. 


From lubrications and tire changes to 
replacing mufflers and tail pipes . . . profits 
are going up and up as the volume and 
quality of these services are raised. 


“BEST LUBE HOIST IN U.S....” 

“I think it is the best lubrication 
Hoist in the U.S. It is faster, easy 
to drive onto, and the suspen- 
sion is free.” 


“NEAT APPEARING...” 

“It is a very efficient and neat 
appearing piece of equipment 
...much easier to work around 
on the grease rack than the con- 


“BEST FOR CHANGING TIRES...” 

“It's the best Hoist | have ever 
used for changing tires, putting 
on chains, packing wheels, and 
adjusting brakes. Very easy to 








St. Cloud, Minn., dealer 


The principle of ‘‘Frame-Kontact” lifting was in- 


vented, pioneered, patented and licensed by Globe 
Hoist Company under the following 
2458986 — 2593630 — 2593635 — 2612344 — 2612355 — 
2654443. Other U.S. & Foreign Patents issued and 


pending. 


' 


U.S. Patents: 


“HELPS SELL MERCHANDISE...” 
“We find ‘Frame-Kontact’ Hoists 
save 25% on labor operations, 
besides it helps us sell additional 

merchandise.” 
Canton, Ohio, dealer 


“BEST ON MARKET—BAR NONE...” 
“We think our ‘Frame-Kontact’ 
Hoist is the best on the market— 
bar none. We can install the over- 
age muffler in 15 minutes.” 
Grand Rapids, Mich., garage 


Type 
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ventional type.” 
Philadelphia, Pa., dealer 


work under.” 


GLOBE HOIST COMPANY 
East Mermaid Lane at Queen Street 
Philadelphia 18, Pennsylvania 


NPN-706-FKH 


Please send me complete data on Globe “‘Frame-Kon- 
tact’ Hoists including information on their superior lewer 
bearing construction, polished cylinder, low oil control 
and other advanced features found only in Globe. 


Name__ 
Company __ 
Address 
City 








Yorkville, N.Y., dealer 


rid Of them, especially since some of 
the private branders won't give them 
up. If the private brands keep them, 
we all have to keep them and they’re 
costing us more money than we 
realize.” 

How do stamps get into a town? 
That’s easy, according to this jobber. 
The salesman comes along, and after 
signing up a grocery, sells the idea 
to an unknowing dealer that stamps are 
a panacea for ailing gallonage. “The 
dealer takes them on without figuring 
the real cost, which happens to be 
nearly a cent a gallon. Of course, when 
the whole town becomes saturated with 
stamps, everybody has a heck of a 
time getting rid of them.” 

This jobber, though a major brand 
operator, puts part of the blame for 
the spread of stamps on high prices for 
majors’ premium gasoline. In his town, 
for example, the retail spread between 
private and major brand prices for 
premium is 3.8¢ (30.4¢ against 34.2¢, 
including taxes). He maintains this is 
too great a differential between majors 
and independents and leaves the mar- 
ket wide open for a stamp invasion. 

Rochester, Minn., retailers were 
more successful; they brought the 
practice of giving trading stamps to an 


SOLVE YOUR PLANT 
J fe} @i, fem ad. fe] -7 8 3 F- 


with SPLG dunking stations 


CIGARETTES, 
CIGARS, MATCHES 
IMMEDIATELY EXTINGUISHED 


Like 60% of the leading U.S. industries, 


end merely by unanimously signing a 
petition and then sticking to it. They 
offered customers this explanation of 
what they did: 

“We can no 
stamps because the 
proaches 3% 
vices sold. 

“Gasoline taxes are 7¢ per gallon 
(about 25% of total price) and stamps 
were given On taxes. 

“Our operating costs have increased 
steadily while prices to our customers 
have not kept pace. The alternative would 
be to increase our prices. 

“The benefits to the public do not 
justify the cost of stamps. The real bene- 
fits go to the stamp companies, who are 
making a lucrative profit at the expense 
of small businessmen like ourselves. In 
other words, we consider stamps as para- 
sites On our normal business. Stamp pro- 
moters take a second double profit in 
bypassing Rochester’s other businessmen 
-retailers, jobbers, distributors and 
wholesalers in purchasing their mer- 
chandise premiums. 

“Stamps trigger ruinous price wars. 

“Giving stamps is a form of competi- 
tion that has nothing to do with the 
quality of our products and our services. 

“We cheerfully give you many free 
services, such as rest rooms, travel in- 
formation, clean windshields, free air 
(compressors cost money), free maps, 


longer afford to give 
cost tO US ap- 
on all gasoline and ser- 


etc. We will continue to do so. Gasoline 
prices are less than 10% higher today 
than in 1925. We hope to keep them that 
way. Two gallons of today’s gasoline 
equal the power of three gallons of 1925 
gasoline.” 


The Southwest 





One Man's Feeling 


“BOY, YOU SURE SLIPPED on that 
one. Where in the world did you ever 
get the idea there are no complaints 
about the size of Niece: | 
commissions in 
Texas these 
days?” 

It was easy to 
see that this major 
company com- 
mission agent 
didn’t quite see 
eye-to-eye with 
the Southwest re- 
gions column 
in last April’s 
issue of NPN. That particular bit of 
copy talked about how Southwest job- 
bers and agents in general have fewer 
worries these days. It ended with this 
profound statement: 


By Marvin Reid 
Southwest Editor 


FOR EXTRA COPIES 
of the 1956-1957 


NPN 


you, too, will find that safe and economical 
SIPCO Dunking Stations prevent fires — pro- 
mote good housekeeping on the job. No smol- 
dering — no fire hazards! Built specifically for 


hard industrial use, and abuse, and will last 


a lifetime. 


UNIT No. 1— Heavy cast alu- 
minum canister, attractive 
upright heavy 
weighted base. 42” high, wt. 


oMOKEp, 
GOOO HOUSEREEPTING 
PREVENTS FIRES 
pur ‘eM MERE 


metal sign, 


25 Ibs. 


WRITE 


FACTBOOK 


Reader Service Department 
National Petroleum News 


UNIT No. 2—Same as above 
except without upright and 


base. For mounting on walls, 
columns and posts, wt. 5 Ibs. 


UNIT No. 3—Canister alone 
with mounting bracket. 


WRITE FOR 
ILLUSTRATED 
FOLDER 


e/a 10 STANDARD INDUSTRIAL PRUBUETS C0. 


DEPT. K, 920 N. GARFIELD AVE, »° 
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PEORIA, ILLINOIS 


The McGraw-Hill Magazine 
of Oil Marketing 

330 West 42nd Street 
New York 36, N. Y. 


Cost per copy: $1.00 


All NPN subscribers 


receive one copy as 
part of their subscriptions, 


The 1957-58 
NPN FACTBOOK 
will be published in 
mid-May 1957. 
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“You don’t even hear much com- 
plaining about the size of commissions 
or margins.” 

That’s the sentence the agent was 
really teeing off on. 

“What do you mean, no complain- 
ing? I’ve been yelling at my supplier 
for years about my low commission, 
and I’m still doing it. The complaining 
isn’t doing any good, but I’m doing it, 
anyway. 

“There hasn’t been any material in- 
crease in commissions now for the 
last 20 years. Think how much the 
costs of doing business have risen in 
that time. I can show you in black and 
white why my commission should be 
raised. 

“Every time I can catch them, I 
show officials from my company why 
my commission should be raised in 
black and white, too. They look at my 
figures and agree with me that I’m in 
sad shape. Then they say, ‘but we 
couldn't justify an increase to the home 
office.’ 

“As far as they are concerned, that 
ends the thing right there. That one 
little statement, ‘we can’t justify an in- 
crease to the home office,’ ends all 
arguments of logic and everything else. 

“And I can’t afford to go to the 
home office. My present commission 
wouldn’t allow me to buy a train 
ticket.” 

This agent, however, did agree that 
in the Southwest there isn’t a lot of 
public chatter about commissions or 
margins. The April column was in- 
tended to point out only that fact. 

“Well, maybe there hasn’t been as 
much open talk,” the agent conceded. 
“But don’t ever get the idea present 
commissions are high enough.” 

There happened to be a jobber in on 
this discussion. He said he was happy 
with his margin setup, and the agent 
told the jobber he ought to be. 

“You make more off freight than I 
do off my commission,” was the way 
he put it to the jobber. The jobber 
laughed that one off, but then started 
spelling out what he does get. 

Counting his margin and what he 
makes off freight, it turned out he 
makes somewhere between 4.5 to 5¢ 
gal. on each gallon of gasoline he 
handles. He agreed that it would be 
mighty hard for him to complain about 
a margin like that. 

And what about the agent’s commis- 
sion? 

“T would just be ashamed to say. If 
I told you what I really get, it would 
embarrass you. But I will say this. You 
know a minute ago I was showing you 
in black and white why commissions 
should be raised, and I used a fictitious 


commission figure of 1.5¢ gal.? Well, 
I just wish I could get a commission 
like that.” 

So, to clear things up, let it be said 
now that there is at least one com- 
mission agent in Texas far from happy 
about his commission checks. And 
there are undoubtedly others. 


King-Size Giveaway 


A Continental Oil Co. service sta- 
tion dealer will have to be forgiven 


Everyone wants to 


get off the “hot seat” 


They're cool! Open weave qual- 


ity over coil spring filler lets you liter- 
ally float on air. Keeps clothes from 
wrinkling in the hottest weather. 


They're clean! Exclusive vinyl 


fabric coating wipes clean instantly 
with a damp cloth. Resists abrasion, 
scuffing and mildew. 


’ 
They're colorful! cis, cotors 
complement the interior of the new- 
est car... brighten the interior of 
older cars. 


They're comfortable? ..:. 


vanized steel wire—with exclu- 
sive ‘‘slant-coil” construction— 
stays resilient and ‘‘springy” 
under extreme weight. 
Cushions are triple sewn 

for long wear and last- 

ing good looks. 
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if he seems a little gun-shy about 
giving away prizes. 

The operator, Mike Kelly, offered 
a free oil change to a lucky motorist 
as part of his “grand opening” adver- 
tising. But the lucky motorist hap- 
pened to be the driver of a diesel 
moving van. The rig held 40 qts. 
of oil. 

Kelly gave the oil change, as adver- 
tised. And he managed to recoup by 
selling the driver $250 worth of 
products and services. 





and Kool Kooshions 
are the answer! 


@eal KaeShian 


™) for complete spring and summer driving comfort 


Zid KOOL KOOSHION MFG. CO. 1732-1742 N.W. STH ST. « OKLAHOMA CITY 4, OKLA. 
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Get Aelels 

oS) am eolr-lale 
warehouse, 
rojiifex-mrel mmer-tg-le[-) 


built 
faster, at 
less cost 


Side panels can be pre-assembled for faster erection. Roof, 
frame and side panels bolt together. 


761 pagpwe” 


Consult the yellow pages of your telephone directory 
for name of your nearest Butler Builder 


BUTLER MANUFACTURING COMPANY 


7454 East 13th Street, Kansas City 26, Missouri 


build with 


Here’s the line of steel utility buildings with features you want 
and need for your bulk plant, warehouse, office, pump house, tool 
shed or garage. All-steel Panl-Frame construction insures fire- 
safety and durability. Die-formed panels and pre-engineered 
frames make a neat, efficient-appearing building that’s perma- 
nent and weather-tight. 


Yet you pay less to build, less to expand, less to maintain your 
Butler Panl-Frame building. Panl-Frames give you all of the cost-. 
cutting advantages of mass production prices and fast erection. 


Panl-Frame buildings go up in hours—not days. An inexperi- 
enced field crew can do the job using only wrenches and screw- 
drivers. Panels can be pre-assembled into large sections and 
simply tilted into place on any type of foundation. All sections, 
frames and roof panels are bolted together for maximum rigidity. 
Expansion or relocation at another site is easy with 100% salvage 
of materials. 


There are so many sizes to choose from that you can get a Panl- 
Frame building that exactly meets your needs. Widths vary from 
4 to 24 feet, sidewalls are 8 to 10 feet high, and you can get any 
length you want in 2 foot increments. 


You get the same Butler quality in Panl-Frames that has made 
Butler lst choice in the steel building field. Galvanized high rib 
panels add strength. One-piece roof ridge and snug overlap of 
panels insures weather-tightness. Write for details. 


Manufacturers of Steel Buildings + Oil Equipment + Farm Equipment + Dry Cleaners Equipment + Outdoor Advertising Equipment + Special Products 


Sales offices in Los Angeles, Richmond, Calif. * Houston, Tex. * Birmingham, Ala. * Minneapolis, Minn, * Chicago, Ill. * Detroit, Mich. * New York, N.Y. « Burlington, Ont., Can. 
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Appearance of Esso Standard’s brand-new Golden Esso Extra pump (right) has marketers asking . . . 


What's It Take for Three Grades? 


ee PUMPS alone will cost Esso 
Standard Oil Co. more than $3- 
million as it switches most of its 25,- 
000 outlets to a three-grade marketing 
system. Esso estimates it will need to 
buy from 6-8,000 new pumps, at about 
$450 each, for the changeover. Other 
pumps to handle the new “Golden 
Esso Extra” will be converted from 
handling regular or premium, and 
taken out of inventory stocks. (See 
other story on page 91.) 

Pump cost, however, is just the be- 
ginning for Esso or any other oil com- 
pany that switches to multi-grades. 
Changes are also required in under- 
ground storage capacity, at bulk 
plants, in refineries, as well as in dis- 
tribution. 

At the Station—Not all of Esso’s 
25,000 outlets will handle the three 
grades. As with any major, many of 
its outlets are not full-fledged service 
stations. One estimate places the num- 
ber of stations in the neighberhood of 
20,000. 

For the new grade, Esso says the 
ideal arrangement is to have three 
separate pumps on the island with the 
new gold-and-white pump on the end. 
Company operations men have come 
up with 10 different island designs to 
cover 90% of the variations. Present 
plans call for only one gold pump to 
a station, but this may be revised later 


at stations that have a big “carriage 
trade.” The company says it has more 
three-pump islands than two, and 
about 30% of its stations have two or 
more islands. Where there’s more 
than one island, the new pump will go 
on the busiest. 

Esso will need about 900 pumps to 
meet the June 20th date, when mar- 
keting of the new gasoline will begin 
in six major metropolitan areas. Esso 
buys its pumps from Gilbert & Barker 
Mfg. Co., which planned to add a 
partial second shift to meet the de- 
mand. The pumps will be Gilbarco’s 
new model, called the “Salesmaker,” 
which was introduced recently. Esso 
doesn’t plan to use dual pumps, except 
when it doesn’t have the space for 
separate pumps. 

One of Esso’s big jobs was lining 
up outside contractors to handle the 
pump installations, and conversion 
and installation of underground stor- 
age facilities. This involves, at the 
least, tearing up driveways and switch- 
ing storage tank lines. In many cases, 
it will involve new tanks. An Esso 
jobber estimates the cost for a new 
pump, tank, and labor will run about 
$1,500 for one installation. Esso con- 
firms this. 

Esso operations officials say they 
don’t see any immediate need for in- 
creasing underground storage capacity 
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because of the third grade. It’s ex- 
pected, however, that both Esso and 
many of its jobbers will add some 
tankage to maintain greater flexibility. 
About 80% of Esso’s stations now 
have three or four storage tanks. Its 
newer stations average from 10,000- 
16,000 gal. storage capacity. Average 
for all stations is from 8,000-18,000 
gal. 

Bulk Plants—About 100 of Esso 
300 bulk plants are capable of han- 
dling three motor fuel products now. 
Another 150 will have to be equipped 
for the third grade. The rest are con- 
sidered too small. 

While all of Esso’s refineries will 
turn out three grades, some of Esso’s 
secondary bulk plants will be equipped 
for blending. About 60-70 plants, the 
smaller ones in rural areas, will blend 
the top and bottom grades to produce 
Esso Extra. These plants have only 
one or two loading berths. This is 
being done, Esso says, because it’s less 
expensive. Originally, the company 
planned to handle all of the blending 
for the third grade at bulk plants, but 
changed its mind after studying the 
costs involved. 

The company estimates it will cost 
from $2,000-5,000 each to add the 
proportioning valves needed for bulk 
plant blending. The valves will be 
sealed to eliminate human errors in 
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the blending process, and product will 
be spot-tested, says Esso. These sec- 
ondary bulk plants will get the two 
products from Esso’s primary termi- 
nals. Jobber bulk plants’ will not be 
involved in the blending process. 
Tank Trucks— The third grade 
means lots of initial trouble for both 
Esso and its jobbers in planning de- 
livery schedules. But Esso,does not 
expect to have much trouble, once the 
changeover stage has passed, in plan- 


ning truck loads to dealer require- 
ments. Most of its tank trucks have 
four to six compartments. 

Jobbers with smaller tank trucks, 
however, will face some big problems. 

Sun’s Status— On another front, 
Wayne Pump Co.’s production of spe- 
cial blending pumps for Sun Oil Co. 
was expected to hit 10-15 pumps a 
day early this month. Sun’s experi- 
ment with five-grades began at 17 sta- 
tions in Orlando, Fla. 


What's New in Equipment .. . 








Compact engine analyzer 


. . . includes—in one rolling cabinet- 
all units for testing electrical, com- 
pression, fuel and combustion systems 
in an automobile. Checks voltage and 
current regulator, ignition timing, dis- 
tributor, carburetor, combustion, com- 
pression, cam angle, and engine RPM. 
Allen Electric and Equipment Co., 
Kalamazoo, Mich. 

Circle No. 1 on this page 


e FOR FURTHER INFORMATION 


Special flow meter 


. indicates speed of delivery and 
permits regulation of rate of delivery 
in gpm, as indicated on the dial face, 
by opening or closing of the delivery 
valve on the pipe line. The 25-gal. 
flow meter dial is graduated in one- 


On equipment or literature described in this issue: CIRCLE THE NUMBER 
below. Fill in the reply coupon, clip and mail to 
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gal. units. A non-resettable, built-in 
totalizer records to 100,000 gal. A 
second, four-dial totalizer records to 
1,000 gal. It accumulates in tenths 
of gallons and can be reset to zero 
for recording individual delivery read- 
ings. Bennett Pump division, John 
Wood Co., Muskegon, Mich. 


Circle No. 2 on this page 


‘Interference-free’ radio 


. employs a continuous, inaudible 
subcarrier tone that operates a patent- 
pending, tone-coded receiver squelch 
circuit claimed to eliminate nuisance 
noise and transmissions from other 
systems on crowded channels. The 
equipment is known as the Private 
Line radiophone, and its manufacturer 
claims users hear only those calls 
transmitted within their own opera- 
tion. Motorola Communications and 
Electronics, Inc., Technical Informa- 
tion Center, 4501 W. Augusta Blvd., 
Chicago S51], Ill. 

Circle No. 3 on this page 


Aluminum display rack 


... for quart cans of oil is lightweight 
and easily handled. Said to be made 
entirely of high-lustre aluminum that 
will not corrode or tarnish. American 
Manufacturing Co., 124 Chestnut St.. 
Chattanooga, Tenn. 


Circle No. 4 on this page 


Pipe repair tool 


. Clamps onto patches shaped to 
fit specific pipe sizes, and assures a 
skin-tight fit when gasket is com- 
pressed. The saddle type is made in 
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Everything in Bulk Plant 
and 
Service Station Equipment 


INDIANA OIL EQUIPMENT CO. 


417 Madison Ave., 
Indi p 1h 4, Indi 
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TRI-STATE EQUIPMENT COMPANY 


COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 


3923 E. 14th St., Des Moines, lowa Phone 62-1975 
Member National Oi] Equipment Jobber Association 











MINNESOTA 


THERE'S A G boy PUMP 


FOR EVERY SIZE CONSUMER ACCOUNT 


SULLIVAN’S SALES & SERVICE 
119 N. 46th Ave. W., Duluth, Minn. 





MISSOURI 





TRI-STATE EQUIPMENT COMPANY 


COMPLETE SALES & SERVICE ON QUALITY 
PETROLEUM DISPENSING EQUIPMENT 
ENGINEERING AND PLANNING 
SATISFACTORY INSTALLATION 
519 Southwest Bivd. KANSAS CITY 8, MO. 
Phone HA-2335 
Member National Oj! Equipment Jobber Association 











NEW JERSEY 





EQUIPMENT 
for the 
OIL INDUSTRY 
Rebuilt 
PUMPS—METERS—REGISTERS 
PARTS FOR MOST PUMPS 


TEN HOEVE BROTHERS 
359 McLean Bivd., Paterson 3, N. J. 











NEW YORK 





EDWARD JOY COMPANY 


905 Canal St., Syracuse, N. Y. 

STOCKS FOR IMMEDIATE DELIVERY 
National Hose, Buckeye Valves, Hannay Hose 
Reels, Pipe G Fittings, Brunner Air Compressor, 
Granberg Meters A aeee Lights, 
Adamson Oil Storage Tanks, ECO Tireflators, 
Ever-Tite Couplers, Rectorseal Pipe Dope, 

Tokheim G Bennett Farm Pumps 


VERN CLAPP 


(Big-shot Of) 
GASOLINE & OIL EQUIPMENT DIVISION 

















four sizes for use on pipe 6 in. in 
diameter and less. The chain type 
takes care of all larger sizes. Clamp 
and patch can be applied to leaking 


line without shutting off or reducing | 


pressure. Patch can be welded at once 
or left in place to be welded when con- 
venient. Is said to withstand pressures 
up to 6,000 psi. Cold-weld cement 
for hazardous locations claimed to 
hold under pressures as high as 2,000 
psi. Atlas Industries, Inc., Box 8152, 
Houston, Tex. 


Circle No. 5 on Coupon p. 158 


New mobile phone 


. is said to function as base station, 
mobile unit and mobile PA system. 
Claimed to have a range of from one 
to five miles and to operate without 
modification on 6 volts DC, 12 volts 
DC or 117 volts AC. Complete pack- 
age $328 f.o.b. Palo Alto. Kaar En- 
gineering Corp., 2900 Middlefield Rd., 
Palo Alto, Calif. 


Circle No. 6 on Coupon p. 158 


Drum lift 


. enables one man to handle 55 and 
30-gal steel drums, 18 to 23-in. di- 
ameter fibre drums, and 13-gal acid 
carboys. Lifting power supplied by a 
foot-operated hydraulic jack raises 
drums for pouring to a height of 53 
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RENICK & MAHONEY, INC. 


380 Second Avenue 
NEW YORK 10, N. Y. 


Bulk Plant—Truck Tank and 


Service Station Equipment 
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EQUIPMENT SALES CO. 
164 E. Exchange St., Akron 4, Ohio 


Phone—Jefferson 5-8215 
Factory Representative for 
Westinghouse, 0.P.W., Lincoln 
Neptune, Huffman, Goodrich. 
Air, Oil, Hydraulic and Gas 
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RUTLEDGE EQUIPMENT CO. 


Pittsburgh 22, Pa. 


Rutledge Service Station Flood Lights 
Equipment—Buckeye Valves 
Fittings 2 
Granco Pumps G Meters—Air 
Compressors 


334 Blvd. of Allies 
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PHILADELPHIA 30, PA. 
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H. H. TRUITT 
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Huntington 1. W. Va. 


Westinghouse Air Compressors 
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WISCONSIN 





JABAS EQUIPMENT COMPANY 
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Complete Sales Service 
1226 Velp Ave. Green Bay, Wisc. 
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in. Brakes on drum lift armshold at 
any angle. Easy-lock girdle grips drum 
firmly in few seconds. Center of grav- 
ity is always within the four casters 
so that lift cannot overturn. Sterling, 
Fleischman Co., Broomall, Pa. 


Circle No. 7 on Coupon, p. 158 


Vacuum cleaner 

. called the Vacu-Blo is designed 
especially for automobile cleaning. It 
can be coupled to any air outlet—the 
air pressure is converted and multi- 
plied to a high vacuum. Also has an 
auxiliary blow gun. Unit weighs 22 
lbs, has a handy black gripping sur- 
face, and is balanced to afford non- 


tiring operation. U.S. Engineering & 
Manufacturing Co., 3254 Lincoln 
Ave., Chicago 13, Ill. 

Circle No. 8 on Coupon, p. 158 


Electronic longhand 


. . describes a communication de- 
vice for terminal loading docks, 
designed to transmit orders or other 
messages between dock and office. 
Messages written in longhand at one 
end of the line are instantly repro- 
duced at the other end, either on plain 
paper or on patented order forms. 
Communication can be one-way, two- 
way or between multiple points. Avail- 


able on lease or purchase. Telauto- 
graph Corp., 1128 Crenshaw Blvd., 
Los Angeles 19, Calif. 

Circle No. 9 on Coupon, p. 158 


New battery tester 

. can be placed on the gasoline 
pump or nearby post, allowing the 
customer to observe from his car 
while the dealer tests his battery. Pos- 


TRULITE 


SEALED BEAM GAUGES 


itive prod is adjustable to fit all types 
of batteries. Jack P. Hennessy Co., 
western division, 3543 Cahuenga 
Blvd., Los Angeles 28, Calif. 


ANOTHER t&% PROOUCT 


JUNIOR 
MODEL 2C 


Includes pair hi-impact 
styrene plastic gauges 
with DIAL-A-LEVEL, display 
kit 2wR (metal wall sign 
and brackets) customer 


check pad & $2950 


line level. 


If you can't 
CHECK "EM 
you can't 
SELL 'EM! 


STANDARD 
MODEL 2BW 


Includes pair of all metal 
die cast gauges with DIAL- 
A-LEVEL, display kit 2wR 
(metal wall sign and brack- 
ets) customer check pad, 
adaptor rings and line 


level. $395° 


DELUXE 
MODEL 2B 


Includes same as standard 
model except display kit is 
mode] 2R with all steel out- 
door merchandiser with 


metal sign. $495° 


TRULITE CORPORATION 


WESTERN DIVISION 
EASTERN DIVISION 


The only headlight aimer that actually 
sells service and sealed beams 


Only TRULITE GAUGES have the Exclusive 
advantage of checking headlight alignment 

in 30 seconds without removing hoodrings 
from the car. 

TRULITE is now equipped with a 

precision engineered calibrated level called 
DIAL-A-LEVEL. Allows quick compensation 
for any unlevel service areas. 

TRULITE GAUGES check ALL sealed beams 
on any car—any place—any time—by anyone. 


DISPLAY KIT 2WR 
All steel display sign 


DISPLAY KIT 2R 
All steel display rack 


and wall brackets and metal sign. 





Circle No. 10 on Coupon, p. 158 
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Acid-handling device 


. called the Tripl-Duty Truk-Boy 
permits easier handling of battery 
acids in carboys. An air-vent pouring 
spout is said to permit discharge with- 
out splashing at a rate of 3-5 gpm. 
Tilter is equipped with a safety rat- 
chet. General Scientific Equipment 
Co., P. O. Box 6798, Philadelphia 32, 
Pa. 


Circle No. 11 on Coupon, p. 158 


Plug thread chaser 


makes possible proper sealing 
of spark plugs when replacement plugs 
with a longer thread are installed or 
carbon build-up clogs plug holes. A 
1M4¢-in. sure-grip hexagon design with 
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a ball tension holder permits the use 
of a deep-well socket wrench for 
hard-to-reach spark plug holes. J. 
Borland Machine Co., 64 Eagle St., 
Providence 9, R.1. 

Circle No. 12 on Coupon, p. 158 


Fuel demand meter 


accumulates degree days and 
measures the combined effect of tem- 
perature, wind and sun to give a more 
precise control of fuel oil deliveries. 
A weather-sensitive element mounted 
on a roof or gable exposed to typical 
weather conditions results in a single 
dial reading for “effective degree 
days.” Manufacturer claims the de- 
vice is especially useful for measuring 
fuel consumption in spring and fall 
months. Oakley & Oakfield, (sales 
agents for Johnson Fuel Demand 
Meter), 328 §. Pitcher St., Kalamazoo, 
Mich. 


Circle No. 13 on Coupon, p. 158 


Two-way radio cabinet 


. . houses transmitter, receiver and 
power supply chassis. The new “Desk 
Mate” base station cabinet is designed 
as a piece of office furniture about 
the same height and depth as an av- 
erage desk, but only 14 in. wide. Con- 
trols are at desk-drawer height so 
that the operator may adjust them 
without moving from his chair. Gen- 
eral Electric Co., Syracuse, N.Y. 


Circle No. 14 on Coupon, p. 158 


All-purpose black coating 


... forms a bright, ebony-black finish 
said to be impervious to moisture 
and resistant to chemical attack by 
gas fumes and smoke. Because of its 
penetrating and spreading qualities, 
it can be used after a minimum of 
surface preparation to either preserve 
or restore the appearance of most 
materials. Manufacturer says it is 
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anti-corrosive above or below grade, 
expands or contracts with metal dur- 
ing extreme temperature changes, and 
can be readily applied to combination 
metal, wood and concrete structures. 
Maintenance, Inc., Wooster, Ohio. 


Circle No. 15 on Coupon, p. 158 


Safety step bar 


. assemblies come in stock lengths 
of 159”, and can be used as stair 
treads, ladders, auxiliary steps or 
grating panels. Designed to assure 


equipment —j 


safe footing even when submerged in 

grease, oil, wax, ice, snow. Bustin 

Steel Products, Inc., Dover, N.J. 
Circle No. 16 on Coupon, p. 158 


Automatic signal horn 


. . is designed to alert plant crews 
against overflow of oil storage tanks 
during filling operations. The Falcon 
Tank-Overflow horn consists of a 
small cylinder of compressed gas, 
pressure gage, horn, and float-opera- 
ted valve. Horn can be powered by 


LET'S GET THE FACTS ON THIS 


HEADLIGHT AIMING BUSINESS! 


Since sealed beam aiming has become a new and profitable 
service, many questions have been asked by jobbers and 
dealers. We list here the questions and answers in an effort 
to help you arrive at an intelligent conclusion. 


Question: Is sealed beam aiming really necessary? 


ANSWER: Definitely yes—all sealed beam and car manufacturers stress the importance 
of correct aiming. It is a very important safety factor. 


Question: Is sealed beam aiming profitable for the dealer? 


ANSWER: Yes. Although there is no set price, the aiming service is normally $1.50 per 


pair. It pays off in cuscomer service, too! 


Question: What is the potential market for headlight aiming? 
ANSWER: Over 75% of the cars have either one or both headlights out of line enough 


to impair correct visibility. 


Question: Is a state permit necessary to adjust sealed beams? 


ANSWER: No. However, in the few states that have state assigned stations, state 
approval must be obtained for equipment used in that official station only. 


Question: I understand there are three ‘on the car’ aimers on the market. How can I 
tell which is best suited for my station? 


ANSWER: Above all else—don’t buy any equipment that does only half the job. 
If you can’t check a pair of headlights in one minute or less without removing the 
hood or cover ring, you're missing the most important factor of all! 


Question: I beard some of the sealed beam manufacturers are making a new lamp with 
aiming points built right into the glass. Is this a good idea? 


ANSWER: Yes. It is very practical. Just be sure the aiming equipment you buy fits 
both the new sealed beam and the sealed beams that are now in the 55 million cars 
on the road today. 


Question: Are all adjustable levels the same? 


ANSWER: Definitely not. Because complete accuracy is necessary, select the level most 
sensibly engineered for ease of setting, permanent accuracy and durable construction 





TRULITE 
GAUGES 


TRULITE JR. TYPE TYPE 
GAUGES c Oo 





Can I check sealed beams with- 
out ne the hood or cover YES YES NO NO 
ring 





Can | adjust the *new type and 


regular sealed beams? YES YES NO YES 





Are adjustable levels die cast 


for permanent accuracy? YES YES NO NO 





Permanent die- | Precision 
cast with | molded plastic 
chrome plated & metal 
steel unbreakable 


Metal stamping | Plastic & metal 


What type construction? & welded 








All steel display 
stand, metal 
sign and cus- 
tomer check 
pad 


Wall sign with 
brackets & cus- 
tomer check 
pad 


What ~ ran do! get with 


gauges Sign & Clips Paper sign 




















ceeianeidiaaiaiaal 
*Such as new Guide & G.E. sealed beams. Adapters are used with Trulite Gauges. 


TRULITE CORPORATION 


3453 Cahuenga Boulevard, Los Angeles 28 ® 12 Depot Square, Englewood, N. J. 
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harmless carbon dioxide, Freon 12, 
nitrogen or compressed air. Falcon 
Alarm Co., Inc., Summit, N.J. 

Circle No. 17 on Coupon, p. 158 


Gage and valve heater 


. has a Chromolox electrical heat- 
ing element for 120 or 240 volt A.C. 
For use where no steam is available 
to prevent gage freezing and break- 
age, or where there is a problem of 
heating cold liquids such as waxes. 


Can be adapted to Underwriters’ Lab- 
oratory requirements, if intended for 
hazardous locations. Jerguson Gage & 
Valve Co., 80 Fellsway, Somerville 45, 
Mass. 
Circle No. 18 on Coupon, p. 158 
Gasket cutter 
. has a lightweight phenolic body 
with steel blades, with inch and metric 
scales. Cuts round gaskets %4-in. to 
6-in., and odd shapes or straight pieces 


The Fastest Growing “T” Light! 


only COMPCO offers you... 


a WL 3 


...to fit your = 
new construction 
Fe TiTo Me slele(-1411 04-1016) 1) 
program... 

4 


i nae 


Brera 


COMPLETE SERVICE STATION 
LIGHTING EQUIPMENT 


> 


yy 


@ All Weather Horizontal “T”’ Lights 


@ High Intensity R.S. Fluorescent Flood Lights 


@ Auxiliary Flourescent and Incandescent Lights 
for Outdoor and Indoor Application 


New Thinner Design “T” Lights are engineered 


for still greater strength, more graceful 
smoother appearance and greater efficiency. 
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of any size from any pliable sheet 
material. The Bohnett Co., Cincinnati 
2, Ohio. 

Circle No. 19 on Coupon, p. 158 


Retractible walls 


. Shield doorways in garages and 
warehouses during cold weather, and 
provide floor space when needed. The 
curtain, called TransWall, is built of 
heavy coated fabric and can be re- 
tracted on its overhead track into very 
little space. Bemis Bros. Bag Co., 
Minneapolis, Minn. 


Circle No. 20 on Coupon, p. 158 


Hand lift truck 


. .. handles loads up to 3,000 lbs on 
low-cost, two-runner pallets. Manufac- 
turer claims total investment in hand 
lift truck with 100 conventional skids 
is $1,050, while the same truck with 
100 two-runner skids is only $410. 
Trucks are available in 16, 18, 22, 24 
and 27-inch widths, with platform 
lengths up to 72 in. Also equipped 
with tandem articulated load wheels 
for rough floors. Market Forge Co., 
Everett, Mass. 

Circle No. 21 on Coupon, p. 158 


Lift truck gripper arms 


. . now being sold under license from 
Shell Development Co., feature 
camber to support the load and toe- 
in at the tips to grip the load. Little 
Giant Products, Inc., 1600 N. Adams 
St., Peoria, Ill. 


Circle No. 22 on Coupon, p. 158 


Safety shut-off valves 


are designed for use on multiple 
pedestal installations of “pusher” type 
remote pumping, and where elevated 
tanks keep the dispenser under posi- 





tive pressure. In case of fire, a fusible 
link melts, allowing a safety valve to 
snap shut. If the pedestal is over- 
turned, a machined shear section 
breaks, allowing valve to close. If the 
pedestal is bumped, a spring-loaded 
latch is released permitting the valve 
to close tightly. OPW Corp., 2735 
Coleran Ave., Cincinnati 25, Ohio. 


Circle No. 23 on Coupon p. 158 


Farm and fleet pump 


. . .« has horizontal register dial and 
nozzle boot at the front. Model 48 
Electric Power pump has 14 hp motor 
driving rotary gear-type pump to de- 
liver about 10 gpm; adjustable meter 
calibration; removable strainer screen; 
built-in by-pass valve; and _ built-in 
check valve eliminating need for a 
foot valve. General Products Div., 
Tokheim Corp., Ft. Wayne, Ind. 


Circle No. 24 on Coupon p. 158 


Can sealer 


. . . automatically sorts, feeds and ap- 
plies innerseals to various types and 
sizes of rectangular oil cans. Said to 
have a capacity of 60 to 120 seals per 
minute depending on container size. 
Can be installed in existing lines where 
cappers are already available, or sup- 
plied in tandem with new cappers. 
Resina Automatic Machinery Co., 
Inc., 572 Smith St., Brooklyn 31, 
N.Y. 


Circle No. 25 on Coupon p. 158 


Oil leak seal 


. called Oyltite-Stik is said to seal 
cracks, pinholes, rusty parts in oil 
tanks, pipes and containers of all 
kinds by rubbing across the leaky 
area. It is not necessary to drain tanks 
or pipes. According to the manufac- 
turer, the product has proved satis- 


factory on hot oil pipes where 
pressures to 75 psi and temperatures 
to 400 deg F are encountered. Lake 
Chemical Co., 3052 W. Carroll Ave., 
Chicago 12, Ill. 

Circle No. 26 on Coupon p. 158 


Socket wrench handle 


. . . designed for work in confined 
spaces on late-model cars is called the 
No. 5457 Rotahead hinge handle. 
Pressing down on the patented head 


VY 
‘i 


© 
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‘ed! : Pane” peg 
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mechanism allows handle to rotate 
freely. Release of pressure engages the 
drive plug. With 30 teeth on the inner 
wheel, a new bite can be secured every 
12 deg. Plomb Tool Co., Los Angeles, 
Calif. 

Circle No. 27 on Coupon p. 158 


Flexible fixture-hanger 

... can move as much as 15 deg from 
vertical in any direction, through the 
action of a high-strength brass bellows 


FAST PUMPING WITH VIKINGS 


i n¥NtwaAtR 
DIRECTION 


Tri-Par Oil Company, Saukville, Wisconsin, makes good use 
of Viking Pump’s reversible feature. The pumping system has 
a single suction line and a single discharge line which can be 
operated in either direction, eliminating the piping manifold. 
Speeded to deliver 325 G.P.M., the pumps can unload trans- 
ports to storage and load delivery trucks from storage by 


merely reversing rotation. 


These pumping units have handled over 25,000,000 gallons 
of gasoline and fuel oil without any down-time in the three 


years they have been in service. 


Perhaps Viking Pumps can speed your operation and simplify 
your pumping. Types and sizes for most industrial pumping. 
For information, write for bulletin 56Sr. 


VIKING PUMP COMPANY 


Cedar Falls, lowa, U.S.A. 


In Canada, it's “ROTO-KING" pumps 


See our catalog in Sweets 
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aided by a stainless steel spring. A 
set-screw locks the threaded stem in 
place. Stem assembly is designed so 
that it will not turn or twist wires or 
connections. Claimed to be explosion- 
proof and dust-tight. Crouse-Hinds 
Co., Wolf & Seventh North Sts., Syra- 
cuse, N. Y. 


Circle No. 28 on Coupon p. 158 


Self-adhesive signs 


. made on low-cost Vinyl film are 
said to be easy to attach, completely 
weatherproof and resistant to most 
oils, solvents and acids. Name of the 
product is “FasCal.” Avery Paper Co., 
250 Chester Ave., Painesville, Ohio. 

Circle No. 29 on Coupon, p. 158 
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Bubble surface blanket 


. to reduce evaporation losses are 
described in a new 12-page booklet 
of graphs, tables and photographs. 
Booklet shows how Bakelite  gas- 
filled spheres are pumped or dumped 
into crude oil storage tanks; how the 
spheres are packaged, shipped, in- 
stalled and maintained, and how a 
specially designed portable gage well 
measures the oil in a tank covered 
with Microballoon spheres. Produced 
under license from Standard Oil Co. 
(Ohio) and marketed under trade 
name Microballoon of Sohio. Bakelite 
Co., division of Union Carbide and 
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Vapor Losses Are Costly 


They can be greatly reduced 
by the installation of the cor- 
rect Morrison Conservation 
Vent. 


Available in spring loaded, 
weighted and oil seal type. 


Write for further details. 


MORRISON BROS. COM PANY 
OlL EQUIPMENT HEADQUARTERS 


DUBUQUE, 


1LOWA 





Carbon Corp., 300 Madison Ave., 
New York 17, N. Y. 


Circle No. 30 on Coupon p. 158 


Truck service guide 


. is a 32-page bulletin illustrating 
Impactool uses in truck repair work. 
Gives time and cost comparisons in 
doing a number of common service 
jobs by hand and with air and electric 
power Impactools. Air-starting motors 
for starting service on truck engines 
are also covered. Bulletin is known as 
Form 5097-10. Ingersoll-Rand Co., 
11 Broadway, New York, N.Y. 


Circle No. 31 on Coupon p. 158 


Air service manual 


. contains detailed instructions on 
how to check tire inflation, how to 
read air gages, and how to maintain 
gage accuracy. Includes catalog of 
replacement tire valves, air chucks, 
gages, valve caps and cores, air lines, 
hose couplers and fittings. A. Schra- 
der’s Son, 470 Vanderbilt Ave., 
Brooklyn 38, N.Y. 

Circle No. 32 on Coupon p. 158 


Filter service manual 


. Shows each step in filter cartridge 
replacement for all late-model cars. 
Included is set of instructions on gas- 
ket installation and suggestions on 
best tools to use for filter work. Puro- 
lator Products, Inc., Rahway, N.J. 


Circle No. 33 on Coupon p. 158 


Wrought iron fitting 


. and flange data are contained 
in a new folder. Included is dimen- 
sional data on Tube-Turn products 
in sizes from % in. through 12 in., 
a discussion of the physical properties 
of the material, and illustrations of 
typical application. Tube Turns, 224 
E. Broadway, Louisville I, Ky. 

Circle No. 34 on Coupon p. 158 


Brochure on valves 


. is devoted to the new Fairbanks 
renewable seat ring gate valve. A se- 
ries of photographs describes how seat 
rings are replaced without removing 
the valve body from the line. Fair- 
hanks Co., 393 Lafayette St., New 
York 3, N.Y. 

Circle No. 35 on Coupon p. 158 


Tank heating nozzles 


. . . for use where it is desirable to 
start heating from a shallow level; 
where uniform agitation and heating 
are required for a large, shallow tank 
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area; where only low steam pressures 
are available; and where solids in the 
liquid might clog other types of heat- 
ers, are covered in Bulletin Supple- 
ment 3A. One section contains data 
on how to determine the number of 
units needed for specific applications. 
Dept. J-W, Schutte and Koerting Co., 
Cornwells Heights, Bucks County, Pa. 
Circle No. 36 on Coupon p. 158 


Material handling tips 


. including case histories of fork-lift 
economies in handling oil drums and 
packaged goods; preventive mainte- 
nance and service; and fork-lift acces- 
sories, are contained in the current 
issue of the house organ “Handling 
Materials Illustrated.” Also described 
is a new lightweight 4,000-lb pallet 
truck with push-button control. Tow- 
motor Corp., 1226 E. 152nd St., 
Cleveland 10, Ohio. 


Circle No. 37 on Coupon p. 158 


Manufacturers 





Francis & Sims, Inc., has been ap- 
pointed to sell and service the fork- 
lift trucks, powered hand trucks and 
straddle carriers produced by the in- 
dustrial truck division of Clark Equip- 
ment Co. The new dealer is located 
at 2855 W. 8th St., Denver, Colo., 
and will cover all of Colorado, plus 
parts of Wyoming and Nebraska. 

e 

Zahl Equipment Co. held open 
house in its new building at 1516 S. 
5th St., Minneapolis. The young com- 
pany, organized a year ago by former 
equipment salesman Al Zahl, added 
more office area and shop space. 


Cummins Engine Co., Inc., Colum- 
bus, Ind., has designed a “mobile 
diesel center” to demonstrate service 
procedures in the field. It is a self- 
contained unit having its own stage, 
lights, chairs, public address system, 
and props, all built into a single 
package. It is transported on an In- 
ternational Harvester Model CO 205 
tractor. Before meetings, the body is 


lowered to a point 10 in. above the 


floor by three built-in hydraulic jacks. 
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000 on the whole layout. The com- 
pany operates six trucks, employs 10 
underneath. The body is then low- men in the service department, and 
ered into a cradle on the chassis markets in Missouri and Illinois in 
where it is secured before moving on an area of about 100 miles around 
to its next location. Emmert W. St. Louis. 

Wright, Cummins’ manager of serv- 
ice development, is in charge of the 
unit. 


After demonstration it is raised 66 
in. off the floor and the tractor backed 


Personnel 


“ H. L. Narwitz, formerly manager 

Neumayer Equipment Co. moved in charge of Goodyear’s industrial 
recently to a modern office building products office at Portland, Ore., is 
and plant at 5130 Berthold Ave., St. now head of a newly established 
Louis, Mo. The plant has about 13,- district office at San Francisco. He 
000 sq ft of floor space and includes studied civil engineering at the Uni- 
a warehouse and a service and repair versity of Southern California, and 
shop. Neumayer spent about $120,- was associated with West Coast con- 





rus te OE ste 


Hand Pump 


for cleaner. safer. easier 


liquid handling 


* CORROSION-RESISTANT 
* EASY PUMPING CONSTRUCTION 
* SELF-PRIMING WITH 


* 
HIGH HIGH SUCTION LIFT 


CAPACITY 


* COMPACT AND 
LIGHTWEIGHT 


SAFETY DRAIN 


The Blackmer 
te for 


back” 





Complete line of accessories and attachments 


liquid materials handling ® 


BLACKMER 


INDUSTRIAL, HAND AND TRUCK PUMPS, STRAINERS, PRESSURE CONTROL VALVES 
BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


DIVISION SALES OFFICES 
NEW YORK « ATLANTA + CHICAGO « GRAND RAPIDS ¢ DALLAS » WASHINGTON e SAN FRANCISCO 


See Yellow pages for your local sales representative 
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BUILT TO 


..eAND TAKE IT, TOO! 


ROPER TRUCK PUMP 


HARDENED GEARS 


BRONZE ¥ MECHANICAL 
BEARINGS 


H OUTBOARD 
ae BEARING 


ADJUSTABLE 
RELIEF 


SERIES 3600 
Pressures to 90 P.S.I. 
40 to 300 G.P.M. Sizes 


Simplicity of construction and principle of operation distin- 
guishes Roper as your best pump buy. For, with simplicity 
comes more dependable performance, less maintenance, easier 
installation, and longer service life. 

All is not simple with Roper, however. Not when you consider 
the precision-ground, hardened steel shaft . . . accurately ma- 
chined iron alloy gears that mesh perfectly . . . close-fitting 
bronze bearings . . . sensitive, adjustable relief valve ... and 
durable seal. Then — careful assembly of all these components. 
Yes, Roper know-how and the Roper policy of combining the 
simple with the more complex is your assurance of pumps that 
can really dish it out... and take it, too! You can get so much 
more satisfaction with Roper! 


HARDENED 
STEEL SHAFT 


ADJUSTABLE RELIEF VALVE 
— in pump face plate elimi- 
nates outside piping. Ample 
size. Easily adjusted over 
wide range — 20 to 90 
p.s.i. 


SPLIT GLAND 
Repacking is easy with 
split-ring packing and two 
piece gland. No need to 
disturb drive coupling or 
pipe connections. 


MECHANICAL SEAL 
Available in Models 3602. 
Provides positive sealing 
action... minimizes down- 
time . . . no adjustments 
necessary. 


GEO. D. ROPER CORPORATION 
476 Blackhawk Park Ave., Rockford, Ill. 
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struction firms and an aircraft com- 
pany before joining Goodyear in Los 
Angeles in 1943. 
e 
Robert L. Rich has been promoted 
to assistant manager of packing and 
special products for Goodyear’s in- 
dustrial products division. He started 
with Goodyear at Atlanta in 1950, 
went to Akron as a sales trainee in 
1952, and has been field representa- 
tive in the Chicago area since 1954. 
e 
Selden T. Wil- 
liams, head of the 
A. Schrader’s Son 
division of Sco- 
vill Manufactur- 
ing Co., has been 
made a_ vice 
president and di- 
rector of the 
parent firm. Wil- 
liams holds a 
mechanical engi- 
neering degree 
from Worcester Polytechnic Institute 
and a master’s degree from St. Law- 
rence University. He has been with 
Schrader since 1929, after fiilling a 
number of engineering and production 
posts with the former Naval Aircraft 
Factory at Philadelphia and the Vic- 
tor Talking Machine Co. He is known 
as an author, technical writer and in- 
ventor. 


S. T. Williams 


William J. Malvey has been trans- 
ferred to Scovill Manufacturing Co.’s 
New York office as salesman for in- 
dustrial hose couplings. His territory 
will include New York, New England 
and Philadelphia. He joined Scovill in 
1953, and was assigned to the mer- 
chandise division as a sales assistant 
after completing an advanced train- 
ing course, 

ao 

Ralph E. Seaton is now technical 
sales representative in New York for 
the Wolverine Tube Div. of Calumet 
& Hecla, Inc. He will contact the 
petroleum, petrochemical, chemical, 
heat exchanger industries in New 
York, New England and Northern 
New Jersey. Seaton formerly held a 
similar post in Detroit. 

e 


Bob L. Roberts has been made 
technical sales representative for 
Wolverine Tube in Philadelphia and 
surrounding areas. He will make his 
headquarters at the firm’s Philadelphia 
sales office, 1408 Liberty Trust Bldg., 
Broad and Arch Sts., Philadelphia 7, 
Pa. Roberts was formerly technical 
office sales representative for Wolve- 
rine in Detroit. 
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v ASSOCIATIONS 


Tax Planning Gets More Out of Profits 


PROFITS, natural gas competition 
and jobber-supplier relations seem to 
be the principal worries of jobbers in 
Michigan—just as they are elsewhere. 

At their Detroit meeting last month, 
more than 400 Michigan jobbers 
learned about some tax dishes that 
could go a long way toward satisfying 
their profit appetites. Tax pundit Dan 
S. Holefca of Holefca and Associates, 
Detroit, told them that the problem of 
the “hungry” small businessman is 
not making more profit, but rather 
keeping more of the profits he does 
make. 

His approach is one of setting up 
tax payments so that the businessman 
can retain more money for business 
purposes. But he cautions that any tax- 
saving plan his company recommends 
to a client is first checked with the In- 
ternal Revenue Service for approval 
before being put in operation. 

Holefca discussed the advantages of 
incorporation, suggesting as a yard- 
stick that “if your jobbing business is 
producing less business income than 
$16,000 to $20,000 annually and you 
are married, or $8,000 to $10,000 for 
a single man, then you probably should 
not incorporate.” 

He described the four principal ad- 
vantages obtainable in small, closely 
held corporations as coming from tax 
balancing, avoidance of dividend pay- 
ments, pension plans and profit-sharing 
plans. 

Best testimony to the value of Hol- 
efca’s presentation was the large num- 
ber of oil jobbers who besieged him 
after the talk to inquire about his serv- 
ices and how the tax approach might 
apply to specific cases. 

‘Helpless Position’—Joseph D. Had- 
ley, executive secretary of the associa- 
tion, said in his report to the members, 
“We jobbers stand in a rather helpless 
position in our battle to retain oil heat 
at its present level in the face of the 
natural gas invasion. Their greatest 
weapon is price . . . we are not in a 
position to fight back . . . in this re- 
spect, we are at the mercy of our sup- 
pliers who thus far have not made any 
move in this direction.” Hadley also 
cited depressed tank wagon prices in 
the Flint area as a major jobber prob- 
lem. 

A panel discussion on supplier-job- 
ber relations brought this comment 
from Paul Elliott, sales manager, Leon- 
ard Refineries, Inc.: 

“There should be instituted a con- 
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centrated effort to develop ways and 
means for supplier management to be 
better and more completely informed 
of the jobber’s problems. I refer you to 
the dealer attitude of the automobile 
industry and the methods immediately 
established by its management to cope 
with this problem. 

“Although there has been much im- 
provement in supplier attitude regard- 
ing public relations, there is still a tre- 
mendous opportunity in this field to be 
developed and utilized . . . Most job- 
ber-supplier problems can be solved 
through better understanding and a 
greater desire for cooperation.” 

George Begick, Lansing Oil Co., 
Lansing, speaking for fuel oil jobbers, 
said that unless heating oil is made 
competitive with gas, it will lose out to 
gas and possibly electricity as a source 
of heat. He said that in Lansing con- 
sumers pay 40% more for oil than for 
gas. This means a premium of 40% 
for semi-automatic heat as against 
completely automatic heat. 

Begick also threw a curve at sup- 
pliers by challenging them to improve 
the quality of heating oil, and cited 
these other disadvantages of fuel oil 
over gas: 

Oil burner service charges in his 
area are “outrageous” and not attrac- 
tive to the consumer. Fuel oil dealers 
may be forced into the service business 
if they want to remain competitive. 

There is a lack of national advertis- 
ing and promotion for oil heat. Sup- 
pliers should spend as much promoting 
fuel oil as they do gasoline, Begick 
said. 

Management Aid Wanted —R. J. 
Schafer, Schafer Oil, Pinconning, de- 
clared there is a need for suppliers to 
give more attention to local advertising 
to support the jobber. The jobber also 
needs the assistance of his supplier in 
setting up proper accounting and cost 
control systems. 

Schafer said he, as a jobber, would 
like his supplier to “tell me whether 
I’m operating on sufficient capital; look 
at my operating statement periodically; 
furnish me with construction informa- 
tion on service station building, and 
offer a stock-buying program, which 
would increase my pride in product, 
operation, and company.” 

Dwight F. Benton, vice president of 
Standard Oil Co. (Indiana), said one 
of the problems in supplier-jobber re- 
lations is too much shouting and not 
enough listening by both parties. What 


NEWS 





should be a give-and-take exchange of 
ideas turns into a free-for-all in which 
everybody loses. 

He suggested that before jobbers 
look at “huge oil company profits” and 
complain, they first study what those 
earnings represent as a return on in- 
vestment. The percentage return on in- 
vestment for oil companies is relatively 
low, he said. 

Concerning proposals to eliminate 
or cut the depletion allowance, Benton 
said, “These rebel few among the job- 
bers won’t stand still long enough to 
find that the majors pour back into 
exploration and development 
many times more than percentage de- 
pletion saves them in taxes. These dis- 
sidents also refuse to see that reducing 
the depletion factor would force a 
sharp boost in petroleum product 
prices that would have to be passed on 
to the consumer.” 

Clint K. Elliott, president of the 
National Oil Jobbers Council, fol- 
lowed Benton by declaring, “If some- 
thing isn’t done to stop the large cor- 
porations of America from amassing 
such stupendous earned surpluses, the 
day will soon be here when the cor- 
porations own all of America. There 
will be no small business.” 

Pointing out that he was speaking as 
“a small Arkansas jobber and goat 
raiser,” and not as NOJC head, Elliott 
also said that “in my opinion industry 
and public relations have gotten worse 
each and every year recently.” % 


New Jersey Oil Men 


A Hot Cool Market 


HOME air conditioning is a natural 
field for fuel oil men, according to R. 
W. Olsen of General Electric Co.’s 
home heating and cooling division. He 
told members of the Fuel Oil Distribu- 
tion Assn. of New Jersey that their 
close link with the homeowner gives 
them a good chance to talk up busi- 
ness. 

rhe oil men were advised to let their 
burner servicemen be the contact. 
“Homeowners are more apt to listen to 
what a serviceman tells them, than to 
what a salesman says,” said Olsen. 
“You can use your serviceman to get 
the salesman into the picture.” 

After the Sale—Operating costs of 
water-cooled units and air-cooled units 
are about the same. Where water is 
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scarce, advised Olsen, water-cooling 
towers may have to be built so the 
water can be re-used. And keep air- 
cooled units away from doors or 
shrubs, he warned. In the first loca- 
tion, the heat may find its way back 
into the house; in the second, the 
shrubs may be killed. 

Setting Up the Unit—Good, clean 
work is as important in air condition- 
ing work as it is in putting in oil- 
heat jobs. Connections should be 
clean and tight to seal in the costly 
refrigerant and seal out valve-ruining 
moisture. With most pumps herme- 
tically sealed, valve trouble means the 
entire unit must be replaced, an ex- 
pensive item for the homeowner. 

Flare fittings, Olsen told the dis- 
tributors, are hard to keep tight. 
Quick-fitting connections are easy to 
use, but they will restrict the refriger- 
ant flow by as much as 10%, causing 
the compressor to work overtime. A 
silver-brazed sweat-connection is best 
for the job. 

Capillary tubing is now replacing 
expansion valves and their moving 
parts, but Olsen warned oil men not to 
blow through the tubing “just to see 
if it is dirty.” 

Repair Work—If a system needs 
cleaning, members were told to use a 
good vacuum pump, one that can pull 
about 29 psia. Using a pump gives a 
check on connections, because no vac- 
uum can be built up if the connections 
leak. A high-vacuum pump saves time 
by building the vacuum quicker. @ 


New England 
Soon: Gasoline Plan 


GROUNDWORK WAS LAID for a 
program for gasoline jobbers at the 
32nd annual convention of the Inde- 
pendent Oil Men’s Assn. of New Fne- 
land in Boston last month. IOMA, 
composed mainly of fuel oil men, re- 
cently elected two gasoline distributors 
to its board of directors in an effort to 
include “the other half” of New Eng- 
land oil marketing. 

One of these directors, William J. 
Bursaw, an Esso Standard Oil Co. 
jobber in Salem, Mass., presided over 
a special gasoline jobbers’ conference 
that discussed possibilities of IOMA 
activity in their field. The compara- 
tively small jobber margin in New 
England, supplier allowances in price 
war situations, and major oil company 
zoning that creates price differentials 
in closely neighboring areas, were 
the problems most often mentioned 
for IOMA-sponsored solution. 

Wesley E. Downing, State Fuel Co., 
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East Boston, a former IOMA presi- 
dent, pointed out that the association 
“can do bigger things than just worry 
about price spread,” and urged jobbers 
to work with rather than against the 
majors to resolve difficulties. 

Bursaw was named to form a com- 
mittee that will co-ordinate recruiting 
of gasoline jobbers by those already 
members of IOMA, and formulate an 
association program for them. He ex- 
pressed the hope that future develop- 
ments would permit IOMA to rejoin 
the National Oil Jobbers Council, 
from which it recently felt compelled 
to withdraw (see p149). 

Dwight T. Colley, marketing vice 
president of Atlantic Refining Co., 
told the luncheon meeting of the con- 


Pennsylvania Petroleum 





vention that “winning the public is 
not a part-time assignment,” and 
called for closer supplier-jobber-dealer 
relations to solve the gasoline price 
problem. Pointing out that quality 
of service is tied to operating margins, 
he explained that Atlantic’s experi- 
ment (NPN—March, °56, p34) is de- 
signed to improve those margins. He 
urged gasoline men to learn from fuel 
oil men, whose customers often “do 
not even know what the price is if the 
service is satisfactory.” 

Political analyst Samuel Lubell was 
dinner speaker at the convention. He 
predicted that the most significant 
issues in this year’s presidential elec- 
tion would be those that promoted a 
feeling of national unity. 


Three Sore Spots Bother Jobbers 


ATLANTIC Refining Co. received a 
pat on the back at the spring meeting 
of the Pennsylvania Petroleum Assn., 
for bringing some stability to the state’s 
gasoline market by its suggested mini- 
mum retail price policy. But the job- 
bers spent the rest of the meeting on a 
three-count criticism of major oil com- 
panies. 

Margins—Jobbers say their margins 
should go up, at least to 3¢ gal— 
higher if it can be arranged. They 
point out that jobbers to the south have 
these higher margins. In Pennsylvania, 
however, the margin varies from 2.5¢- 
2.625¢ gal. 

Some members don’t expect any- 
thing to happen unless a “new mar- 
keter” comes into the state. The new 
marketer is Phillips Petroleum Co. 
Phillips’ expansion through the South, 


‘they argue, is the force pushing up 


margins in that area. With Phillips of- 
fering better deals to get established 
jobbers to market for them, the other 
majors are being forced to boost mar- 
gins to hold onto their representation. 

Commercial Accounts—The associ- 
ation’s gasoline marketing committee 
urges that some ground rules be set 
up for commercial business. It sug- 
gests that suppliers go back to limiting 
their discounts to 1.5¢ gal. off con- 
sumer tank wagon, and then only on 
accounts of 100,000 gal. a month or 
more. Discounts now range from 2.5¢- 
3.25¢ gal. 

Peddlers—‘“The situation is getting 
serious,” says the fuel oil committee. 
In one county surveyed, peddlers have 
increased from three to twelve in a 
two-year period, while fuel oil jobbers 
have only added one, from seven to 


eight. There has been no great popu- 
lation increase in that county, and no 
particular increase in other service 
business. 

The committee feels suppliers 
should do something about the situa- 
tion, perhaps raise prices for the ped- 
dler. The price differential between 
what the jobber pays and what the 
peddler pays now varies from 15 to 
40 points a gal. 

The jobbers have no solution. “You 
can’t keep a peddler from doing busi- 
ness by passing resolutions. The small 
peddler of today is the jobber of to- 
morrow. It’s just competition and the 
American way of doing business,” says 
one member. 

Another suggests, “Take peddlers on 
as under-the-fill buyers, getting 
throughput and transportation charges 
out of the deal, instead of having them 
supplied by the majors.” 

A third wonders, “Is the same thing 
going to happen to fuel oil that is 
happening in commercial gasoline 
accounts?” me 


Pacific Coast OHI 


Service: a Must? 


OIL MEN in the Pacific Northwest 
should offer complete, integrated serv- 
ice to survive the natural gas push that 
many of them will feel for the first 
time this fall. That theme was ham- 
mered home hard and often by panel 
speakers at Oil-Heat Institute of Wash- 
ington’s three-day Pacific Coast con- 
vention in Spokane. 

(Continued on p. 170) 
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WHITE 9000-T 

White unit options—138'2 in. wheelbase, 
10.00 x 20, 12-ply tires, 116-D front 
axle, 801B Transmission, 189C rear 
axle, 6.17 ratio. 


HERE'S big news about the 
White 9000 for the petro- 
leum industry! 

There are tremendous pay- 
load opportunities made to 
order for today’s needs for 
extra earning power... 
extra profit. 

Here’s a typical example of 
what truck operators can do 
with this mew dimension in 
truck earning power. 

Too, new chassis design... 
low operating cost... new 
power with the mighty 
Mustang series of engines... 
make this the year’s top value 
... top producer. 


See for yourself. 
FIND OUT HOW WHITE 
CAN HELP YOU! 


Get facts from your White 
Representative or write— 
today! 


FOR MORE THAN 55 YEARS 
THE GREATEST NAME 
IN TRUCKS 
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IT'S WHITE THAT RAISES 
THE PAYLOAD STANDARD 
IN PETROLEUM TRANSPORT 
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THE WHITE MOTOR COMPANY 
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(Continued from p. 168) 

What’s To Be Done — Complete 
service, speakers said, covers more 
than just selling heating oil. It includes 
the sale, installation and servicing of 
burners by oil men, not outsiders who 
could switch over to handling gas 
equipment. 

Robert G. Elmslie, managing direc- 
tor of OHI of Washington, estimates 
that 40-50% of heating oil distributors 
in the area will have to’set up service 
departments and. 85% will have to 
organize installation departments, if 
the panel’s advice is heeded. 

Otherwise, panelists said, oil men 
stand a good chance of losing part of 


their more than 1-billion-gal.-a-year 
heating oil market and part of their 
50,000-60,000 new heating units. 

But oil-heat men usually learn the 
hard way, said Herbert Spade of E. 
Robison, Inc., heating oil distributor 
in Hartsdale, N. Y. Spade observed 
that when natural gas entered his area, 
oil men did not offer complete service 
and soon found that most new homes 
were being gas-heated. But after get- 
ting full service organized and pro- 
moting it by advertising campaigns, oil 
men now handle 95% of oil installa- 
tions, and service what they install. 

“Gas,” he said, “can’t fail to have 
profound effects. The only worthwhile 
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ol} celadleya| 


lO]Ui tol er-loidlal-# 
light tension 


i — (5 oz.) spring 
Fy —trouble-free 
Z 


4 foolproof 
poppet 


HORIZONTAL CHECK 
VALVES in 142”, 2”. 


General Products Division 


TOKHEIM CORPORATION 
Designers and Builders of Superior Equipment 
1650 Wabash Ave. 


Since 1901 Fort Wayne 1, Ind. 


Factory Branch: 1309 Howard Street, San Francisco 3, Calif. 
In Canada; Tokheim-Reeder, 205 Yonge Street, Toronto, Ont. 





defense is the strongest possible of- 
fense.” 

Charles Burkhardt, national secre- 
tary of OHI of America’s distribution 
division and formerly with Paragon 
Maintenance Co., service unit of Para- 
gon Oil Co., New York, told delegates 
to sell service “like a medical plan” to 
stabilize account turnovers. Paragon, 
he said, offers a two-year service plan 
that is automatically renewed and that 
covers emergency service and parts. 

Gas Has 25,000—Just how many 
customers gas heat will get in its first 
heating season in the area is “one of 
those imponderables,” Elmslie says. He 
expects natural gas to take over 25,000 
manufactured-gas heat customers in 
Spokane, Seattle and Portland as its 
first group and he hopes that good oil- 
heat promotion, backed up by good 
service, can keep gas growth to less 
than 20% during the first season. 

Oil-heat promotion in Washington, 
he adds, will hit the $200,000 mark 
this year, and dealers in the 16 big 
markets, covering 80% of the state, 
are being asked to up their contribu- 
tions 20-30%. 

Service is also being highlighted. 
Walter H. Brunner, of OHI of Oregon, 
said full-time 450-hour refresher and 
novice programs are being carried out 
in his state for the second year. And 
in Washington, Spokane Trade School 
has started a course for training burner 
technicians. e 


Virginia Marketers 


Anti-‘Overbuilding' 


THINGS AREN’T too bad for Vir- 
ginia jobbers, judging from the spirit of 
the April meeting of the Virginia Pe- 
troleum Marketers Assn. 

Gasoline men are anxious to expand 
their fuel oil business and are happy 
that the cost of new gas pipe lines in 
eastern Virginia has raised natural gas 
prices over oil there, though gas is 
cheaper in some parts of the state. 

D. E. Quarles, Jr., of Fredericks- 
burg, urged jobbers to help themselves 
against natural gas by pushing for pas- 
sage of local ordinances to prohibit the 
building of new houses without mason- 
ry chimneys. Some large builders 
have tried to shave costs by construct- 
ing homes with nothing but gas vents. 
Such houses are poor fire risks, Quarles 
indicated, and leave tenants in a posi- 
tion where they may find themselves 
without heat if anything happens to the 
gas supply. 

Main business of the meeting was 
passage of a resolution condemning sta- 
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associations —4J 


tion overbuilding. Major oil companies 
were blamed for “the spectacle of a 
great number of expensive service sta- 
tions standing vacant on our streets 
and highways” despite discounts and 
rent allowances for certain dealers. 
The resolution called such practices 
“not conducive to healthy competition 
or the preservation of the free enter- 
prise system” for small businessmen. 

The measure called high oil com- 
pany profits in the face of “wasteful 
marketing practices” proof that tank 
wagon prices are excessive. It sug- . 
pe that tank wagon prices are at Effective May 4, 1956 
levels where retail prices should be and 
cited commercial discount practices as 
additional proof. 

E. Dave Catterton, association sec- 
retary, said the most recent example of 





the name of 


Tide Water Associated Oil Company 


“overbuilding” came in Richmond has been changed to 

when two jobbers switched suppliers. 

The suppliers in turn began “building w 

new stations to replace the outlets TIDE ATER OIL COMPANY 
they’d lost,” though the actual market Principal Offices 

had not enlarged. SAN FRANCISCO + HOUSTON » TULSA + NEW YORK 


Several jobbers had expressed inter- 
est in building truck stops, but ex- 
pressed surprise at the difficulties of 
the operation after hearing a talk on 
the subject by Dick Hayden of Man- 
assas Ice & Fuel Co., Manassas. i] 


Philadelphia Fuel 


Incentive Needed For L. P. Bulk Storage 
IT’S NOT natural gas competition Leading Firms Pick NELSON 


that’s troubling the Philadelphia heat- 
ing oil market. The problem is a lack 
of a “decent margin” to give oil men 





There are over 250 SYSTEM 





an incentive to build up a good retail NELSON bulk plants for the 
business. 
That is the diagnosis given members storage of LP Gas and Anhy- 
of the Greater Philadelphia Fuel Con- init 
ference at their annual meeting by drous Ammonia located in 25 
Thomas J. Scott, Buckley and Scott, states. Take advantage of our 
fuel oil dealer in Watertown, Mass. 
Scott outlined a two-step cure for experience and get extra value 
the Philadelphia market. First, all em aed 
segments of the oil industry in the and service on your next stor- EDWARD S. NELSON. Ltd. 
area should get together to discuss their age problem. Contact us for a Clarksdale, Mississippi 


problems. “The areas of agreement are 
far greater than those of disagree- 
ment,” says Scott. ee es. ee 

Next, “make an objective analysis of aah: EN 
costs.” Scott suggested that any good 
university business school could handle 
this assignment. Once the facts are as- 
sembled, the fuel oil men should pre- 
sent the report to their suppliers. 

Such a program was carried out in 
Boston, and when the majors looked 
over the report, they came up with a | 
higher margin. “That margin,” Scott 
added, “is increasing today, and it spans ; cn oath 
creates that incentive to sell oil.” @ THE LEADING NAME. IN, THE “BULK ‘STORAGE FIELD! 


meeting with an experienced | 
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B00 EXTRA TON-MILES 
PAYLOAD A YEAR 


--.and it’s built with a high percentage of | 
parts interchangeable with Timken-Detroit’ “4 2 
standard single axle components 


There are important payload bonuses for truckers 
in TDA’s new lightweight tandem. Over 230 pounds 
lighter than any unit of the same capacity, this new 
axle assembly gives operators more than 8500 extra 
ton-miles of payload during an average 75,000-mile 
trucking year. 


Important maintenance advantages also are gained Some Outstanding Features 
with this new tandem. Almost all of the wearing parts of this New Timken® Tandem 
—gears, pinions, differentials, bearings and brakes — 
are identical with components from widely used TDA ‘TDA Inter-Axle Differential divides torque evenly be- 
standard single axles. This means easier service, tween axles... yet permits wheels of one axle to revolve 


- “ ‘ : : le. This means 
Smaller parts inventory, tnd nines base an the toad. faster or slower than wheels of the other axle. This mea 


. both axles are doing equal amounts of work . . . driving 
' parts and tires last longer. 
\ di Driver -Controlled Lockout — with TDA Inter - Axle Dif- 


ferential, the driver can obtain the advantages of straight- 
through drive under slick or icy conditions by locking out 
the differential at any driving speed. 


Big, Dependable Hypoid Gears rotate in conventional 
direction for maximum gear and bearing life. 


WEKEN-OSTODHY AE Ree Optional Axle Connecting Groups. This new tandem 
ROCKWELL SPRING AND AXES COMPANY is available with either TDA famous “Cradle Ride” axle con- 
necting parts, or brackets to accept other approved chassis 


em Accepted | Accepted. zD PW Sancaca 4 hook-ups. 


DETROIT 32, MICHIGAN 





- / TRADE MARK SU) REGISTERED This new tandem insures new payload profits, faster, 
easier service and operating economies for operators every- 
\ WORLD'S LARGEST MANUFACTURER OF AXLES where. For complete information contact your nearest ve- 


FOR TRUCKS, BUSES ANC TRAILERS hicle dealer or branch. 





©1956 RS & A Company 


Plants at: Detroit, Michigan » Oshkosh, Wisconsin + Utica, New York * Ashtabula, Kenton and Newark, Ohio « New Castle, Pennsylvania 


Here are just a few of the reasons for the 
tremendous acceptance accorded.... 


GUARDIAN 


Newly designed 
pole adapter 
allows infinite 

adjustment 
between pole 
centers 


Extruded 
aluminum channel 
with heliarc 
welded 

cross braces 


Acrylic resin 
plastic enclosures 
with new 
sine-wave form 
for optimum 
diffusion 





@ the fixture that utilizes 
light instead of merely 
transmitting it! 


the fixture that gives you 
more of everything .. . 


more usable light 
more beauty 
more strength and rigidity 


the first Guardian fixture 
specifically designed to use 
the extra output of the 
new RS lamps 


aby) 


aor ) 
GUARDIAN i fit company 


500 NORTH BLVD., OAK PARK, ILLINOIS 


Get the whole story on this latest 
“first” by Guardian (Series 2000RS, 
individual or continuous) ... write 


for bulletin A26, today! 
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A MESSAGE TO AMERICAN 


INDUSTRY 


SECOND OF A SPECIAL SERVES 


THE SHORTAGE OF SCIENTISTS AND ENGINEERS: 


Are We Losing 
the Race with Russia? 


THERE is new confidence in the Kremlin. One 
key reason is expressed in a recent boast of 
Communist Party Secretary Khrushchev: “*The 
capitalists always regard our people as 
being backward, but today we have more 
engineers and more supporting engineer- 
ing technical personnel than any capital- 
ist country.”” He promised that this lead 
would be widened and that communism would 
be victorious without war. 

This boast cannot be dismissed as communist 
propaganda. Admiral Lewis L. Strauss, chair- 
man of the U. S. Atomic Energy Commission, 
has warned: “In five years our lead in the 
training of scientists and engineers may be 
wiped out, and in ten years we could be 
hopelessly outstripped. Unless immediate 
steps are taken to correct it, a situation, 





Engineering Graduates in the United States and Russia 


ie: 


S 
y russia 


Recdlaenl 
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| 
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{ esail 
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Source: Nicholas Da Witt, Soviet Professional Manpower; 
U.S. Office of Education, McGraw-Hill Dept. of Economics 
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already dangerous, within less than a dee- 
ade could become disastrous.” 

This second editorial in a series on the short- 
age of scientists and engineers is designed to 
explore as carefully as possible the facts and 
the implications of the new emphasis on techni- 
cal training in the Soviet Union. It draws 
heavily from the authoritative book Soviet Pro- 
fessional Manpower, prepared for the National 
Academy of Sciences and the National Research 
Council by Nicholas DeWitt of the Russian Re- 
search Center of Harvard and released recently 
by the National Science Foundation. 


Trend Is Against Us 


If the Soviet Union already has a lead in 
technical manpower, it is not very great. Both 
the United States and Russia now have around 
a million scientists and engineers. About a third 
of the Russian engineers were trained on in- 
ferior pre-1935 standards. It’s the trend — 
shown in the chart — that is alarming. 

Over the last five vears we have turned out 
only 142,000 engineers, compared to an esti- 
mated 216,000 in Russia. In 1955 our output 
was around 23,000 compared to their 63,000. 
Over the next five years our projected output is 
153,000, against at least 400,000 in Russia. 
There will be an additional 150.000 or more 
in the satellites and Red China. 

In Russia. 30% of the college students are in 
here. Another 
30% or more take degrees in natural sciences. 
Moreover, unlike ourselves, the Russians are 


engineering, compared to 8% 
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ploughing back a large proportion of their 
science graduates into teaching, which implies a 
rapid buildup in the future. 


Quality As Well As Quantity 


It would be foolhardy to assume that these 
new Russian graduates are inferior to ours in 
the quality of their technical training. They 
start out with much more intensive mathemati- 
cal and scientific preparation at the high school 
level. They study harder and longer in college, 
with more laboratory work and more practical 
training. Their courses and textbooks seem to be 
as thorough as ours. Even though the Russian 
graduates may be overspecialized, they get 
results. 

These results have been striking. The Rus- 
sians developed both A-bombs and H-bombs 
faster than we expected, and it’s not certain 
that they had to rely much on espionage. They 
pushed ahead of us for a while in jet fighter 
design, and they showed up with a fleet of long- 
range bombers well ahead of schedule. They 
are crowding us on nuclear power, electronics 
and automation. There are grave fears that they 
have established a lead in the vital field of mili- 
tary rockets. 

The goal of Soviet scientific manpower policy 
includes not only weapon supremacy but also 
leadership of the neutral and uncommitted 
areas of Asia, Africa and the Middle East. The 
Soviet leaders may be bluffing in their offers to 
export capital, but they are preparing to export 
Russian scientific and technical know-how in a 
big way. 


How They Do It 


The Russians are determined to win the race 
for scientific supremacy, and they do not count 
the cost. They pay their scientists and engi- 
neers salaries that seem fantastic when 
compared with other Soviet incomes. 

Senior professors, research scientists and top 
engineers are a major segment of the Russian 
elite. Their incomes are frequently six to ten 
times the average industrial wage. (In the U. S. 
six to ten times the average industrial wage 
would be $25,000 to $40,000 a year.) Housing 
and other privileges are correspondingly lavish. 
While preaching equality, the Soviets use capi- 


talistic incentives far more boldly than we do. 
Indeed, practicing engineers and scientists have 
been complaining about the exalted status of 
professors and top research people, and salary 
scales are now being adjusted to give greater 
emphasis to practical results. 

The Russians are also generous in their 
aids to education. Tuition has just been made 
free at all levels. Undergraduates receive 200 to 
500 rubles a month and graduate students 800 
rubles (about equal to an industrial wage) to 
cover living expenses. The biggest stipends go 
to science and engineering students. College 
students are deferred from military service, and 
engineers and scientists often enjoy continued 
deferment even after graduation. 

Finally, the Soviet leaders can channel 
engineers and scientists — and all other 
human and material resources — into any 
area they choose. And the areas the Soviet 
leaders choose are predominantly those that con- 
tribute to military or political objectives, rather 
than to a better life for consumers. 


What’s Our Answer? 


We are certainly not going to adopt 
Soviet methods. We do not want scientific 
robots, but free men, able to understand 
and add to our democratic heritage. At 
the same time, our world leadership in 
technology — and perhaps even our sur- 
vival as a nation — will be threatened if we 
allow ourselves to lag far behind Russia 
in the training of scientists and engineers. 
Ways to keep the United States in the race will 
be discussed in a later editorial in this series. 





This is one of a series of editorials prepared by 
the McGraw-Hill Department of Economics to 
help increase public knowledge and under- 
standing of important nationwide develop- 
ments of particular concern to the business 
and professional community served by our 
industrial and technical publications. 

Permission is freely extended to newspapers, 
groups or individuals to quote or reprint all or 
parts of the text. 


PRESIDENT 
McGRAW-HILL PUBLISHING COMPANY, INC. 
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Builds repeat business 
nation-wide 


... because this modern motor oil gives 


HIGHEST OCTANE 
PERFORMANCE 


Highest Octane Performance and up to 
40 more miles per tankful of gasoline 
—That’s the bonus that makes so many 
customers buy Veedol 10-30 Motor Oil 


over and over again. 


They’ve found its extra high detergency 
delivers. Their engines run smoother, cleaner, 


quieter, start easier. Battery life is prolonged. 


And these customers come back again 
and again. They expect to see the 
famous blue and gold Veedol 10-30 can. 
Display it as a welcome sign for repeat business. 


aa 


San Francisco « Tulsa *« Houston » New York 
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Extra-long service for curb-pump hose 


You can be sure of superior performance when your 
curb-pump hose has a cover and tube of Du Pont 
neoprene. One neoprene hose has given over 11 years’ 
perfect service on a pump. 

The tough neoprene hose cover resists weathering 
and sunlight, oil and grease. Twisting, bending, drag- 
ging over rough pavement and around sharp corners 
won’t crack, cut, chip, or abrade the rugged neo- 
prene cover. And the smooth neoprene tube with- 
stands the deteriorating effects of gasoline. 


You'll save money on replacement and mainte- 





nance with hose that has both tube and cover of 
neoprene. Check your supplier for the many types 
of hose used in handling petroleum products. 


FREE! THE NEOPRENE NOTEBOOK. Every issue is 
filled with informative data about current uses of neoprene. 
To get on the mailing list, write today to: E. I. du Pont 
de Nemours & Co. (Inc.), Elastomers Division NP-6, Wil- 
mington 98, Delaware. 


NEOPRENE 


The rubber made by Du Pont since 1932 


DCD—C—W 


tf 
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BETTER THINGS FOR BETTER LIVING 
... THROUGH CHEMISTRY 





How Ethyl gets 


For the second year in a row, Ethyl] is 
telling your best customers to “Drive 
More... it gets cheaper by the mile!” It’s a 


theme that makes good sense to car owners — 





and good business for you. For if everyone , 
drives a few more miles a year, it will IT efs chea per 
mean millions more in profits! And eee g ¥ 
you will get your share. b the mi le | 
y ! 


And for the second year in a row, Ethyl 

is telling this story in the place where it will 
get the most attention and the most results— 
in The Saturday Evening Post. It is at the 
top of Ethyl’s list of magazines, because it 


reaches millions of car-owning families. 


It is the No. 1 showroom for the industry 


itself —it carries more automotive 


advertising than any other magazine. 


The Saturday Evening 


| BY Oo Mi —gets to the heart of America 
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Do you find yourself 
‘“‘TRAPPED’’? 


sk the man from 
elp you open the 


He’s got what it takes to show you 


how you can be free to “‘go places’! 


Your future is up to you, of course. If your present 
business is slow-moving and limited in opportunities 
for growth—well, maybe you like it that way! 


But if you don’t like it, and if you are anxious to find 
a business set-up that will really let you grow... then 


It’s time to see the man from Kelly! 


The reason’s as clear as the ringing bell on your cash 
register: The man from Kelly has news for you about 
the best franchise in the tire industry—the Kelly 
Franchise! 


Yes, sir, he’s got a lot to tell you that will make you 
glad to sit up and listen. Why? Because the Kelly 


CELEBRITY SUPER FLEX 


EXPLORER 


Franchise really offers you what you’re looking for: 
1. A chance to make an increasing income now: and 


2. The opportunity to keep building toward a sound, 
dependable future. 


Does this sound too good to be true? You won’t 
doubt it for very long when you talk to the man from 
Kelly! That’s because he’ll back up what he tells you 
with actual records of prosperous Kelly Distributors 
all over the country! 


You'll find it pays to get all the facts about the Kelly 
Franchise. So ... make a date to see the man from 
Kelly. Write today to Sales Department, The Kelly- 
Springfield Tire Company, Cumberland, Maryland. 


ARMOR TRAC SUPER ARMOR TRAC 
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*““Nitric Acid leaking— 
we need help fast.’’ 


A General American District Manager got this message. One 
of his customers was in trouble. A 50,000-gallon tank of con- 
centrated nitric acid had sprung a leak. The acid would be lost 
... property would be damaged . . . lives might be endangered. 
Fast action was imperative! 

Nitric acid? That called for stainless steel tank cars. Where 
were the nearest ones? Find them... explain the situation. 
Call the railroad. Have a special train made up. Pick up the 
cars and highball to the trouble spot. Above all, hurry. 

Within hours, the GATX stainless steel cars were at the 
plant, the acid was transferred to the cars and the storage 
tank repaired with a minimum of loss. 

Unusual? Of course... but unusual service is one of the 
many benefits offered to lessees of GATX tank cars. There are 
over 48,000 cars in the GATX fleet... over 200 different 
types... available for your use without capital investment. 
To keep this fleet rolling, General American maintains a 
nation-wide network of district offices and shops that provide 
service on a 24-hour basis. That’s why, when it comes to 
dependability, it pays to plan with General American. 




















GENERAL AMERICAN TRANSPORTATION CORPORATION 


135 South La Salle Street - Chicago 90, Illinois 
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Billboards Spearhead Big Sales Drive on 


NEW PREMIUM RICHFIELD! 





MORE POWER 
ON LESS GAS 

















Thousands of colorful 24-sheet posters are telling the new 

PREMIUM Richfield Gasoline story to motorists this year along the 
Eastern Seaboard! This is typical of the hard-hitting advertising support that 
Richfield’s independent Distributors enjoy in their territories. 

It means more sales... bigger profits! 


As a Richfield Distributor, you too can enjoy this kind of major brand support... 
and you can do it without sacrificing any of your hard-won independence! Richfield 
doesn’t compete with Richfield distributors. Richfield works with them in the 
development of their marketing area: providing hard selling advertising, point-of-sale 
promotion, and expert help on developing a profitable and stable marketing 
territory. You can’t beat it! 


If you would like to enjoy your independence, but with major brand support, 
investigate the benefits of a Richfield Distributorship. Call or write. 


y" 


L\ RICHFIELD 


OIL CORPORATION OF NEW YORK 


579 FIFTH AVENUE, NEW YORK 17, N. Y. 


Serving the Eastern Seaboard from Maine through Florida 
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REFUEL AND DEFUEL WITH 


Only “Hewitt” Survives Under 


For servicing of aircraft at New York’s great 
Idlewild Airport, Allied Aviation Fueling of 
New York, Inc. demands hose that will do 
more than merely refuel the empty tanks. The 
hose used with Allied’s fleet of refuelers must 
also be able to defuel at a rapid rate—to draw 
fuel out of the tanks when a weight-and- 
balance check or some other factor necessi- 
tates fuel removal. 
Many different brands of hose were tried in 
this service. Most served well enough in the 
refueling operation, but the suction of the de- 
fueling operation caused them to collapse and 
to become permanently kinked. Some hose Hewitt-Robins Aircraft Refueling and Defueling Hose being used by 
broke down in as little as two months! Then Allied in refueling operations at New York International Airport. 
Allied tried Hewitt-Robins hose. . . 
Now, after 15 months, “Hewitt’’ Aircraft 
Refueling and Defueling Hose has given un- 
equalled performance and is still withstanding 
the rigors of its double assignment. 
“Hewitt” Aircraft Refueling and Defueling 
Hose has a sturdy, wire-braided construction 
and withstands up to 125 pounds working 
pressure. The cover is a light tan color that 
eliminates the smudging of wing surfaces or 
concrete ramps. The 2-inch I.D. of the hose 
permits refueling at rates as high as 200 gal- 
lons a minute and defueling as high as 90 
gallons a minute. 


NS 
INDUSTRIAL pivisiO 
products 


NVEYORS 
ose ° VIBRATING eases 
yNDUSTRIAL # LTING CONVEYOR uaa 
CONVEYOR BF NS DESIGN, MAN 
VIBRATING SCREE N OF 


HAND 
- EWALK 


pete BULK M ovING SID 


com ge THE NEW 


“GLIDE RID 


STAMFORD, 
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OTHER HEWITT-ROBINS HOSE 
FOR 


Double Assignment AVIATION REFUELING 


HEWITT COLLAPSIBLE AVIATION RE- 
FUELING HOSE. A lightweight, ex- 
tremely flexible gasoline hose, designed 
specifically for aviation fueling systems 
utilizing evacuation systems that require 
the collapsible hose feature. Furnished 
with a nylon-covered steel free-floating 
static wire when necessary for nozzle 
control systems. Synthetic tube specially 
compounded to withstand high octane 
aviation gasoline and jet fuels. Black 
synthetic cover resistant to gasoline, oil, 
sun and abrasion. 


MONARCH AVIATION REFUELING 
HOSE. Braided mandrel-cured hose to 
convey high octane aircraft gasoline or 
jet fuels without swelling or restricting 
flow. Tube of nondiscoloring synthetic. 
Carcass has three braids of high tensile 
multiple rayon cords firmly bonded by 
synthetic compounds to withstand peak 
pressures and abnormal end stresses. 
Tough tan synthetic cover that resists 
abrasion, weather, oil, gasoline and jet 
fuels. 


MALTESE CROSS TANK CAR SUCTION 
AND DISCHARGE HOSE. Sturdy, wire- 
reinforced hose for loading and unload- 
ing tank cars or trucks and trailers that 
transport gasoline and oil, or for a flex- 
ible connection between truck and semi- 
trailer on suction and discharge lines. 
Operates under either pressure or suc- 
tion. Spiraled wire in carcass prevents 
collapse under maximum suction loads. 
Synthetic rubber tube resists effect of oil 
or gasoline. Rugged maroon synthetic 
cover resists oil, abrasion and weather. 


ee ee 
FOR SERVICE AND INFORMATION j 
ON BELTING AND HOSE 
CALL YOUR LOCAL HEWITT-ROBINS 
INDUSTRIAL SUPPLY DISTRIBUTOR 


LISTED IN THE “YELLOW PAGES” 
BI 


CONNECTICUT 
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MODERN BUSINESS 





a an a he 
BY es ee he ee Ibe 


a om ee 








This has been a great year! America is building and 
replacing and thus moving faster than ever before. 
Only one thing. Will the labor market keep pace? 
That's where schools are important. If your 
company isnt helping community groups to get modern 
schools, it’s not apt to get the skilled people it 
needs. Self interest, civic spirit, or both, 


you should make schools your business, too. 


NN Se a a ee ae 


Want to find out how to help in your community? | 
Get specific information by writing: | 
Better Schools, 9 East 40th Street, New York, N. Y. | 


seveen ennai seen cles ecememseniaen nian vain nas eine asain aaa ais 
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For POSITIVE PROTECTION — 
at your loading racks 


LE ON gO TT RG TT et 





Electronic 


“LA Indicating 
™ Ground 


No loading rack should be without this POSITIVE INDICATION 
OF PROPER GROUNDING against static electricity 


3ulk Plants, Chemical Terminals, Tank Farms, Marine 

Terminals wherever there is loading and unloading of LEARN HOW LITTLE THIS SAFETY COSTS 
volatile liquids, the Gilbarco Electronic Indicating Ground 

ps POSITIVE protection POSITIVE indication of proper Gilbert & Barker Mfg. Co. 

grounding. West Springfield, Mass. 

It’s safe — eliminates the ever present source of danger at Please send me full details on the Gilbare: 

all loading racks — faulty grounds which lead to FIRE. tronic Indicating Ground. 

it’s simple when proper ground is established INDICATOR 
gives “go ahead” by means of light or audible signal. 





Company 





It’s positive here is the ONE way to be SURE that some 
wiring defect, paint, rust or carelessness is not causing a pitt 
faulty ground. 








GILBERT & BARKER MFG. CO., West Springfield, Mass., Toronto, Canada 
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Look to Milwaukee for: 


MOST MODELS... 
GREATEST SIZE RANGE 


MODEL P-2612 — MILVALOY 
MANIFOLD CROSS VALVE 


Milwaukee offers you the industry's 
largest selection of manifold cross 
and angle valves. Full flow with 
minimum turbulence. Also available 
in bronze. 


MODEL P-2654 
MILVALOY GATE VALVE 


Most complete line of gate valves in 
the industry. Double disc design 
ends seating troubles. Flanged types. 
Rising stem construction. 


MODEL P-519 
SWING CHECK VALVE 


Industry's most complete size range 
in screwed brass and flanged alu- 
minum models. Straight-through 
flow. Bronze, flanged type. Screw- 
ed cap, vertical seat, self-aligning 
check disc, 


MODEL P-610 
BY-PASS PRESSURE 
RELIEF VALVE 
Most complete range in 
the industry — from 1/2 
to 3-in. sizes. May be 
inspected and cleaned 
while connected. Bronze 


MODEL P-901-U 
LEVER THROTTLE 
VALVE 
Widest variety both 
screwed and flanged 
types in the industry. 
Quick opening, positive 
closure. Perfect seating. 


construction. 


Bronze Self-closing mod- 
els also available. 


MILWAUKEE 


Leading name in tank truck valves offers 


more profit opportunities; here’s why: 


MODEL P-2010 
HOSE NOZZLE VALVE 


Recommended for aviation fueling. 
Twelve additional models available 
for filling station, bulk plant, farm 
use. Milvaloy nozzle body. Dual 
poppets and two-stage fulcrum lever. 


eee Milwaukee you can get exactly the right model 
and size valve for all tank truck flow-control. You 
never have to settle for substitutes! You’re always 
equipped to keep deliveries moving on a profitable basis. 

You'll like the quick-opening full flow — plus posi- 
tive shut-off . . . the built-in stability. Composition discs 
are impervious to gasoline or oil, leak-proof and long- 
lasting . . . quickly replaceable when necessary. 

And whether you select valves of Milvaloy, the strong, 
lightweight alloy, or bronze construction —you’ll bene- 
fit from more exclusive, cost-saving advantages. 

Make Milwaukee (or Milvaco) valves your choice 
for all oil handling — bulk plant, tank truck or filling 
station. The extra value — and knowledge that you’re 
right — pays big dividends! Write today for literature 
or see your nearest jobber or wholesaler. 


THE MOST COMPLETE LINE OF PERMANENT QUALITY VALVES 


MILWAUKEE VALVE company 


A subsidiary of Controls Corporation of America 
2379 South Burrell Street * Milwaukee 7, Wisconsin 
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NEW SUBSCRIPTION ORDER 


Please enter my subscription to NATIONAL PETROLEUM NEWS 
for ONE YEAR at $5. 


[1] Check here if you prefer THREE YEARS at $10. 
[_] Payment enclosed L) Bili me later 
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AMIGO STEEL 


BUILDING 








Whatever the weather, you are comfortable (and materials 
and equipment are protected) in an Armco Steel Build- 
ing. This is one reason why you'll find Armco Buildings 
serving distributors and bulk plant operators throughout 
the country in a variety of jobs. Offices, garages and 
warehouses are a few typical uses. Here are more of the 
benefits you'll have in an Armco Building: 


e Wide size range—up to 60-foot clear-span widths 
e Clean, attractive lines 

e Durable, noncombustible, all-steel construction 

e Little or no maintenance 

e Easily expanded to meet future needs 

e Erection service available 
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‘ HOT 
~ WEATHER equipment. 


COLD 
Ny WEATHER 


An Armco Steel Building painted white is as cool as 
any building can be without mechanical cooling 


Interlocking STEELOX Panel joints are weather-tight. 
Wind and water can’t get in. And any standard 
insulation material can be used where desired. 





Write us for complete information. Armco Drainage & 
Metal Products, Inc., 5096 Curtis Street, Middletown, 
Ohio. Subsidiary of Armco Steel Corporation. In Canada 
write Guelph, Ontario. Export: The Armco International 


Corporation. 
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AC has gone “all-out” to bring you a complete package that 
will put you into the vast new market opened up by Guide 
T-3 Headlamps and the Guide T-3 Safety-Aiming System. 


The program comes in one big bargain package and it is 
pitched on a tested sales slant—asking the driver to “pull 
the switch” so his lights can be checked. This gives you the 
driver’s attention—makes it easy to sell the idea of pleas- 
anter night driving with more light—aimed right. T-3 
Lamps, T-3 Aimers—huge selling display, aimer display 
board tool rack, instruction manual, and sales materials 
all at one low price! 


Used to be that headlamps stayed as they were when the 
car was bought. No one replaced unless a lamp was burned 
out or broken. Few cars had lights properly aimed. 


That’s all being changed. Guide advertising is telling your 
customers that better lights—T-3 headlamps—are avail- 
able. This advertising is spelling out the driver benefits as- 
sured by your T-3 Aiming System. AC and Guide are steer- 
ing this business your way by emphasizing and selling T-3 
Aiming in mass-circulation magazine advertising over and 
over again—making sales for you. 

Guide T-3 Headlamps can be installed and perfectly aimed 


in minutes in broad daylight. This puts headlamp selling 
on a 24-hour basis. Ask your AC supplier for the facts! 


SELL THEM 
IN PAIRS! 





There’s Real Volume Business Here... 
50 Million Headlamps Can be Wrong! 


Yes, it’s estimated that as many as 50 million headlamps 
in service today can be improperly aimed. This great AC 
Guide T-3 Headlamp program is designed all the way to 
bring a new kind of headlamp replacement opportunity 
your way. 





GET ALL THRE 
A “PULL THE SWITCH’ 


HEADLAMPS 





T-3 Safety-Aim Head- 








6-Vi 12-Volt . 
ee eee Gahirey Aide Like this Ginnraed Windaw Peed 


Pair of T-3 Safety-Aimers Calibrated for 
Easy Daylight Aiming of T-3 Headlamps 
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FROM AC 


IN THE 
BIGGEST 
BARGAIN 
PACKAGE 


INDUSTRY! 
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QUALITY CONTROL 








Shipping in USS Steel Drums means 
maintaining your own rigid quality 
control measures right into your cus- 
tomer’s plant. Special measures 
taken in the manufacture of USS 
Steel Drums make them able to act 
as a rolling Fort Knox, keeping your 
product clean and pure—all the way. 

To protect your product against 
contamination, every drum-body, 
head and bottom is freed of ALL 
manufacturing dirt, grease and scale. 
With component parts virtually 


“hospital clean” the drum-parts are 
ready for the final step. This consists 
of applying all inside and outside 
surfaces with a special phosphate 
solution that inhibits rusting and 
serves as an excellent bond for ex- 
ternal paint application. The USS 
Steel Drum is ready for its job of 


can travel 


protecting your product from con- 
tamination. 

USS Steel Containers are available 
in sizes from 214 to 110 gallons .. . 
with a wide variety of special fittings 
and openings to answer any need. 
Always specify product-protecting 
USS Steel Drums. 


UNITED STATES STEEL PRODUCTS 
DIVISION 
UNITED STATES STEEL CORPORATION 
DEPT. 166, 30 ROCKEFELLER PLAZA, NEW YORK 20, N. Y. 


Los Angeles and Alameda, Calif. * Port Arthur, Texas 
Chicago, Ill. * New Orleans, La. * Sharon, Pa. * Camden, N. J. 


USS STEEL DRUMS 


“It’s Better to Ship in Steel” 
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Easy as “1-2-3” 


TO INSTALL MULTISECTION HORIZONTAL 
GLO-RITE LITING UNITS 









































A trite phrase but very important when 
applied to the low-cost, simple installation of 


Glo-Rite Lites 











‘ see . 


ES aR 


PLACING GLO-RITE SECTION 


NO CRANES — ON SUPPORTING POST. 
NO BOOMS 
NECESSARY! 





Two men can easily 
install Glo-Rite Liting 
Units without use of 
costly extra labor 
and heavy equipment. 





No need to set fixtures 
on ground for assembly. 








CONNECT EACH SECTION—TURN ON 
POWER AND LITES ARE READY FOR USE! 











4 SIMPLE STEPS TO INSTALL GLO-RITE LITES 


Place channel on mounting Place ‘‘Snapon”’ parting 
posts. Be sure service wire is strips over butted locations 
available. Connect each section 

Place sections on channel, lead wire to power line 
slide them next to each other and turn on power. Simple 
and lock to mounting channel. and quick and lots of lite. 





OSCAR PHILLIPS COMPANY 


5600 VINE STREET 
CINCINNATI 16, OHIO 


feany 
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Look, I know my customers have confidence in me 


and my company’s products... 


‘Vhat’s why I sell my 


company’s brand of antifreeze 


I can’t afford to let my customers down. 


That’s why I wouldn’t sell anything but my company’s brand of 
antifreeze. It’s backed by the same reputation—the same name— 
that stands behind the gas and oil that I sell. And that reputation 
has been built up over a number of years. To me this means my 
company’s brand of antifreeze is reliable—finest made! 


Mister, selling the best products means satisfied customers—repeat 
customers! 


Take this tip from me—order your company’s brand now. 


a 


THE DOW CHEMICAL COMPANY, MIDLAND, MICHIGAN 
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READY NOW 


OIL STOCK BARGAINS éased on 
1 ( BIG UNDERGROUND RESERVES aad 


HIGH CASH EARNINGS 


@ Big oil profits can be made in this market. More than 
ever, stocks will be selling on tangible worth. By buying 
gilt-edged oil stocks before their real intrinsic value is fully 


discovered, you can make big capital gains. 


We have just thoroughly re- 
studied over 100 oil stocks and 
have selected 10 as being out- 
standing value buys. First, these 
10 stocks have huge per share 
underground oil and gas re- 
serves, which, at present prices, 
are appraised ridiculously low— 
in some cases as much as 60% 
below their actual sales worth. 
Furthermore, oil is becoming in- 
creasingly difficult and expen- 
sive to find. Contrast this with a 
rising oil consumption rate and 
you see why these bonus under- 
ground oil reserves are a grow- 
ing treasure for shareholders. 


But that’s not all. On the basis 
of cash earnings, the real index 
of oil company growth, these 10 
issues are cheap. One is selling 
for as low as a 4-to-1 price-to- 
cash-earnings ratio. Thus, when 
you find an oil company that 
combines huge per-share re- 
serves with a generous cash flow 
in relation to price, you usually 
have a ‘double-barreled’’, 
money-making combination — a 
combination that more and more 
investors are seeking and which, 
we believe, means much higher 
market prices for these favored 
stocks. 


SEND NOW FOR OUR TIMELY REPORT ON 10 OIL STOCK 
RESERVE- AND CASH-FLOW BARGAINS—TO BUY NOW! 


Of the 10 reserve- and cash-flow bargain oil stocks, one is 
particularly interesting. The company added 60% to its 
reserves last year just from one discovery, and is involved 
in hot foreign oil plays. The cash-flow this year is expected 
to be double 1954’s total. This, we believe, is an outstanding 
growth opportunity. 


IN ADDITION YOU WILL ALSO RECEIVE 


Our new Report on 4 low-priced oils now participating in explosive 
special situations. One is a land-play development with tremendous 
upside possibilities at, we believe, very little risk. Another, last 
year concluded one of the most attractive farm-out deals to a major 
company that we have ever seen. Similar situations in the past have 
resulted in large and fast profits. 

You get the above 2 Reports plus a 5 weeks’ trial subscription to 
both the Oil Statistics Bulletin and the Canadian Oil Reports for 
only $5. Return the coupon now. Remember, we believe that it will 
be only a matter of time before investors find these profit-potential 
stocks and force their prices higher. 

Both of the above Bulletins are recognized throughout the world 
as authorities on North American oil and natural gas stocks. 


OIL STATISTICS CoQO., INC. 


Babson Park 57, Mass. 





Yes—send me at once (1) your new Report on “10 OIL STOCK BARGAINS BASED 
ON BIG UNDERGROUND RESERVES AND HIGH CASH EARNINGS”, (2) your 
new Report on “4 LOW-PRICED SPECIAL SITUATION OILS”, and (3) your 
OIL STATISTICS BULLETIN and CANADIAN OIL REPORTS for a period of 
5 weeks. (To new readers only.) [ I enclose $5 {] Please bill me 


Name 





Street 


City 





DETROIT CASE starts on page 103 


ard] had the same right to reduce its 
price in order to retain a customer as 
it did to refuse to reduce with the risk 
of losing a customer. 

“The ‘good faith’ defense would be 
meaningless if the seller was required, 
as [FTC] appears to indicate, to reduce 
its price alike to all customers regard- 
less of the quantity in which they buy, 
their facilities for handling the product 
and their ability to pay... 

“In our judgment and we so hold, 
[Standard’s] ‘good faith’ defense was 
firmly established, and [FTC’s] reason- 
ing by which it reached a contrary con- 
clusion is untenable and must be re- 
jected.” 

e In what way, then, was a threat 
posed, as mentioned earlier? 

If the FTC position were upheld, 
competition would be regulated. 
Thomas E. Sunderland, general coun- 
sel for Standard, once remarked, “Un- 
der the new order of things, as or- 
dained by FIC, everyone ‘competes’ 
vigorously but no one loses any busi- 
ness. 

The jobber function would be re- 
stricted, too. Jobbers would have to 
pay tank wagon prices for gasoline 
sold through their own stations, or give 
up retail selling or buy from a supplier 
without retail stations in his area. 

e What does Indiana Standard have 
to say? 

Standard said that failure to sustain 
“the validity” of the company’s posi- 
tion “would have established a prin- 
ciple that would seriously injure the 
competitive system which the Supreme 
Court has said is the heart of our na- 
tional economic policy.” 

e Is the matter ended? 

Probably not. It is unlikely that the 
courts will see any more of the Detroit 
Case as such. But the Supreme Court 
judgment has drawn criticism. One 
outspoken critic is Rep. Wright Pat- 
man (D-Tex.), co-author of the Rob- 
inson-Patman Act, who has been ad- 
vocating legislation that would over- 
turn the high court’s decision. 

e What happens next? 

FTC must decide whether to appeal 
the Chicago ruling. If it does, the 
Supreme Court must decide whether to 
accept the case on the factual point of 
whether Standard acted in good faith. 
If FTC drops the case, similar com- 
plaints against three other oil com- 
panies will be dismissed. Gulf, Shell 
and The Texas Co. were charged with 
price discrimination at the same time 
as Standard; but under an informal 
arrangement Standard was made a 
“test” case. ‘ 
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SOLVE YOUR 


TUBELESS TRUCK TIRE PROBLEMS 


with these £ i * at nA A aM tools 


HEAVY DUTY 
CHANGER FOR 


TUBELESS TRUCK 
TIRES 


17.5, 19.5, 22.5, 24.5 


drop center wheels or rims 





This floor machine eliminates heavy lifting, prying, pounding and 
hard work of mounting and dismounting tubeless truck tires. Just 
lay wheel on machine and the air operated, self-centering chuck 
holds it securely. Power-driven mounting and dismounting tools zip 
the tire on or off easily and SAFELY. Air seals can’t be damaged. 
One man can mount an average of 40 tires per hour, dismount over 
60 an hour. 








Eliminate all chances of damaging your customers’ tubeless truck 
tires—use the BISHMAN No. 932 Heavy Duty Tubeless Truck Tire 
Changer that is approved by major rubber companies. 








TIP-IN TESTER for mounted 
tubeless truck tires up to 12:00x24.5 


Here is the easy, fast, positive way to find all leaks in mounted Tubeless 
Truck Tires. Just roll the tire onto the tire handler at the front, tip the 
whole unit into the tank and rotate the tire with the handy crank on top. 
The water covers beads and rim—leaks are spotted quickly and accurately. 
Tip tire out again and roll away. All heavy lifting and awkward handling 
is eliminated. Use tank for testing tubes up to 50” diameter, too. Save 
yourself time, money and labor with a BISHMAN No. 934 Tubeless 
Truck Tire Tester. 


Ask your equipment jobber or write direct for complete information. 


i; ae MANUFACTURING CO. 
ir OSSEO 24, MINNESOTA 
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Ci MARKETS AND PRICES 


Market Emphasis Swings to Gasoline 


Wi THE BEST heating oil season 
since 1947 behind it, the indus- 
try in May moved into high gear, with 
gasoline drawing major trade interest. 

Continuance of cooler weather 
throughout most of the nation in early 
May kept heating oil prices firm in 
most primary supply districts. There 
were slight reductions in the Midwest, 
but in other districts late-season firm- 
ness of prices was described by many 
suppliers as “surprising.” 

In the East, evidence of a strong 
market was the absence of usual sum- 
mer-fill price allowances given by 
marketers offering price protection and 
deferred billing as an incentive to build 
up off-season movements of heating 
oils. 

In back of this generally strong posi- 
tion were the contra-seasonal rise in 
tanker rates and the low inventories 
resulting from the long pull on burning 
oils since mid-March, which found 
many marketers scraping bottoms. 

Marketers throughout the nation 
look for a better summer price-wise, 
and are hopeful of a good start on the 
next heating season. 

Cast in the dominating role, of 
course, is the weather. But there are 
these favorable factors: 

e While the tanker market may 
tend to ease off somewhat this summer, 
many marketers look for rates to hold 
well above year-earlier levels. 

e A larger stock buildup is needed 
this year. In early May, distillate 
stocks, at 64-million bbl., were 8- 
million bbl. lower than a year ago. 
Seasonal build-up required this year to 
reach the stock level of 152.3-million 
bbl. on hand on Nov. 1, 1955, will be 
about 88-million bbl., or 8-million bbl. 
more than a year ago. Of this buildup, 
42-million bbl., or almost half, is need- 
ed in the heavy-consuming East Coast 
area. 

Meanwhile, gasoline is off to a run- 
ning start. Following a trend to higher 
octane grades at the Gulf, improved 
gasolines bowed in in the Mid-Con- 
tinent and in the Midwest at price in- 
creases of 0.375¢ to 0.75¢ gal. 

There were these other rapid-fire 
developments last month: 

Marketers increased tank wagon 
prices for gasoline in New York State 
and New England by amounts averag- 
ing 0.6¢ gal. In many depressed areas, 
however, the “net” increase was as 
much as 3.1¢ gal. for regular grade. 

The move was initiated by Socony 
Mobil. 


198 


The race among suppliers in offering 
multi-grade gasolines to satisfy today’s 
“power buggies” apparently is under 
way. Esso Standard Oil Co. announced 
it will offer a second grade of premium 
dispensed from a third pump installed 
at its dealers’ service stations, in addi- 
tion to its present two grades (see p 
92). 

Citing improvement in the quality of 
gasolines it is now offering—at in- 
creased manufacturing costs—Contin- 
ental Oil raised its gasoline tank wagon 
prices 0.5¢ to 1¢ in Oklahoma, and 
Standard of Indiana raised its dealer 
tank wagon prices in varying amounts 
generally throughout the Midwest area 
where it markets. 

In a move to end price wars in New 
Jersey, Esso Standard resumed fair- 
trading of its branded gasolines under 
the state’s Fair Trade Act (see p 95). 
By mid-May, at least four other major 
suppliers had followed suit. Esso also 
raised New Jersey tank wagon prices 
1.4¢ gal., with regular grade posted 
at 15¢; the company considers this 
price as still 0.6¢ below “normal” for 
the Garden State. 


DISTRICTS 
Gulf Coast 


Trading in gasoline tapered off last 
month, following upsurge in activity 
earlier this Spring. Despite lull in 
trading, indications were that few re- 
finers were eager to push material, and 
prices were firm to strong. 

Premium gasoline, 98 octane, was 
difficult to obtain for June lifting, and 
while some regular-grade material was 
available, there were no eager sellers at 
bargain prices. 

Although the strong tanker market 
tended to keep heating oil shipments to 
the Eastern Seaboard at a minimum, 
prices were described as firm. 


Atlantic Coast 

With many marketers already scrap- 
ing tank bottoms, unseasonably cool 
weather prevented any sizeable build- 
up in heating oil inventories. Prices 
remained exceptionally firm for May. 

High tanker rates prompted in- 
creases on low-sulfur No. 6 fuel rang- 
ing from 5¢ to 20¢ bbl. at New York 
and Philadelphia. Generally, ordinary 
No. 6 oil also was closely held with 
price shading at a minimum. 

No one in the trade expressed sur- 
prise at the lack of summer-price al- 


lowances, usually given by marketers 
in announcing summer-fill heating oil 
programs. Basic provision in plans to 
stimulate off-season sales this year is 
price protection to resellers, and de- 
ferred billing. Products covered in- 
clude No. 2 fuel and kerosine, but not 
diesel fuel. 


Midwest 

Emergence of higher octane gaso- 
lines high-lighted developments in the 
Midwest. Marketers at Chicago began 
quoting 97-octane premium at prices 
ranging upward from 14.75¢. Regular- 
grade, 9l-octane minimum, also ap- 
peared and was quoted upward from 
12.75¢. 

Several marketers shaved light oil 
prices by amounts ranging from 0.125¢ 
to 0.15¢ gal. Colder weather through 
mid-May, however, prevented move 
from becoming general. Following re- 
ductions, No. 1 fuel range oil in Chi- 
cago was quoted upward from 11¢, 
No. 2 fuel from 10.1¢. 


Mid-Continent 


Appearance of higher octane gaso- 
lines also featured developments in the 
Mid-Continent. Refiners began quoting 
96-octane premium and 88-octane reg- 
ular. 

There were mixed price develop- 
ments on heavy fuel in Kansas. No. 5 
was increased 10¢ to $2.65 bbl., while 
No. 6 moved 10¢ lower to $2 bbl. In 
North Texas, however, No. 6 fuel 
ranged 5¢ bbl. higher. Despite several 
reductions, indications were that heavy 
fuel had strengthened somewhat. 


Western Penna. 


Base lubricating oil prices pointed 
higher again last month. Several large 
refiners advanced prices by amounts 
ranging from 0.5¢ on neutral oils to 1¢ 
on cylinder oils and bright stock. At 
mid-May, the move was fast becoming 
general with bright stock ranging 1¢ 
higher to 25¢ gal. 

There was little change in the sup- 
ply picture. Demand for lubes con- 
tinued to outstrip available supply, and 
refiners were hard pressed to meet 
regular customers’ needs. 

A cold spell in early May kept many 
refiners from building up depleted 
heating oil inventories. Prices generally 
held firm. Petrolatum demand also 
continued strong with shipping delays 
reported by several refiners. Crude 
scale wax was tight, prices firm. s 
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PRODUCTS VS. CRUDE GULF COAST 


REGULAR-GRADE GASOLINE 


KEROSINE 


NO. 2 FUEL 


30 GRAV. LOW COLD 
TEST C TAL CRUDE 


NO. 6 FUEL 


JFMAMJJASOND 


1956 


PRODUCTS VS. CRUDE U.S., CALIFORNIA EXCLUDED 


FOUR PRODUCTS 


SPREAD: PRODUCTS OVER CRUDE 


48 50 52 S4 
YEAR 1956 


JFMAMJJASOND 





Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel) —7 refinery 
markets and 7 crude producing areas, east of California. 





MARKET BAROMETER 


PRODUCTS VS. CRUDE MID-CONTINENT 
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PRODUCTS VS. CRUDE U.S., CALIFORNIA INCLUDED 
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Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuell—8 refinery 
markets and 8 crude producing areas, including California. 
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Charleston, S. C 
96 oct prein 4.% °5 45(2) 


143-15. 45(2) 
89 oct reg 12s 12 95/2) 


12. 8-12.95(2) 


14.3-15 45(2) 
12. 8-12 95(2) 


14.3-15.45(2) 
12.8-12 95(2) 
pre 1 75-15(2 14. 625-15(2 
14.375-14.5(2 
14 
13 


Chicago, III 


o4 
19 
Ro pf 


reg 


t 
ty 
t pr 
t 

t 


S86 ¢ 


Corpus Christi, Tox 
96 oct prem 3544 13 5-14 13. 
89 oct reg 1h 126 11.5-12.5 11.8-12 5 11.5- 
Houston, Tex. 

96 oct prem 375 14.263) 
89 oct reg 12 2513) 


13.75-14 25(3) 13.75 -14.25(3) 13.75-14 25 
12. 25(8) 12. 25/3) 12. 25(3) 
Jacksonville, Fla 
96 oct prem 

89 ort reg 
Miaml, Fla 

96 oct prem 149 b 14 14 
RY ort reg 34 q 13 

Mpls.-St. Paul, Minn 

96 oct pr 

94 oct pr 


88 ort y 


14 8 14 95) 14 6 14.9(5) 
3 1 1% 4(7) 13.113. 4(7) 


14 6-14.9(5) 14.6-14.9(5) 
13.1-13 4(7) 13. 1-13. 4(7) 


86 Get re 


Mobile. Ala. 

96 oct prem 14.6(3) 
'R9 oct reg 13 1(3) 
(New Haven, Conn 

97 oct pret 

91 oct r 

New Orieans, La 

OR oct preto 

&9 oet reg 


New York Harbor 
97 oct pren 
91 oct reg 


Norfolk, Va. 
97 oct prem . 
91 oct reg 


Pensacola, Fla. 
96 oct prem... 
89 oct reg 


Philadeiphia, Pa. 
97 oct prem 
91 oct reg 


Pr. Everglades, Fla 

FR oct prem 

89 oct reg 

Portland Me 

97 oct pret i 4 17 


91 cot reg 5 14.7 


Providence, R. |. 
97 oct pren 17.7(2 17.1(8 17 17.108 
91 oct reg 2(3 14.64 14.64 14.614 
Savannah, Ga 
9A oct prem 
89 oct reg 


(2)14.6-149(3) — (2)14.6-14.9(3) (2)14.6-14.9(3) — (2)14.6-14 9°3) 
(2)13.113.4(5) — (2)13.1-13.4(5) (2) 08 1-12-45) (2) 13.1-13.4(8) 


MOTOR GASOLINE 
May 14 May 7 Apr. 30 Apr. 23 
Tampa, Fla. 
96 oct prem. 
89 oct reg 


Wilmington, 
96 oct prem 
$9 oct reg....... 


Okla. (Okla. 
96 oct prem 
94 oct prem. 
SS oct reg 
86 oct reg 
60 oct M & below (2)10.75-11.25 
Okla. Group 3 (Northern shpt.) 

96 oct prem. (3)13.5-14 

94 oct prem 
XS oct reg 
86 oct reg ol. (3 
60 oct M & below x10.5-11.125x f 10.25-10.75 


N. Tex. (Tex. & New Mex. shpt.) 

97 oct prem..... 2)14-15. ¢ 15.3 14-15.3 

95 oct prem. 3.375-14.7 13.375-14.7 
SS oct reg ‘ 

86 oct reg........ 2-15 2-1! (2)12-18 (2)12 

84 oct reg. 2-12. §-12.§ i é 11 

60 oct M & below ( § ; b 3 (2)10. 


W. Tex. (Tex. & New Mex. shpt.) 
97 oct prem. 14.875 
95 oct prem. 13.75-14.125 
92 oct prem. 
SS oct reg. 
86 oct reg 
S4 oct reg. y 
60 oct M & below (2) 
E. Tex. (Truck transport lots) 
7 oct prem, (3)14-14.25 
5 oct prem 


14.3-14.8(4) 
12.8-13.3(5 


14,.3-14.8(4) 
12.8-18.3(5) 


14.3-14.8(4) 
12.8-13.3(5) 


14.3-14 8(4) 
12.8-13.3(5) 


13.9-15.35(2) 
12.35-12.85(2) 


13.9-15.35(2) 
12.35-12.85(2) 


13.9-15.35(2) 
12.35-12.85(2) 


13.9-15.35(2) 
12.35-12.85(2) 


13.5-14(5) 13.5-14(5) 

75-13.5(4) (2)12.75-13.5(4) 
(6)12-12.25(2) (6)12-12.25(2) 
11.75(2) (6)11.5-11.75(2) 
11.28 10.5-11.25 


) (4)12.75-13.5  (4)12.75-13.5 
(5)11.75-12(3) ite 

(6)11.25-11.5(3) (6) 11.25-11.5(3) 
10.25-10.75 


—rnonw 
winon: 


(3) 14-14. 25x 


+ 
= th 
bo 
o 


oct reg 1 
) oct reg 1 
84 oct reg. x12-12.! 
60 oct M & below (2)11.25-11.5(2 
Cent. W. Tex. (Truck transport lots) 
95 oct prem. 13.7 
88 oct reg. 12 
86 oct reg. ase 
Ark. (For shpt. to Ark. & La.) 
94 oct prem...... 12.875 
12.375 
86 oct reg....... 11.375 
84 octree. ..... 11.125 
Kans. (For Kans. destinations only) 
6 oct prem, .x(5)13.75-14x 
94 oct prem.... 
8 oct reg. 
86 oct reg... 
84 oct reg. cE: 
60 oct M & below 10.5-11.25(2)x ‘ t 10.5-11 


Western Penna. Bradford-Warren: 
94 oct prem 14.75 
88 oct reg....... 13.§-14.7 


Olt City: 


tS 
—— 89 
ee 
SF on bo 
=x 
un 
uo 

te 


(4)13-13..25(2) 


(5)11.5-11.75 
in 


14.75 14.75 14.75 

13.5-14.7 13.5-14.7 13.5-14.7 
13.75-15 
12.5-13.5 


13.75-15 
12.5-13 & 


13.75-15 
12.6-13.5 


13.75-15 
12.5-13.5 


Pittsburgh: 
94 oct prem...... 15.4 15.4 15.4 15.4 
RR oct reg....... 13.65 13.65 13.65 13.65 


Ohlo—Quotation of 8.0. Ohio for delivery to Ohio points: 
4 


1 14 14 


Central Michigan 


(5)14.75-15 
(5)13.25-13.5 


(5)14. 75-15 (4)14. 75-18 (4)14.75-15 
(5)13.25-13 § (4)13.35-13 5 = (4)13.25-13.5 


96 oct prem. 
93 oct prem, 


84 oct reg. 

Tank Car: 

96 oct prem. 

93 oct prem 

84 oct reg.... 

Tank Truck (400 gals. or more) 
96 oct prem...... 19.4 

84 oct reg i 16.4 

San Francisco District: 


96 oct prem.... 19.9 19 


19.9 
16.9 16.§ 





Refinery and terminal prices herewith are reproduced from Platt’s Oél- 
gram Price Service, a daily publication associated with } 

Prices shown in refinery and terminal tables are sales prices, or quota- 
tions, or general offers, or posted prices, reported by refiners, by product 
pipe line terminal operators, by river terminal operators, and_ tanker 
terminal operators, for current sales and shipments, except as otherwise 
specified. 

Following types of prices are not for “open spot” transactions and 
therefore are not included in price tables: Prices arrived at by discounts 
off a specified price; ‘‘market-date-of-shipment” prices; prices named in 
contracts;, prices arrived at in accordance with arrangements made prior 
to date of; sale. Prices made to brokers, and prices in inter-refinery trans 
actions, also are not considered in the tables except as noted below. 

Prices shown are for quantities in bulk such as tank car lots, or truck 
transport lots or barge lots. Prices applying only to barge lots, or cargo 


200 


lots, or truck transport lots, are so designated. Prices are in cents per 
gallon, except wax and petrolatums in cents per pound, and, where dollar 
sign ($) is shown, in dollars per barrel of 42 U. S. gallons. Prices do 
not include taxes or inspection fees. 

Prices are for crude oil and products lawfully produced and trans- 
ported; reported as received by O:lgram and Nationat Petroteum News 
but not guaranteed; for subscribers’ private use only and not for resale 
or distribution or publication. 

Gulf Coast cargo prices are by refiners selling or quoting to other 
refineries, export agents or to large tanker terminal operators. 

Gasoline octane ratings are by ASTM Research Method and are mini 
mum ratings, except where letter ““M"’ is used to indicate the octane 
rating is by ASTM Motor Method. 

Parenthetical figures indicate number of companies quoting when two 
or more quoted the price shown. [Tetter. ““X" indicates price change. 
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REFINERY AND TERMINAL 


DISTILLATES & FUELS 
Gulf Coast Cargoes May 14 May 7 
41-43 w.w.kero (6) 9.5-9.75(2) (6)9.5-9.75(2) 
No. 2 fuel 8.75-9.5 8.75-9.5 
53-87 d.i gas oil (4)9.25-9.5 (4)9.25-9.5 
483-62 d.i. gas oil. (4)9.125-9.375 (4)9.125-9.375 
45-47 4.i. gas oil. (3)9-9.25 (3)9-9.25 
No. 4 fuel,0-10 p.t. $3.00 $3.00 
Bunker C fuel.... (4)$2.10-2.15 (4)$2.10-2.15 
(2)$2.25-2.35  (3)$2.25 


Apr. 30 
(6)9.5-9.75(2) 
8.75-9.5 


Jl 
(3)9-9.25 
,3.00 3.00 
(4)$2.10-2.15  (4)$2.10-2.15 


2.35 (3)$2.25-2.35 


Bunker C fuel, 
max 1% sulfur. 

Albany, N. Y. 

Kerosine/No. 1... 11. 4(9) 


11.4(9) 11.4(9) 
10.9(10) 


10.9(10) 10.9(10) 


1.3(5) 11.3(5) 11.3(5) 
+4, 11-4,20 $4.11-4.20 $4.11-4.20 


$2.80(2) 
$2.95 


10.9(10) 

11.3(5) 
$4.11-4.20 
$2.40(2) 
$2.95 


$2. 80(2) 
$2.95 


guar 
No. 6 fuel, max. 

1% sulfur 
Baitimere, Md. 
Kerosine/No. 1... 11.1(9) 
10. 85(5) 
10.6(12) 
10.35(5) 


11.1(9) 

10.85(5) 
10.6(12) 
10.35(5) 


11.1(9) 

10.85(5) 
10.6(12) 
10.35(5) 


11(5) 
= 69{2) 
3.63 
$3. 30(2) 
$3. 24(2) 


$2.68(6) 
$2.65(5) 


$4.47(4) 


$4. 12(2) 
$2.65(4) 


10.35(5) 


11(5) 
$3. a 
$3. 


$3 30(2) 
$3.24(2) 


$2.68(6 
$2.65(5 


$4.47(4) 


$4. 12(3) 
$2.65(4) 


11(5) 
$3.69(2) 
$3.63 
$3 .30(2) 
$3.24(2) 


$2.68(6) 
$2.65(5) 


$4.47(4) 


$4. 12(3) 
$2.64(4) 


$3 .30(2) 
$3. 24(2) 
Ne. “ fon: no sulf 
guar. ... $2.68(6) 
do barces. .... $2.65(5) 
Light Diesei, 
$4. 47(4) 


$4.12(3) 
$2.65(4) 


Heavy Diesel, 
bunkers... .. 
Bunker C. bunkers 


Baton Rouge, La. 
Kerosine/No. 1... 10.3 10.3 10.3 10.3 
No. 2 fuel 9.75 9.75 9.75 9.75 


— _ 
10.1 10.1 10.1 10.1 
$2.77 $2.77 $2.77 $2.77 


$2.23 $2.23 $2.23 $2.23 
$2.20 $2.20 $2.20 $2.20 


$4.03(2) $4.03(2) $4_03(2) $4.03(2) 


$3.62 
$2.20(2) 


shore 
No. 6 fuel no suif. 


do barges 
Light Diesel, 

bunkers 
Heavy Diesel, 


bunkers . 
Bunker C, bunkers 
Boston, Mass. 
Kerosine/No. 1... 11.2(14) 
No. 2 fuel ' 10.7(15) 
Diesel oil, shore 

plants 11.15) 
No. 5 fuel $3.64(4) 
No. 6 fuel, no sulf 

-*.- : $2.72(5) 

$2.69(5) 


$4.51(3) 
$2.69(5) 


$3.62 $3.62 $3.62 

$2.20(2) $2.20(2) $2.20(2)} 
11. 2(14) 
10.7(15) 


11.2(14) 
10.7(15) 


11.1(5) 
$3.64(4) 


$2.72(5) 
$2.69(5) 


$4.51(3) 
$2.69(5) 


11.2(14) 
10.7(15) 


11.1(5) 
$3.64(4) 


$2.72(5) 
$2.69(5) 


$4.51(3) 
$2.69(5) 


11.1(5) 
$3.64(4) 
$2.72(5) 
$2.69(5) 


“bun $4.51(3) 
Bushee. bunkers $2.69(5) 
Buffalo, N. Y. 
Kerosine(a)...... 
Diesel fuel(a).... 
No 2 fuel(a)..... 
No. 5 fuel. ...... 
No. 6 fuel 


12. 15(5) 
12.05(3) 


12. 15(5) 
12.05(3) 
11.65(5) 
10.65 10.65 

@.7(2) 9.7(2) 

(a) Prices of some sellers to bulk commercial consumers are 0.15¢ higher than 
prices shown. 
Charleston, S. C. 
Kerosine/No. 1... 
Ne. Sie.....00- 
Diesel oil, shore 


ae 
No. 6 fuel, no sulf 


12. 15(5) 
12 a 


12. 15(5) 
12.05(3) 
11.65(5) 


11. 1(8) 
10.7(6) 


10.8(3) 


11.1(6) 11.1(6) 11.1(6) 
10.7(6) 10.7(6) 10.7(6) 


10.8(3) 10.8(3) 


$2.60(2) $2. 60(2) 
$2.57(3) $2.57(3) 


$4.39(2) ,4.39(2) 
$2.57(3) $2.57(3) 


10.8(3) 


$2.60(2) 
$2.57(3) 


4.39(2) 
$2 57(3) 


$2_57(3) 


$4.39(2) 
$2.57(3) 


Light Dice, 


bun 
Pn oa bunkers 
Chicago, II. 
Range oil/No. 1 
No. 2 fuel 
No. 5 fuel, low 
sulfur 8.85 8.85 f 8.85 
No. 5 fuel, “high 
sulfur 


(3)11-12 
(3)10.1-1 


x11-12.2 


2 (3)11-12 
x10.1-11.1 


2 
| (3)10.1-11.1 


3)8. 8-9. 25 38 8-9 25x 


low 


(2)7.95-8.05 2)7.95-8.05 
No. : “fuel, high 
sulfur..... 
Cleveland, Ohio 
No. 5fuel . 10* 10* 
No. 6 fuel 9 35* 9.35* 
*—delivered Cleveland 
Corpus Christi, Tex 
No. 6 nde ne sulf 
quar.. aie $2 = $2 23 $2 23 2.23 
do bars $2 $2 20 $2 20 $2.20 
Bunker C, abes $2 * 2 25(2) $2 20-2.25(2) $2.20-2 2512) $2.20-2 25/2) 
Dotrott, Mich. 


(3)7.7-8.25 (3)7.7-8. 25x 


12.55-12.7 12.55-12.7 
(2)12.65-12.7 — (2)12.55-12.7 
(2)11.55-11.7 = (2)11.55-11.7 
8(2) 9.6(2) 9.6(2) 
8.6(2) 8.6(2) 8.6(2) 


12.55-12 
(2)12 55-12. 
(2)11.55-11. 

9.A(2) 


No. 6 fuel. ...... 8 6(2) 
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Houston, Tex. 
Kerosine/No. 1... 


Diesel oil, shore 


plants..... 
No. 6 fuel, no sulf 


No. 6 fuel, 
1% sulfur..... 


Light Diesel, 
bunkers ‘ 

Heavy Diesel 
bunkers 

Bunker C, bunkers 


Jacksonville, Fila. 
Kerosine/No. 1... 
No. 2 fue 

Diesel ws shore 


plan 
No 6 faci, no sulf 
guar.. ; 


Light Diesel, 
bunkers 
Bunker C, bunkers 


Miami, Fla. 


Kerosine/No. 1... 
Diesel oil, shore 
plants. . ; 
No. 6 fuel, no sulf 
guar 
do barges 
Light Diesel 
bunkers 
BunkerC, bunkers 


DISTILLATES & FUELS 


May 14 May 7 Apr. 30 


a 5(2) 10. 5(2) 10. 5(2) 10. 5(2) 
yt bo (2)9.5-9.75 (2)9.5-9.75 (2)9.5-9.75 
9.5-9.75 9.5-9.75 9.5-9.75 
9- 9. ¥ 9-9.5 9-9.5 
9-9.5 


9-9.5 99 5 
$2.10-2.25 


$2.10-2.25 $2. 10-2.25 
$2. 10-2. 20/8) $2.10-2.20(8)  $2.10-2. 20/4) 


2 x$2..25 2.20 
2 x$2..25 $2.20 


34.0346) 44.03(6) 


$3 .62(5) $3 .62(5) 
$2. 20(12}) $2. 2012) 


Apr. 23 


9-9.5 
a-9.5 


$2. 10-2.25 
$2. 10-2. 20(8) 
2 25 $ 
$2.25 $2 
$4.03(6) $4.03(6° 
$3 .62(5) 
$2.20(12) 


$3 .62(5) 
(11)$2.20_9.25x 


11.8(11) 
10.9(8) 


10. 9(5) 


$2.57(6) 
$2.54(6) 


$4.578(5) 
$2.54(6) 


11.8(11) 
10.9(8) 


11.8(11) 
10.9(8) 


10. 9(5) 


$2.57(6) 
$2.54(6) 


$4.578(5) 
$2.54(6) 


11.8(11) 
10.9(8) 


10.9(5) 


$2.57(6) 
$2.54(6) 


10.9(5) 


$2.57(6) 
$2.54(6) 


$4.578(5) 
$2. 54(6) 


$4. 578(5) 
$2.54(6) 


11.8 11.8 11.8 11.8 


11.1(3) 11.1(3) 11.13) 11. 1(3) 
$2.52 $2.52 


$2.49(3) $2. 49(3) 


$4.578(4) 
$2.49(3) 


$2.52 $2.52 
$2.49(3) $2.49/3) 


$4.578(4) 
$2. 49(3) 


$4.578(4) 
$2. 49(3) 


$4.578(4) 
$2. 49(3) 


Mols-St. Paul, Minn. 


Range oil No. 1., ( 

No. 2 fuel. .. (5 

No. 5 fuel, high 
sulfur 

No. 6 fuel, high 
sulfur. AE 


Mobile; Ala. 
Kerosine/No. 1.. 
No. 2 fuel. 

No. 6 fuel, no ‘gulf 
ES 
do barges...... 

Light Diesel 
bunkers 

Bunker C, bunkers 


New Haven, Conn. 
Kerosine/No. 1... 
No. 2 fuel 

Diesel ail, 


Light Diesel 
bunkers. . 
BunkerC, bunkers 


New Orteans, La. 

Kerosine/No. 1... 

No. 2 fi 

Diesel oil, shore 
nta 


No. 5 fuel 
Ne. 6 fuel, no sulf 


Light Diesel 
unkers 
Heavy Diesel 


bunkers. ...... 
Bunker C, bunkers 
New York Harbor 
Kerosine/No. 1... 


plan 
No 4 fuel ( 
do barges...... ( 
No. es : 
do barg 
No. Steak ne sulf 
guar. 13 
do barges... 
No. 6 fuel, max. 


Light Diesel, 
bunkers 

Heavy Diesel, 
bunkers 

Bunker C, bunkers 


(5)11.125-12.3 5 
5)10.5-11.5 5) 10.5-11.5 


11.125-12.3 


9.4(4) 9.4(4) 


8.7(4) 8.7(4) 


11.1(4) 
10. 5(2) 


$2.38 
$2.25 


$4.284(2) 
$2.25 


11.1(4) 
10.5/2) 


$2.38 
$2.25 


$4, 284(2) 
$2.25 


11.1(4) 
10. 5(2) 


11. 1(4) 
10. 5(2) 


$2.38 
$2.25 


$2.38 
$2.25 
$4.284(2) $4.284(2 
$2.25 $2.25 


11.1(9) 
10.6(11) 


11(4) 
$3.80 


$2.70(3) 
$2.67 


$4.49 
$2.67 


11. 1(9) 
10.6(11) 


11,1(9) 
10.6(11) 


11(4) 
$3.80 


11.1(9) 
10.6(11) 


11(4) 
$3.80 


$2.70(3) $2.70(3) 
$2.67 $2.67 


11(4) 
$3.80 


$2.70(3) 
$2.67 


$4.49 $4.49 
$2.67 $2.67 


$4.49 
$2.67 


10.3(4) 10.3(4) 
9.75(3) 9.75(3) 


10. 1(3) 
$2.77 


10.3(4) 
9.75(3) 


10. 1(3) 10. 1(3) 
$2.77 $2.77 


$2. 23(2} 
$2. 20(2) 


$4.03(4) 


$3 .62(3) 
$2.20(3) 


10. 3(4) 
9.75(3) 


10. 1(3) 
$2.77 
$2. 23(2) 
$2. 20(2) 
$4.03(4) 


$3 .62(3) 
$2. 20(3) 


$2. 23(2) 
$2. 20(2) 


$4.03(4) 


$3 .62(3) 
$2. 20(3) 


$2.33(2) 
$2. 20(2) 


$4.03(4) 


$3. 62(3) 
$2.20(3) 


11.1(20) 
10. 85(20) 
10.6(18) 
10.35(19) 


11.1(20) 
10.85(20) 
10.6(18) 
10.35(19) 


11.1(20) 
10. 85(20) 
10.6(18) 
10.35(19) 


11(7) 11(7) 11(7) 11(7) 
12)$3.66-4.09  (12)$3.66-4.09 (12)$3.66-4.09 (12)$3.66-4.09 
12)$3.63-3.99 (12)$3 63-3.99 (12)$3.63-3.99 (12)$3.43-3.99 
$3.18 $3.18 $3.18 
$3.15 $3.15 $3.15 
$2 68(14) 


$2. 68(14) 
$2.65(15) $2.65(15) 


(2)$2.78 
(2)$2.75 


$4.47((4) 


11,1(20) 
10.85(20) 
10.6(18) 
10.35(19) 


$2. 68(14) 
$2. 65(15) 


$2.68(14) 
$2. 45(15) 


$2.83-2.93 $2.83-2.93 x$2.83-2.93x 
$2.80-2.90 $2.80-2.90 x$2.80-2.90x 


$4.47(4) 


$4.12(4) 
$2 65/11) 


$4.47(4) 


$4.12(4) 
$2.65/11) 


$4. 47(4) 


$4 12(4) 
$2. 85011) 


$4.12(4) 
$2.65(11) 


20) 





fe] prices REFINERY AND TERMINAL 


Norfolk, Va. 
Kerosine/No. 1... 


bunkers 
Bunker C, bunkers 


Pensacola, Fla. 
Kerosine/No. 1... 


Philadelphia, Pa, 
Kerosine/No. 1.. 
; do barges 


Diesel oil, shore 
No. 4 fuel....... 


No. 5 fuel....... 
No. 6 fuel, no sulf. 


Light Diesel, 
bunkers 
Peavy Diesel, 


Bunker C, bunkers 


Pt. Everglades, Fla. 


Kerosine/No. 1... 
No. 2 fuel 
Diesel oil shore 


do barges 

Light Diesel, 
nkers..... 

Bunker C, bunkers 

Portland, Me. 

Kerosine/No. 1.. 

No. 2 fuel. . 

a a... shore 


Bunker C bankone 


Proviaence, R. 1. 
Kerosine/No. 1... 


Diesel oil, shore 


No. 6 fuel, max. 
1% sulf..... 
do barges 
Light Diesel, 


Bunker C, bunkers 
Savannah, Ga. 
Kerosine/No. 1... 
No. 2 fuel 

Diesel oil shore 


No.5 fuel. . 

No. 6 fuel, no sulf. 
Light Diesel, 
BunkerC, bunkers 





DISTILLATES & FUELS 
May 14 May 7 


11.1(7) 11,1(7) 
10.6(6) 10.6(6) 


11(5) 11(5) 
$3.21 $3.21 


$2.67(3) $2.67(3) 
$2.61(4) $2.61(4) 


$4.47(4) $4.47(4) 


$4. 12(3) $4. 12(3) 
$2.61(5) $2.61(5) 


Apr. 23 


11.1(7) 
10.6(6) 


11(5) 
$3.21 


$2.67(3) 
$2.61(4) 


$4.47(4) 


$4.12(3) 
$2.61(5) 


Apr. 30 


11,1(7) 
10.6(6) 


11(5) 
$3.21 


$2.67(3) 
$2.61(4) 


$4.47(4) 


$4. 12(3) 
$2.61(5) 


11.1(2) 
10.5(4) 


10. 5(2) 


11.1(3) 
10.5(4) 


10 (2) 


11, 1(2) 
10.5(4) 


10. 5(2) 


11.1(2) 
10.5(4) 


10. 5:2) 


11.1(10) 
10.85(7) 
10.6(10) 
10.35(6) 


11(6) 
$3. 66(2) 
$3.36(5) 


$2.63-2.68(7) 
$2.60-2.65(5) 


11, 1(10) 
10. 85(7) 
10.6(10) 
10.35(6) 


11(6) 
$3. 66(2) 
$3.36(5) 


$2.63-2.68(7) 
$2.60-2.65(5) 


11.1(10) 
10.85(7) 
10.6(10) 


11.1(10) 
10.85(7) 
10.6(10) 
10.35(6) 10.35(6) 


11(6) 11(6) 
$3 .66(2) $3 .66(2) 
$3 .36(5) $3.36(5) 


$2.63-2.68(7) 
$2.60-2.65(5) 


$2.63-2.68(7) 
$2.60-2.65(5) 


$2. 3 $2.7 3 x$2.78-2.93(2)x 
$2.75 - $2.75-2.90(2) x$2.75-2.90(2)x 


$4 $4.47 $4.47(4) $4.47(4) 


$4. 12(3) $4. 12(3) $4. 12(3) $4.12(3) 
2.60-2.65(6) $2.60-2.65(6) $2.60-2.65(6) $2.60-2.65(6) 


11, 8(5) 
10.9(4) 


10.9(4) 


$2.62(3) 
$2.49(4) 


$4.578(4) 
$2.49¢4) 


11.8(5) 
10.9(4) 


10.9(4) 


$2.52(3) 
$2.49(4) 


$4.578(4) 
$2.49(4) 


11.8(5) 
10.9(4) 


10.9(4) 


$2.52(3) 
$2.49(4) 


$4.578(4) 
$2.49(4) 


11.8(5) 
10.9(4) 


10.9(4) 


$2.52(3) 
$2. 49(4) 


$4.578(4) 
$2.49(4) 


11.3(9) 
10.8(9) 


11,2(4) 
$2.72(2) 
$2.69 
$2.69 


11.3(9) 
10.8(9) 


11.2(4) 
$2.72(2) 
$2.69 
$2.60 


11.3(9) 
10. 8(9) 


11.3(9) 
10.8(9) 


1 2(4) 
$2.72(2) 


11.2(4) 
$2. 72(3) 
$2. 
$2 $0 


11.2(10) 
10.7(9) 


11.1(4) 
$3. 643} 


$2.69(4) 
$2.66(4) 


$2.84-2,09 
$2.81(2) 


11.2(10) 
10.7(9) 


11, 1(4) 
$3.64(3) 


$2.69(4) 
$2.66(4) 


$2.84-2,09 
$2.81(2) 


11. 2(10) 11.2(10) 
10.7(9) 10.7(9) 


11 i 11. 1(4) 
$3.64(3, $3.64(3) 


$2.69(4) $2. 69(4) 
$2.66(4) $2 .66(4) 


$2.84-2.99 $2.84-2,99 
$2.81(2) $2.81(2) 


$4.51 $4.51 $4.51 $4.51 

$2.66(3) $2.66(3) $2.66(3) $2.66(3) 
11.8(7) 
10.9(7) 


10.9(5) 
$3.13 


11.8(7) 
10.9(7) 


10.9(5) 
$3.13 


11.8(7) 
10.9(7) 


10. 9(5) 
$3.13 


11.8(7) 
10.9(7) 


10.9(5) 
$3.13 


$2.59(5) 
$2.56(6) 


$4.578(5) 
2.565) 


$2.59(5) 
$2.56(6) 


$4 578(5) 
$2 56(5) 


$2.59(5) 
$2.56(6) 


$4 578(5) 
$2.56(5) 


92.59(5) 
$2.56(6) 


$4.578(5 
$2.56(5) 


SOUTHERN TERMINALS 


Hopewell, Va. 
Wilmington, 
Charleston, $. 
Savannah, 
Port Everglades, Fla. 
Tampa, Fla. 


columbus, 6a. 
Greenville, Miss 
Knoxville, Tenn. 


Belton, S. ¢. 





|. Panama City, Fla. 
t. 3 > (Rirmingham, Ala. 
Montgomery. Ala. 


DISTILLATES & FUELS 
May 7 


11.7(8) 
10. 8(6) 


10. 8(6) 


$2.47(5) 
$2.45(5) 


$4.536(5) 
$2.45(5) 


Apr. 30 


11.7(8) 
10.8(6) 


10.8(6) 


$2. 47(5) 
$2. 45(5) 


$4.536(5) 
$2.45(5) 


Apr. 23 


11.7(8) 
10. 8(6) 


10.8(6) 


$2. 47(5) 
$2. 45(5) 


$4.536(5) 
$2.45(5) 


Tampa, Fla. May 14 


11.7(8) 
10.8(6) 


19.8(6) 


$2.47(5) 
$2.45(5) 


$4.536(5) 
$2.45(5) 


Kerosine/No. 1... 


- = 


bunkers 
Bunker C, bunkers 


Toledo, Ohio 


12.2 

11.65 

11.95-12.65 11.95-12.65 

10.95-11.65 10.95-11.65 
9 


9(3) ) 
8-8. 25(3) 8-8. 25(3) 


12.2 

11.65 
11,95-12.65 
10.95-11.65 


9(3) 
8-8. 25(3) 


12.2 


il. 
11.95-12.65 
10.95-11.65 


9(3) 
8-8. 25(3) 


2 
65 
9 
9 


12. 
11. 
ig 
0. 
(3 


Wilmington, N. C. 
Kerosine/No. 1... 


10.7(7) 
— oil, 
ants 


10.8(3) 
Light Diese, 
bunkers... .. $4.39(3) 


Okla. (Okla. shpt.) 


42-44 w.w. kero 
58 & abv. di 
Diesel 
. 1 fuel 
. 2 fuel 
. 6 fuel 


11.1(7) 
10.7(7) 


10.8(3) 
$4.39(3) 


11.1(7) 
10.7(7) 


10.8(3) 
$4.39(3) 


11.1(7) 
10,7(7) 


10.8(3) 
$4.39(3) 


11.1(7) 


shore 


(5)10.125-10.625 (5)10.125-10.625 (5)10.125-10.625 
9.5-10.5 9.5-10.5 5-10.5 
(4)9.75-10.375 (4)9.75-10.375 (4) : 1. 10.375 

(4)9.125-9.5(2)  (4)9.125-9.5(2) (4) 9.125-9.5(2 


(2)$2.00-2.20 (3)$2.00-2.20  (2)$2.00-2.20 


(5) 10.125-10.625 


(4)9.75-10.375 
(4)9.125-9.5(2) 


(2)$2.00-2.20 


Okla. Group 3 (Northern shpt.) 


42-44 w.w. kero... (4)10-10.25(4) 
58 & abv. d. 

Diesel..... 9.625-10.25 
No. 1 fuel 325 


(4) 10-10, 25(4 (4)10-10.25(4) (4) 10-10. 25(4)x 


x9. 625-10.25 9.25-10.25 925-10. 25x 

(5)9.625 (2)9. 625 

10 125 10. 125(2) 
5 (2)9-9.5 


(2) $2. 00- 2.20 (2)$2. 00. -2.20 (3)$2.00-2.20 


10.125 
5)9-9.5 5 9. 
No. 6 fuel (2)$2.00-2.20 


N. Tex. (Tex. & N(w Mex. shpt.) 


42-44 w.w. kero. . 9.2-10 

58 & abv. 
diesel 

No. 6 fuel 


9.2-10 


9-10.375 
$2.05-2.25 


9.2-10 9.2-10 


9-10.375 
$2.05-2.25 


9-10.375 


$2.05-2.25 x$2, 05-2. 25x 


W. Tex. (Tex. & New Mex. shpt.) 


42-44 w.w. kero... 9.75-10.75 9.75-10.75 

No. 1 fuel 9. , 9.75-10.25 
: 9.125-9.5 

$2. 10-2.26 


9.75-10.75 
9.75-10.25 
9.125-9.5 
No. 6 fuel $2. 10-2. 26 


E. Tex. (Truck transport tote) 


42-44 w.w. kero. . 
58 & 


(2)9.5-10.5 (2)9.5-10.5 


Pa 75-9.75 
22. 00-2. 25(2) 


(2)9.5-10.5 
8.75-9.75 
9 
$2.00-2.25(2) 


. (2)9.5-9.75x 
Pa 75-9.75 
$2. 00-2. 25(2) 


8.75-9.75 
9 
2.00-2.25(4 


Cent. W. Tex. (Truck transport lots) 
42-44 w.w. 7. 9.5 


Diesel... 
No. 6 fuel 


Kans. (For Kans. destinations only) 


42-44 w.w. kero. . (6)10.25-10.375  (6)10.25-10.375 (6)10.25-10.375x (5)10.25-10.5 
10-10. 25(2) 
. (5)9.875-10.125x (5)9.875-10,12 
9-9. 5x 37 g-¢ 9-9.5 
$2.65-2.70 x$2 65-2 "70x $2.55 2 60 $2.55-2.60 
$2. 00-2. 25(2) $2. 00-2. 25(2) $2.00-2.25(2) x$2.05-2.25(3) 


10 10. 25(2) 
No. 1 fuel 
No. 2 fuel... 
No. 5 fuel 
No. 6 fuel 


REFINING COMPANY 


2 5 i aaa 


ATLANTA, GA. 
1401 Peachtree Street 
PITTSBURGH, PA. 
Benedum-Trees Bidg. 
TEXAS CITY, TEXAS 
Refinery 


Highest Quality 
Petroleum Products 


e Gasoline 

e Kerosene 

e Diesel Fuel 
e Heating Oils 
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DISTILLATES & FUELS 


May 14 May 7 Apr. 30 
Ark. (For shpt. to Ark. & La.) 
42-44 w.w. kero... 10 10 10 
Tractor fuel 10.25 10.25 

9.375 9.375 


75 
9.375 
2.75 
: 2.55 
No. 6 fuel 2. .40 


Western Penna. 

Bradford-Warren: 

Kerosine. . 11.5-12 11.5-12 11.5-12 11.5-1 
55 cetane Diesel. . 11.5(2) 11.5(2) 11.5(2) 11.5(2 
No. 2 fuel (2)11-11.25(2) (2) 11-11.25(2) = (2)11-11.25(2) = (2) 11-11 
36-40 gravity fuel 10.5(2) 10.5(2) 10.5(2) 10.5(2 


Oli City: 

Kerosine 12(2) 12(2) 2(2 12(2) 

50 cetane Diesel. . - 10.5-11 10.5-11 
10.75-11.55 10.75-11.55 10.75-11.55 
10.5-11.3 10.5-11.3 10.5-11.3 

36-40 gravity fuel 10.5 10.5 10.5 


Pittsburgh: 


Kerosine 
50 cetane Diesel... 


2 

) 
25(2) 
) 


Central Michigan 
46-49 w.w. kero... 
Range oil ea 
P W. distillate... 


8.45(2) 8.45(2) 


13.1 13.1 
12.9 12.9 
11.9 11.9 


California - Los Angeles District: 


Rack: 

Stove dist.— 
1 9.25-10.2(2) 9.25-10.2 9.25-10.2 

Diese} fuel~ 

PS 200 9.3-9.8 9.3-9.8 9.3-9.8 


(2)$2.65 (2)$2.65 
(3)$2.15 (3)$2.15 (3)$2.15 (3)$2.15 
40-43 w.w.kero.. 13.! 13.8 
Btove dist— 
PS 100 25-13.7 9.25-13.7 


Diesel fuel— 
PS 200 9.3-12. 9.3-12.2 


(3)$2.65 


3)$2 
Tank Truck (400 ok e 
40-43 w.w. kero.. 7.3 


2 


San Francisco District: 


Tank Car: 
40-43 w.w. kero.. 14, 


DISTILLATES & FUELS 
May 14 May 7 Apr. 30 
Diesel fuel— 
200 


12.7 

$2.70 2.7 $2.70 
$2.35 

bw Truck (400 —. or more): 

7.8 


3 w.w. kero. . 
Store —_ 


Pacific Coast 

Ships’ bunkers, or deep tank lots. 
San Pedro, Calif. 
Diesel—PS 200. $4.83(5) $4.83(5) $4.83(5) $4.83(5) 
Bunker C—PS 400 (4)$2.10-2.2 (4)$2.10-2.20 )$2.10-2.20 (4)$2. 10-2. 20 
San Francisco, Calif. 
Diesel—PS 200. $5.05(4) $5.05(4) $5.05( 4) $5.05(4) 
Bunker C—PS 400 (3)$2.15-2 (3)$2. 15-2. 2 3 5-2. 25 (3)$2.15 
Seattle, Wash. 
Diesel—PS 200. $5.25(4) $5.25(4) 
Bunker C—PS 400 (3)$2.45-2.8 (3)$2.45-2 
Portiand, Ore. 
Diesel—PS 200. $5.25(4 $5.25(4) 
Bunker C—PS 400 (3)$2 15-2 .50 = (3)$2.45-2. 
Mexico 
Ships’ bunkers; U. 8. dollars per bbl. of 159 liters. 
Guaymas 
ee 5.20 5.2 $6.20 
Bunker C 3.10 3 3 $3.10 
Manzanillo 
Diesel... 5.38 5.28 5.2 $5.28 
Bunker C....... 3.10 3.10 3 $3.10 
— 

Diesel 15 15 ; $4.15 
Bunker C....... $2.20 .20 ‘ $2.20 
Salina Cruz 

i 5.38 5.38 5 $5.28 

3.10 3.10 3 $3.10 
Tampico 
Diesel 15 15 $4.15 
Bunker C....... 2.20 .20 ; $2.20 
Veracruz 
Bunker C 20 y $2.20 

At most Atlantic Coast points prices of some sellers for distillate fuels to bulk commercial 

consumers are 0.15¢ higher than prices shown. 


NATURAL GASOLINE 


Prices are to blenders on freight basis shown; shipments may originate in any Mid-Coo- 
tinent manufacturing district. 
May 14 May 7 Apr. 30 Apr. 23 
FOB Group 3 
Grade 26-70 


. 4.5 (Quotations) 4.5 (Quotations) 5 (Quotations) 4.5 (Quotatior 


FOB Breckenridge, Tex. 


Grade 26-70 4 (Quotations) 4 (Quotations) 4 (Quotations) 4 (Quotations 


LP-GAS 
Producers’ contract prices, tank cars. 


May 14 May 7 Apr. 20 
Propane: 
New York Harbor 9.05-9.3 9.05-9.3 
he wen Pa.. 8.8(3) 8.8(3) 
Toledo, Ohi ‘ 8 
Houston, Tas. aie 4.5-4.75 4.5-4.75 
Oklahoma 

4.5(9) 

Baton Rouge, La 4.675-4.875(2) 
Shreveport, La... (3) 4.75(3) 
New Orleans, La. 4.875(2) 








ETROLEUM 
RODUCTs 


30 














additive lube oils. 


Fluorescent color for 
solvent extracted and 


Colors 


Fy 
Petroleum 


PATENT CHEMICALS, 


INCORPORATED 


Paterson 4, New Jersey 


PETROLEUM CORPORATION 








New York 





Marketer of Petroleum Products 


NEW ENGLAND PETROLEUM CORPORATION 


INDEPENDENT 
MARKETERS 


Maine to South Carolina 


630 FIFTH AVENUE, 


Boston NEW YORK 20,N.Y 
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LUBRICATING OILS 
May 7 


LUBRICATING OILS 
May 14 May 7 


a Olie—Vis. at pvt 96 v.i.; 0-10 ws 
Viscous Neutrals—No. 3 col. Vis at 70° F. 100 vi 21(5) 1(5) 21(5) 
200 vis. (180 at 100°) 420- 425 fit. a 5(5) 21.5(5) 


eae 5(5) 22" (5) 
(3)33: 5-242) (3)23.5-24(2) 


Western Penna. May 14 Apr. 30 Apr. 30 Apr. 23 

21(5) 

21.5(5) 

22.5(5) 

15 pt. (3)23.5-24(2) 

25 p.t. 

South Texas , 
Vis. at 100° F FOB 8. Tex. refineries for domestic and/or export shipment. 


Pale Olis: 
= vis. 1% 


150 vis. (143 at 100° 4 400- 405 ft. 

10 p.t ! : 21.5 

15 p.t. x21 20.5 20.5 20.5 

25 p.t 3)19.5-2 
7 (3)19.5-20 12.25(6) 

13.75(6) 

14. 25(6) 

14.75(6) 

15(6) 


15. 5(6) 
2000 vis.No.4col. 16(6) 


Red Olis: 
100 vis. N 


12.25(6) 
13.75(6) 
14, 25(6) 
14.75(6) 
15(6) 
ro 


12.25(6) 
13.75(6) 
14. 25(6) 
14.75(6) 
15(6) 


15.5(@ 
16(6) 


12. 26(6) 
13.75(6) 
14. 25(6) 
14.75(6) 
15(6) 


16. 5(6) 
.6(6) 


Bright Stock 

145-155 vis. at 210, “1 8 col. 
10 p.t. ate 

15 p.t x26 

25 p.t (2)24-25(3)x 


Cylinder Stocks 

600 s.r. filterable. x18.5(4 (2)17.5-18(2 
650 s.r eee &19.5(4) (3)18.5-19 
600 flash........  x21(5) 3)20-21(2 (4)20-20.5 
830 flash . x22(3) 22 21(3 


(3)18.5-19 
(4)20-20.5 
21(3) 

Mid-Continent 
FOBTulsa_ basis, 


for domestic shipment only, 
at 100° 0-10 p.p 


bright stock, vis. at 210°neutrals, 


12. 25(5) 
13.75(6) 
14.25(6) 
14.75(6) 
15(6) 
15.5(6) 
16(6) 


12. 25(5) 
13.75(6) 
14.25(6) 
14.75(6) 
15(6) 
15.5(6) 
16(6) 


12. 26(5) 
13.75(6) 
14. 25(6) 
14.75(6) 
15(6) 

15. 5(6) 
16(6) 


12. 25(5) 
13.75(6) 
14.25(6) 
14.75(6) 
15(6) 
15. 6(6) 
16(6} 


Bright Stock—Conventional 
200 vis D, 

10-25 p.p 
150-160 vis. D: 

0-10 p.p 

10-25 p.p 
120 vis. D, 

0-10 p.p. 

Bright Cioch-ciclvens 
150-160 vis., 

0-10 p.p., ‘95v.i.(4)2 4-25 (4)24-% 
Neutral Oils—Conventional—Pale Oils 
60-85 vis. 

No. 2 col 
86-110 vis 

No. 2 col 
150 vis. No. 3 col 
180 vis. No. 3 col 
200 vis. No. 3 col 
250 vis. No. 3 col. 
280 vis. No. 2 col 
300 vis. No. 3 col 


AVIATION GASOLINE 
(MIL-F-5572) 
May 7 


14.25 


Gulf Coast Cargoes May 14 Apr. 30 
Grade 115/145... 18.5 18.5 
Grade 110/130... 17 17 
Grade 91/96 15.5 15.5 
Baltimore, Md. 

Grade 100/130... 


Grade 80 

Boston, Mass. 
Grade 100/130... 
Grade 91/96 


Neutral Oils—Solvent—$95 v.i. 
170-180 vis (2)19.5-20.5(3) 
200-210 vis 
300 vis...... 


(2)19.5-20.5(3) 
(3)19.75-20.75(3) (3)19.75 
(2)20.25-21.25(2) 


(2)19.5-20.5(3) (2)19.5-20.5(3) 
20.75(3) (3)19.75-20.75(3) (3)19.75-20.75(3) 
(2)20.25-21.25(2) (2)20.25-21.25(2) (2)20.25-21.25(2) 


Cylinder Stocks 
{00 s.r., 

olive greet 5 17.5 17.5 17.5 

Gulf Coast—Sol ve é ‘Refine d Oils from Mid Continent grade crude; FOB ship at Gul 
for export. Gr 


Charleston, S. C. 
Grade 100/130... 


ade 80 


Houston, Tex. 
Grade 100/130... 
Grade 91/96 
Grade 80 


Bright Stock, vis. at 210° 
150-160 vis.: 
0-10 p.t., 95 v.i. 25(5) 











This Is Your 
Market Place! 


Write today for Advertising 
Space Rates. 


NATIONAL PETROLEUM NEWS 
330 West 42nd St., 
New York 36, N. Y. 


PRICES 


accurate, complete DAILY 
Platt’'s OILGRAM Price Service 


Daily Oil Prices Direct from 
the World’s Leading Oil Centers 


* timely, reliable market information delivered to your desk 
by fastest mail — every morning! 








Accurate daily reporting of more than 800 prices of re- 
fined petroleum products. 





PLUS up-to-the-minute news of events affecting oil prices 
and markets. 
SPECIAL! Try the OILGRAM Price Service for two weeks 
at our ili ea Learn first-hand how valuable it can be. 
MULTI-GRADE 


OILS 


Platt’s OILGRAM Price Service 
McGraw-Hill Publishing Company, 330 W. 42nd St., N.Y. 36, N.Y. 


NAME 
COMPANY 
STREET 
CITY 





Yes—I want to try the OILGRAM Price Service. Please 
send me a two-week subscription without obligation. 
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or the base 
stocks for 
making them 


DEEP ROCK 
OIL COMPANY 


306 N. Robinson « Ph. RE 6-1491 
Oklahoma City 








REFINERY AND TERMINAL 


AVIATION GASOLINE 
(MIL-F-5572) 
May 14 May 7 Apr. 30 


New Orieans, La. 


Grade 100/130... 18 18 18 
= 91/96 16.5 16.5 16.5 
rade 80. 16 16 16 


New York, N. Y. 


Grade 100/130. . . 19. 12) 19. 1(2) 19. 1(2) 19. 1(2) 
—_ 17 .6(2) 17.6(2) 17.6(2) 17, 6(2) 
17. 1(2) 17.1(2) 17. 1(2) 17.1(2) 


Grade 100/130... 
Grade 91/96 
Grade 80 


Toledo, Ohio 
Grade 100/130... 
Grade 91/96 


NAPHTHAS & SOLVENTS 


May 14 May 7 Apr. 30 Apr. 23 
Baltimore, Mid. 
Mineral spirite.. . 16.5¢4) 16.5(4) 16. 5(4) 16. 5(4) 


V.M. & P. 
t 18. 5(4) 18.5(4) 18.5(4) 18. 5(4) 
Mineral spirits .. 17. 5(5) 17.8(5) 17.5(5) 17.5(5) 


New York Harbor 
V. M. & P. 


Mineral spirits. . . 


Philadelphia, Pa. 


V.M.& P. 
naphtha 17.5(4) 17.5(4) 17.5(4) 17.5(4) 
Mineral spirits...  16.5(5) 16.5(5) 16.5(5) 16.5(5) 


Providence, R. 4. 
V.M. & P. 


19.5 19.5 19.5 19.5 
Mineral spirits... 17. 5(5) 17.5(5) 17.6(5) 17.5(5) 
FOB Group 3 


Btoddard solvent . 


12.375(4 12.375(4) 
Cleaners naphtha 


12.875(8 12.875)3) 


12.875(4) 12.875(4) 12.875(4) 
11. play bry 11.875(4) 11.875(4) 
solve 12.87 12.8754) 12.875(4) 12.875(4) 
Lacquer We » (2)13 2043. 375 See bites (2)13.125-13.375 OT ise itels 
Bensol diluent... (2)14.125-14.625 (2)14.125-14.625 (2)14.125-14.625 (2)14.125-14.625 


12.375(4) 
12.875(3) 


12,375(4) 
12.875(3) 


12.8754) 


Western Penna. 
l City: 
Stoddard solvent . 16.5 16.5 16.5 16.5 


Pitteburgh: 
Stoddard solvent. 16.5(3) 16. 5(3) 16.5(3) 16.5(3) 


Ohlo— Quotations of 8. ©. Ohio for delivery to Ohio points. 


18 18 

18 17 17 

8 17 17 17 
Rubber solvent. . 15.875 15.875 15.875 


JET FUEL 
(MIL-F-5624) 


Gulf Coast Cargoes May 14 May7 Apr. 30 Apr. 23 
Grade JP-4 9-9. 25(2) 9-9. 25(2) 9-9. 25(2) 9-9 25(2) 


PETROLATUMS 


May 14 May 7 Apr. 30 


Western Penna. 
Bbis.; carloads; tank cars, 2¢ less. 

Snow white (2)8. 125. ‘8. 25(2) (2)8.125-8.25(2) (2)8.125-8.25(2) 
(3)7.75-7.875 (3)7.75-7.875 
(2)7.625-7.75(2) (2)7.625-7.75(2) 7.625-7. 75(2) ) 
(2)7.125-7.375  (2)7.125-7.375 (7. 125-7.375 
(3)6.25-6.5 (3)6.25-6.5 (3)6.25-6.5 
(3)6.25-6.5 (3)6.25-6.5 (3)6.25-6.5 
(3)6-6.25 (3)6-6.25 (3)6-6.25 

5.75-6 5.75-6 5.75-6 
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PARAFFIN WAX 
May 14 May 7 Apr. 30 Apr. 


Western Penna. (t.c. in bulk) 


124-6 AMP white 
erudeseale....  6(3) 6(3) 6(3) 6(3) 


Atiantic Seaboard 

Melting points are AMP, 3° higher than EMP. Prices for carload lots. Domestic price 
FOB refinery; scale in bags or bbis.; fully refined, slabe loose. Expa ¢ prices FAS; scale in 
bags or bbis.; fully refined in bags or cartons. 

May 14 May 7 Apr. 30 Apr. 23 
New York Domestic 
= < omnes crude 
8.1(3) 8. 1(3) 8. 1(3) 


9.05(4) 9.05(4) 9 .05(4) 
9.05(4) 9.05(4) 9.05(4) 
149-151..... ‘ S 10.55 10.55 10.55 


New York Export 
124-6 white crude 
eale..... .... (3)7 35 (3)7.35 

Fully Refined 

123-133. 9 0514 9.05(4) 9.05(4) 
135-145..... 9. 05(4) 9.05(4) 9.05(4) 


NOW READY 


COMPLETE—Petroleum Prices! Facts! . . . 
any oil price for any given day! 


the 1955 edition of Platt’s 


OIL PRICE HANDBOOK 
(32nd edition) 


Platt’s OIL PRICE HANDBOOK provides finger-tip information 
for busy oil executives . . . marketers buyers sellers 
company and association statisticians research analysts 

accountants . . . in fact, for anyone who deals with oil prices 
in any way, this handbook is a MUST to complete their 1956 


business library. 


Platt’s OIL PRICE HANDBOOK contains all the vital oil price 
information for the year of 1955, accurately reported and pub- 
lished in one complete single source package. You can find 
any oil price or any oil price change merely by turning to the 
appropriate conveniently die-cut marginal index the low 
and high for any given day, the lows and the highs monthly 
and yearly averages for any given petroleum product 


More complete than any of the 31 previous editions, with a 
new and improved type style, the new Platt’s OIL PRICE HAND 
BOOK sells at $20.00 per copy. It comes to you in a durable 
and attractive cover, case bound. This edition is printed in a 
limited quantity, so rush your order for your copy today! 


Send your order with payment to 
Reader Service Department 


National Petroleum News 
330 W. 42nd Street, New York 36, New York 





\955 


D\ gis 


QL PRICE WANDBOOK 


and Q\LARWAC 





fe] prices TANK WAGON 


Prices for gasoline do not include taxes; they do, however, include {Inspection fees per gal., included in both gasoline and kerosine prices 
tspection fees as shown m next column. Gasoline taxes, shown in separate unless otherwise specified, are as follows: 
column include 2¢ federal and state taxes; also city and county taxes Ala, 1/4Uc on gasoline; Ark. 1/20c; Fla. 1/8c; Ill. 3/100c; Ind. 2/25c; 
as indicated in footnotes. Kerosine tank wagon prices also do not include Kan. @/100c; La. 1/32c; Minn, 5/200c; Mo. 1/25c; Neb. 2/100c; Nev. 
taxes; kerosine taxes where levied are indicated in footnotes. Discounts 1/20c; N.C. 1/4c; N.D. 1/20c; Okla. 2/25c; S.C. 1/8c¢; S.D. 1/40c; 
if any, are shown in footnotes. These prices in effect May 15, 1956, as Tenn. 3/5¢; and Wisc. 3/100c, 
posted by principal marketing companies at their headquarters’ offices, but Kerosine inspection fees only: Ala. 1/2c; Fla. 1/8c; Iowa 1/50c; 
subject to later correction Mich, 1/5e. 


Socony Mobil 


Mobilgas Aircraft Mobilgas 
Grade Grade Grade (Regular Grade) *Mobilfuel *Mobilheat 
Gasoline 80 91 100 Cons. Dir. *Mobil Kerosine Diesel (No. 2 Fuel) 
toe TY. .Y. TW. UTC. UT. COCO. T.c. Yard = T.W. T.C. T.W. T.C. Yard 
x x xX 

16.5 
16.5 16.5 
16.5 16.5 
ieee inns pov 16.5 16.5 
nme Stic seem 16.5 16.5 
22.6 23.5 ere 5.7 3.7 j 


7.0 


11.0 


a 
je 0 
a. 


6 

6 

6 
Richmond... 6 
Albany, N. Y.. 6 
Binghamton... 6. 
6 

6 

6 

6 

6 


— pa ee. 


OC me ROCIO 


on 


Buffalo 
Jamestown.... 
Mt. Vernon.... 
Plattsburg 
Rochester. .... 
Syracuse 6. 
Bridgeport, Conn.8. 
Danbury 8 
Hartford 

New Haven.... 
Bangor, Me.... 


<) 
Dm COO Re. pb 

on 

© pat bab ped bed sd st ph pm 


mt ND bt pet pee 
—_ 
nen. 


22:6 23.6 25.6 
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rewanm: wonwoceos 
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22.6 28.6 
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ACOA: ROORDE: 
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- ORAS Rane: noeeoa: 


mecownrwrn 
et et te 
ee 


Concord, N. H. 7. 

B 
Manchester.... 7. 
Portsmouth.... 7. 
Providence, R. I. 6. 


16 .§ 1.3 ‘nies 
15.2 5 >. 4 1.2 +e eras 
Burlington, Vt. 7. 17 0 ; a.7 12.7 eee : 12.2 
Rutland : ‘oe sien sien ; 18.7 18. ere 13.1 pads we .0 ans 12.6 
Taxes: N.Y.C. prices are ex 3% city sales tax. Syracuse prices ex 2% city sales tax, applicable to price of gasoline (ex tax). 
Discounts: Mobile Kerosine—New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5¢ for deliveries of 300 gals. or more. 
Mobilfuel Diesel—All points, tank wagon less 0.5¢ for deliveries of 800 gals. or more. 
Mobilheat—New York City (all boroughs) and Mt. Vernon, tank wagon less 0.5¢ for deliveries of 300 gals. or more. 
Notes: Premium-grade gasoline t.w. prices 2.5¢ above regular. Jamestown t.c prices are delivered prices, all other t.c. prices are FOB bulk terminals. 


XEffective May 8. *Commercial Consumer TC prices .15¢ higher. 


il. 
11. 
12. 


mnosoooococoooscoscooocoocossoscso 


Fuel Oile—T.W.—Chieago, Il. 


indiana Standard Standard Standard 
Heater Oil Furnace Oi! 
Tank wagon prices listed below were obtained by NPN correspondents who visited Standard 16.1 


of Indiana bulk plants where the company’s prices are publicly posted. 100-149 gals. 


150 gals. & over a het 
100-399 gals. S648 15.1 
Red Crown —_—————-Standard Furnace O0il—————— 400 gals. & over kas 14.6 
(Reg. Grade) Gaso- Kero- 100 100- 100- 175- 350 850 
Cons. Dir. line sine gals. 174 349 849 gals. gals. 
T T.W. Taxes T.W. - &over gals. gals. gals. & over & over engaiten ee oe 
16.8 7.0 17.1 ee peters re ee sai sistas pele Fuel A Fuel C 
18.1 : h reer <<‘ ewes ere ee ; 10.25 
17:3 9.5 


17. 


Chicago, Ill 18.8 
South Bend, Ind.... 19.5 Ay hag 
Detroit, Mich 18.8 3 
Mpls.-St. Paul, Minn. #18 .3 
Des Moines, Ia..... x18.0 
St. Louis, Mo....... 17.9 
Wichita, Kans x17.é 
Omaha, Nebr. 418. 

818, 

*19.2 ciate Rates ae ene Hiewss 
Milwaukee, Wisc.... 18, 8.0 18.0 ; ; : : os 5. tes *“Temporary” price. 

Effective dates: “May 8, xMay 9, "May 10, *May 11. 


on 


Taxes: St. Louis, Mo., gasoline tax includes le 
city tax. Des Moines, Ia., kerosine and furnace 
oil prices do not include 7c state tax. State 
sales, occupation, consumer and use taxes to be 
added, where applicable. 


Discounts: Red Crown—CTW prices at some 
points subject to varying discounts for quan- 
tity deliveries. 


SDBOIPHOIAMHAP 
ecoococeoceoso 
— tt 
oor ta 
Op Om om 


4 
So 


Ohio Standard 
Sohio X-Tane Gasoline 
Aviation Gas.-Cons,. T.W. (Regular Grade) 
Sohio Sohio Sohio Con- Re- Kerosine No. 1 No. 2 
Gasoline Avia. Avia. Avia. sumer sell- T.W. Sohio- Sohoi- 
Taxes 80 91 T.W. ers S.S. Heat Heat 
24. 
24 
24 


> 


15.8 19.9 15. 
15. 19. 15. 
16. 20. 15. 
16.3 20. 15. 
5.8 15. 
8 19. 15 
3 20. 

3 20. 

3 20. 

3 

8 

3 

3 


15. 
15. 
15. 
15. 
15 
15 
15 
15. 
15 
15. 
15 
15. 
15. 


aw 4 
cr 


aan 


Cincinnati 
Cleveland.... 
Columbus.... 
Dayton...... 
ree 
Mansfield. . . 
Marion..... 
Portsmouth 
Toledo 
Youngstown. 
Zanesville. . 


o 
a~ 
an 


«2 <} «3 « 
ee 


a3a4 
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24 16. 


a 


Taxes: Hangar operators can purchase aviation gasoline less 5c al. State Road Tax by supporting purchase with State Tax Exemption Form A-10 
to supplier. 

Discounts: Sohio Aviation—on contract to hangar operators and resellers, 2c off consumer t.w. 

Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal. or more; for 50-99 gal., add 1¢; 1-49 gal.. add 2¢. Naphthas & Solvents—Prices are for t.w. 
and drum deliveries of 500 gal. or more. 


Premium-grade gasoline prices: consumer t.w. & s.s. 3¢ above regular, resellers 2.5¢ above regular. S.s. prices are at company operated stations. 


xEffective May 7. 
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CHEVRON 

Standard of iy. cutur) Av. 80/87 Gaso- 
California T.T. T.T. _ line 
Gale. & over Taxes 
San Fran., Cal..... 16. 20.1 0 
Los Angeles 16 19.6 
Fresno.... 18. 21. 
Phoenix, Ariz....... 18 22 
Reno, Nev......... 19 22. 
Portland, Ore 17 20 
Seattle, Wash 17 20 

19 

17. 
Boise, Idaho........ 19 
Salt Lake 17. 
Honolulu, T. H..... 18 
Fairbanks, Alaska... 29 
Juneau. . een? ee 


NAINA wH ORD 


i 


7 00 WIR AID on GOOD 


o 


“Id 


Koorancoocoo 


<r 


wot 
3 ~2 S ~2 00 00 00 00 0 00 =3 00 00 G0 


Standard Standard 
Diesel Standard Stove 
Kerosine Fuel Furnace Oil 
ei 7A T.F. OUT... Fer. 
(400 gala. & over) (ex all taxes) 
13.2 1 
12.7 1 
1 
1 


San Fran. 17 
Los Angeles 17 
Fresno...... 19 
Phoenix...... 20 
Reno aaa 
Portland.... 19 
Seattle....... 19 
22 
19 
29 
. 18 
Honolulu.... 18 
Fairbanks.... 33 
Juneau 


13. 1 


- 


ee OOAwewuoe tS 


14.0 
15.1 


NOW DISA 


00 & © =2 00 00 & 20 DODD in Wee 


Taxes: 


Boise-—8c gas tax applies to motor fuel only; 
avgas taxes are 2c federal, 2.5c state. 

Salt Lake—7c gas tax applies to motor fuel 
only; avgas taxes are 2c federal, 4c state. 

Honolulu—10.5 gas tax applies to motor fuel 
only; avgas taxes are 2c federal, 3.5c terri- 
torial. Standard Diesel/furnace oil price is ex 
le territorial liquid fuels tax. All T.T. prices 
are ex Hawa'‘ian gross income tax of 1% to 
reseller, 2.5% to consumers. 

Alaska—7c gas tax applies to motor fuel only 
avgas taxes are 2c federal, 3c_ territorial. 
Standard Diesel/furnace oil prices are ex 6c 
territorial. 


Notes: 

Gasoline—For other deliveries of Chevron 
(Regular) and Chevron Aviation 80/87, add to 
400-gals.-and-over price 1.0c for 40-199 gals; 
0.5¢ for 200-399 gals., except for deliveries to 
Marine trade in Alaska (excluding Chevron 
Aviation 80/87) where 0.5c differential applies 
to 40-399 gal. deliveries; for less than 40 gals. 
add 5.0c gal.; except at Honolulu add 5.0c for 
‘ess than 40 gals. to Marine trade and less 
than 100 gals. to Shoreside trade. Prices for 
Chevron Aviation 80/87 at Salt Lake City ap- 
ply to all quantities in excess of 40 gals. 
Prices for Chevron Supreme (Premium) are 
3¢ a gal. higher than Chevron (Regular) for 
quantity delivered, except at Boise and Salt 
Lake, which are 2.5¢ higher. For less than 
40 gal. deliveries, add 5.0¢ gal. to 400-gal-and- 
over price, except at Honolulu, add 5.0¢ gal. 
for less than 40 gals. (Marine) and less than 
100 gal. (Shoreside). Add to Chevron Aviation 
80/87 quantity delivered prices, 2.0¢ for 91/98, 
5.0¢ for 100/130 and 8.0¢ for 115/145. 

Kerosine—T.T. prices apply to deliveries of 
400 gals. and over. For other deliveries: less 
than 40 gals., add lle. 200-399 gals., add 3c 
40-199 gals., add 6c; tank car/truck trailer, 
deduct 3.5c. 

Standard Diesel/Furnace Oil and Standard 
Stove Oil—T.T. prices are for deliveries of 400 
gals. or more. For other deliveries: 40-199 gals., 
add 1c; 200-399 gals., add 0.5c; less than 40 
gals., add 5c. 

*Standard No. 2 Burner Oil. 


Fire-Chief Gasoline 

Texas (Regular Grade) Kerosine 
Co. Dealer Gasoline Dealer 

= Taxes T.W 
Dallas, Tex.. 
Ft. Worth..... 
Wichita Falls. . 
Amarillo 
Tyler 
| 
San Angelo...... 


a 


AANANMAIa ISS ao + 


Dama eanwnananwse f 
VQAVIAIVIIWIWIAAIA 
te to to co coca co toca cotece § 


Notes: Dealer t.w. prices apply also to all 
classes of eonsumers with minimum delivery 
of 50 gals. 

Premium-grade gasoline t.w. prices 2.5¢ 
above regular. 
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im erial (Prices are per imperial gal.; te Taxes: Gasoline taxes are provincial taxes. 
np arrive at price per U. S. gal. Notes: ; 
Oil subtract 1/6th.) Premium-grade gasoline t.w. prices 3e above 
ro regular. 
(Esso Gasoline Furnace * Price is for premium grade. 
Regular) Oil No. 
Dealer Gasoline 2 fuel 
T.W Taxes i awe 


Po 


St. John’s, 

|, a 5. 17.0 
Halifax, N. S. ‘ 17.0 
St. John, N. B. 15.0 
Charl’town 


A443 


tronrn 
= me OF 


0 
0 


<3 


Humble Humble 


Toronto, Ont. 22.6 0 2 Gasoline Gaso- Kerosine 
Hamilton,Ont. 22.6 0 Oil _ Regular line Tank Re- 
Winnipeg, T.W. Retail Taxes Wagon tail 
PER ccecs am 0 Dallas, Tex... 1! x20.8 7.0 18.3 17.5 
Brandon, Ft. Worth.... 1 120.8 7.0 13.8 175 
flan. 5. 0 27 $ Houston..... 1 x20.7 7.0 13.38 17.6 
. 24 1 7.0 


rononn 


nh 
~_ 


0 24.5 San Antonfo.. 15.5 x21.0 13.3 17.6 
SS eer 6 0 Notes: y , f deal - 
Calgary, Alta. 21. 2 T.W. prices are to all classes of dealers a 
Edmonton consumers. ‘ ; ~ 
, Premium-grade gasoline t.w. price 2.5¢ 
Vancouver above regular. 
NS, 25.5 xEffective May 15. 


Saskatoon, 





A copy of this quick-reading, 8-page booklet is 
yours for the asking. It contains many facts on the 
benefits derived from your business paper and 
tips on how to read more profitably. Write for the 
“WHY and HOW booklet.’ 


McGraw-Hill Publishing Company, Room 2710, 330 West 
49nd S*#.. New York 346.N Y. 


The 1956 - 97 


National 


Petroleum FACTBOOK issue 


News 





was published in May 


All NPN subscribers will receive copies. 
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Atlantic 
Refining 
Phila., Pa. 
Reading. .. 
Allentown. . 
Harrisburg...... 
Wilkes Barre..... 
Williamsport. . 
Pittsburgh... . 
Altoona 


prices 


Greensburg... . 
Wilmington, Del. 
Hartford, Conn 
New Haven. 
Boston, Mass. 
Springfield. . 
Providence, R. I. 
Camden, N. J 
Newark. 


sede 


Rochester. . 

Syracuse 

Watertown 
Baltimore, Md..... 
Richmond, Va...... 
Charlotte, N. C. 
Jacksonville, Fla..... 


Philadelphia, Pa... .. 
Notes: 


ores 
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om 
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awe 
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Atlantic Gasoline 
Cons. Suggested 
{ 5.8 Taxes 


4 


popown: 
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‘uel Oils- 


Premium-grade gasoline t.w. prices 2.5¢ above regular, except Florida 2.25¢. 


Kerosine—Thru Pa. & Del. 


—Add 1¢ for deliveries of 100-299 gal., 


*Posted Price 


Effective dates: *April 28, 


, ad 


#May 1, 


d 1¢ per gal. for t.w. deliveries of less than 100 gal. at 
2¢ for less than 100 gal. 


*May5, {May 7, “May 10, ®May 11, xMay 12, 


mO. WCNIMOMHE: © 5 + Mw ~WD: 


one time. 


Kerosine 
& No. 1 
Fuel T.W. 


5 Fuel 
a | 


No. 6 Fuel 


tMay 16. 


7.38 


Camden 


(N.B. Prices are Continental's tank- 
wagon prices. Current selling price 
may vary from those shown because 
of local conditions.) 


Conoco Demand 
N-Tane (3rd Gaso- 
(regular) Grade) line 

Tank Wagon Taxes 
*16.1 
®18.7 
*16.8 
"16.9 
*16.9 


Cont’! 
Oil 


Kero- 
sine 


Denver, Colo.. 
Grand June 


Salt'Lake, U... aes 
Twin Falls, Ida. sates 
oem. N. M. 16.9 
x15.7 
x15.3 
x15.2 


Effective dates: "April 4, xMay 7. 


Muskogee, Okla..x16. 
— City. .x16 


a 3 SSAIIAIS: 
werSMeNwBnBoH~owODAM w 
00 00 00 © 00 60 08 =3 6 &© © © 00 00 00 00 OO 
ANNOMMNSSOOCOSSSOOSS 
WOWMANDNDWAMAIMNOR OO 


Taxes: 

Gasoline tax column includes 
taxes: Albuquerque & Roswell, 
Fe, le. Cheyenne, lc; Casper, Ic. 


city 
Santa 


these 
0.5c; 


Discounts: 

Salt Lake City and Twin Falls gasoline and 
kerosine prices apply for deliveries of less than 
200 gals. ; 200-399 gals., deduct 0.5c.; 400 gals 
and over, deduct Ic. 

Notes: 

T.W. prices are to consumers and dealers 

Premium-grade gasoline t.w. prices 2.5¢ 

above regular. 





Esso Gasoline 


Esso 

Standard Cons. 
T.W. 
Atlantic City, N. J.. 4 
Newark. 4 
Baltimore, Md... 4 
Cumberland 6 
Washington, D. C. 3 
Danville, Va 5 
Petersburg 5.0 
Norfolk. . 1 
Richmond 5 
Roanoke. 2 
Charleston, W. Va.. 3 
Fairmont : 9 
Parkersburg 3 
Wheeling ; eee ‘ 
Charlotte, N. C.... 5.0 


AWOCWNMNHONOHS 


(Regular Grade) 
Gasoline 
Dir. 

We 

9 
9 


o 


Hickory. . 

Mt. li ; 

Raleigh. . 

Salisbury. ie 
Cc harleston, EY cae 


z 
3 
= 


S; artanburg 
ew Orleans, La... . 
Baton Rouge.... 


Lake Charles. ... 
Shreveport 

New Iberia 
Knoxville, Tenn..... 
| | rs 
Chattanooga. . 
Nashville. Bias 
Little Rock, ‘Ark. 


MORO aaD 
on C 


&© 00 00 00 G0 00 00 00 60 G0 30 00 G0 > G 
cooocoosoosooesosescs 
oon 209 COND COI WOO Oma 


9 OV A909 DONT COI WO IOMOTAIED 


@SCwwwewevwevewevuwewvwvovrvove 
moocoococece|c]ecoceoco 


WDOROOmWONEA: >» > mi 








_VENTALARM 
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Saves from 


Laboratories 


/ 
15% 





to 30% on delivery 
costs. Assures safety and cleanliness, too! 
VENTALARM Signals are Underwriters 
Listed, 
Leading Fire and Safety Authorities. 

A full variety of models to satisfy every 
tank condition, new or old. 

FULL PATENT PROTECTION 


and approved by 














OHI: 


ee: Branch: SCULLY SIGNAL LTD., 286 King St. W., Toronto, Guterto 


174 Green Street, Melrose 76, Mass. 


SCULLY SIGNAL COMPANY 


NATIONAL 





FUEL OILS—T.W. 

No.1 No.2 No.4 No. 6 

Atlantic City, N. J. 14.5 14.1 
14.1 
-15 4.42 
.65 4.50 


$4.184 $3.236 
8.28 
3.38 


Baltimore, Md..... 
Washington, D. C.. 
Danville, Va....... 
Petersburg 

re 


ane 


Charleston, S.C... 
Columbia 
Spartanburg. 


SCH eCeHcawnar 


Taxes: Louisiana kerosine prices do not in- 

clude lc state tax. 

Notes: Kerosine No. 1—Atlantic City prices 

are for deliveries of 300 gals. or more; add Ic 

for 100-299 gals., 2c for less than 100 gals. 
Premium-grade gasoline t.w. prices 2.5c 

above regular 


Effective dates: xApril 28, "May 11. 


Gaso- 
line 
Taxes 

9.0 


Crown 
Net 
Dealer 


Kentucky 
Standard 


Covington, Ky 
Lexington 
Louisville 


Birmingham, Ala...... 

Mobile 

Montgomery 

BEIROR, GOs... 6c cee 

Augusta 

Macon. 

Savannah. . 

Jacksonville, Wis... 
iami 

Pensacola 

Tampa.. 


= mt 
AAAAWMNOROAAm OMA 


COVeeerenneKHowevvevese 


Sem eH ner wDRoNoNoe 
cooomaamesoscosoSe 


o 


Taxes: 


Gasoline tax column includes these city & 
county taxes: Mobile, 2c city; Birmingham, Ic 
county; Montgomery, le city & le county; 
Pensacola, 1c city. Other taxes not included in 
prices: Georgia, kerosine, 1c; Montgomery, 
kerosine, le; Mississippi, kerosine 0.5c. 
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CRUDE OIL Domestic—Prices in effect May 16, 1956, but subject to later correction: in $ per bbl. of 42 U. S. gal. at the well. 
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Prices are shown by states and by general 
areas in most states. 


GRAVITY SCHEDULES 


ARKANSAS—Sweet Crude 


Schedule A: Arkansas Fuel, Esso, Gulf, Mag- 
nolia. 


ARKANSAS—Sour & Other Grades 
Schedule M: Ark. Fuel, Esso, Ohio Oil 


COLORADO—Sweet Crude 


Schedule A: Continental, Phillips, Pure, Sin- 
clair, Texaco. 


COLORADO—Denver-Julesberg Basin 
Schedule D: Pure. Sinclair, Stanolind 


KANSAS—AIl fields 


Schedule A: Carter, Cities Service, Conti- 
nental, Gulf, Phillips, Pure, Shell, Sinclair, 
Stanolind, Texaco. 

2¢ below Schedule C: Sohio. 


LOUISIAN A—Central 
Catahoula Lake & Other Fields: 


Schedule N: Esso. 
Hamphill & Other Fields: 


Schedule O: Esso, Gulf, Stanolind. 
Olla & Other Fields: 


Schedule P: Ark. Fuel. Esso. 


LOUISIANA—Coastal 
Edgerly & Other Fields: 


Schedule F: Gulf. 
Eunice & Other Fields: 


‘“ Schedule E (24-29 gravity): Cities Service, 
Sun. 


LOUISIANA—East 


Delhi & Other Fields: 


Schedule N: Esso, Sun. 
Fairview & Other Fields: 


Schedule O: Esso. 


LOUISIAN A—North 

Athens-Petit & Other Fields: 
Schedule M: Esso, Gulf. 

Caddo, Homer & Other Fields: 


Schedule A: Ark. Fuel, Esso, Gulf, Magnolia 


LOUISIANA—South 


Schedule P: Cities Service, Continental, Esso, 
Gulf, Magnolia, Pure, Shell, Stanolind, Sun, 
Texaco. 


MISSISSIPPI—Eucutta & Other Fields 


Schedule Q: Esso, Gulf (schedule extends 
down to below 18). 
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MISSISSIPPI—Fayette & Other Fields 
Schedule O: Esso, Pure. 


MISSISSIPPI—Overton & Other Fields 
Schedule N: Esso. 


MONTAN A—Sweet Crude 


Schedule A: Carter, Phillips, Ohio Oil, Stan- 
olind, Texaco 


MONTAN A—Sour Crude 


Schedule R: Carter, Continental, Ohio Oil, 
Stanolind. 


NEBRASKA—Denver-Julesberg Basin 
Schedule D: Pure, Sinclair, Stanolind 


NEW MEXICO—Intermediate Crude 

Schedule D: Atlantic, Cities Service, Conti- 
nental, Gulf, Humble, Magnolia, Phillips, Pure, 
Shell, Sinclair, Stanolind, Texaco 


NEW MEXICO—Sour Crude 

Schedule C: Atlantic Cities Service, Conti- 
nental, Gulf, Humble, Magnolia, Shell, Sinclair, 
Stanolind, Texaco. 


NORTH DAKOTA—AII fields 
Schedule A: Stanolind, Pure 


OKLAHOMA—Sweet Crude 

Schedule A: Carter, Cities Service, Conti- 
nental, Gulf, Magnolia, Phillips, Pure, Shell 
Sinclair, Stanolind, Sun, Texaco. 


OKLAHOMA— Sour Crude 
Schedule AA: Carter, Cities Service, Maz 
nolia, Pure, Shell, Sinclair, Stanolind, Texaco 
(schedule extends down to below 15). 


TEXAS—East Texas Field 

$2.90 Flat Price: Ark. Fuel, Atlantic, Cities 
Service, Gulf, Humble, Magnolia, Ohio Oil, Pan 
American Phillips, Shell, Sinclair, Stanolind, 
Sun, Texaco. 


TEXAS—East Central 
Schedule B: Humble, Sinclair 


TEXAS—Gulf Coast 
Aldine & Other Field 

Schedule P: Pan American, Phillips, Stano- 
lind. 

Anahuac & Other Fields: 

Schedule F: Cities Service, Gulf, Humble, 
Magnolia, Pan American, Phillips, Pure, Re 
publie Shell, Sinclair, Sun, Texaco 
Arcola & Other Fields: 

Schedule J: Atlantic, Phillips, Pure, Sinclair, 
Texaco. : 

Goose Creek & Other Low Cold Test Fields: 

Schedule E (24-30 Gravity): Humble, Pan 
American, Stanolind, Sun, Texaco 
Hastings & Other Fields: 

Schedule E (24-40 Gravity): Atlantic, Gulf 
Humble, Pan American, Stanolind 


NEWS 


TEXAS—North, North Central 


Schedule A: Continental, Gulf, Magnolia, 
Sinclair, Stanolind, Texaco. 


TEX AS—Northeast 
(Asphalt Crudes) 
Cayuga & Other Fields: 
Schedule K: Pan American (schedule extends 


down to below 12). 
Taleo & Other Fields: 


Schedule L: Humble, Texaco (schedule ex- 
tends down to below 15). 


TEXAS—Panhandle 


Schedule A: Gulf, Humble, Magnolia, 
lips. Texaco. 


TEXAS—Southwest 
Bianconia & Other, Fields: 

Schedule I: Cities Service, Continental 
ble, Pure, Stanolind, Sun. 
Kelsey & Other Fields: 

Schedule H: Humble, Sun. 
Mirando & Other Crudes. 

Schedule G (24-29 Gravity): Humble, Mag- 
nolia, Sinclair, Sun, Texaco. 
Refugio & Other Crudes: 

Schedule G (20-40 Gravity): Atlantic, Cities 
Service, Humble, Phillips, Republic, Sinclair, 
Sun. 


TEXAS West Central 


Schedule A: Humble, Magnolia, Stanolind, 
Texaco. 


TEXAS—West Texas Sweet 


Schedule A: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Phillips, Pure, Shell, Sin- 
clair, Stanolind, Texaco. 


TEXAS—West Texas Intermediate 


Schedule D: Atlantic, Cities Service, Gulf, 
Humble, Magnolia, Phillips, Pure, Shell, Sin- 
clair, Stanolind, Texaco. 


TEXAS—West Texas Sour 

Schedule C: Atlantic, Cities Service, Gulf. 
Humble, Magnolia, Ohio Oil, Phillips, Pure, 
Shell, Sinciair, Stanolind, Texaco 


WYOMING—Sweet Crude 

Schedule A: Carter, Continental, Ohio Oil! 
Pure, Sinclair, Stanolind. 
WYOMING—Sour Crude 


Schedule R: Carter, Continental, Ohio Oil, 
Pure, Sinclair, Stanolind (schedule extends 
down to 15-15.9). 


FLAT PRICES 


ARKANSAS 
Smackover (Ark. Fuel, Gulf) 





ILLINUIS 

Ill. Basin (Carter, Texaco, Ohio Oil, Shell, 
Magnolia, Pure, Ashland, Gulf, Sohio) 

Ill. (Sohio) 

Dudley field (Sohio) 

Plymouth (Ohio Oil) 


INDIANA 
Ind. (Sohio) 


KENTUCKY 

8utler Co. area (OQwensboro-Ashland 
Owensboro area (Ashland) 

Ragland Grade (Ashland) . 

Somerset Grade (Ashland) ‘ 
Western Ky., all fields & pools (Sohio) 


LOUISIANA 


tayou Pigeon (Republic) 
Bear (Continental) 
Bivens (Atlantic) 


Haynesville-Smackover Lime: 
Condensate (Ark. Fuel, Gulf) 
Crude (Ark. Fuel, Gulf) 


Neale (Atlantic) 
North Louisiana Condensate: 
Cotton Valley (Esso) 
Gloyd (Esso) 
South Louisiana Condensate (Esso) 
Sweet Lake (Pure) 
Urania (Ark. Fuel) 
Ville Platte (Continental) 


3.00 
3.00 
2.69 
2.67 


3.00 
3.00 
2.47 
2.87 
3.00 





MICHIGAN 


Only lowest and highest postings of each com- 


pany are shown below. 
Bay Pipe Line: 
Elmwood - 
Lake George, Stony Lake 
Leonard Pipe Line: 
Clare City 
Fork & other fields 
Pure: 
Adams & Deep River 
Coldwater 
Simrall: 
Grant : 
Barryton-Sun Denslow . 
Sohio: 
Coldwater 


MISSISSIPPI 
Baxterville: 
Condensate (Gulf) 
Crude (Gulf) .. 
Central Miss. Condensate: 
Fayette (Esso) 
Gwinville (Esso) 


MISSOURI 
St. Charles (Sohio) 


MONTANA 
Darling (Carter) 


OHIO 

Cleveland & other fields Pevened 
Corning (Ashland) 

Corning (Seep) .. 

Lima (S.O. Ohio) 





PENNSYLVANIA—Penn. Grade 
Allegany, N. Y. (Sinclair) 
Bradford, Pa. (Seep) 

Eureka, W. Va. (Seep) 

Middle (Seep) 

Southwest Penna. 
Zanesville, Ohio (Ashland) 


Penna. 
(Seep) 


TEXAS 


Benedum Condensate (Shell) 
Cayuga Condensate (Pan American) 
Chapel Hill: 

Condensate (Sinclair) . 

Crude (Sinclair) 
Clay Creek (Sun) 
Conroe (Humble, Sun, Texaco) 
Darst Creek (Humble, Magnolia) 
Quitman-Paluxy (Pan American) 
Tomball (Humble, Magnolia, Stanolind) 
Van (Humble, Pure) 
Willamar (Pan American) 


WYOMING 
Big Sand Draw Condensate (Sinclair) 
Byron (Ohio Oil, Stanolind) Y 
Garland (Ohio Oil, Stanolind) .... 
Hidden Dome (Ohio Oil) 


Oregon Basin —— Oil, 


» meee, 
Texaco) ae 





CALIFORNIA 


S. O. California prices. Following prices effective Feb. 7, 1956; prices shown in April and May issues of NPN were incorrect. All gravities above those 
quoted take highest price offered for field specified. 
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is now available in the latest edition of 
Platt’s Oil Price Handbook. 


New Price Handbook Out 


Complete information on 1955 oil prices Individual copies sell for $20 and may 
be ordered from National Petroleum 


News’ Reader Service Department. 
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Venezuelan Crude Prices 


Prices per bbl. for cargo-lot quantities, FOB 
vessels at ports shown; effective at time vessel 
tenders for loading; subject to change without 
notice, and to availability and other terms stated 
below; 2¢ per bbl. differential per degree of gravity 
applies for gravities below pied gee those shown, 
except as noted. Prices for crude oil sold at points 
other than those indicated subject to variation 
from prices shown below to reflect any change in 
transportation and terminalling requirements. 


Colon Development Co. Ltd. 
FOB Cardon 


. Gravity 
Crude API Price (Bbl.) 
West Tarra......... 40.0-40.9 $3.05 
La Cruces/ 
Los Manueles..... 80.0-30.4 2.50* 
Compania Shell de Venezuela 
FOB Puerto La Cruz 
San Joaquin......... 41.0-41.9 3.04 
J a eee 82.0-32.4 2.67* 
FOB Cardon 
| Se eee 83 .5-33.9 2.708 
EMEGMOD s 65:506 cee s 31.0-31.4 2.55* 
MMI 66 cin ci ect cinders 29 .5-29.9 2.40* 
| Ce 22.0-22.4 2.15* 
Lagunillas........... approx. 15 2.05** 
Bolivar Dist. Heavy..12.5-12.9 1.70° 
Creole Petroleum Corp. 

FOB Las Piedras or Amuay 
Bachaquero......... 16.5-16.9 1,90°% 
Lagunillas Heavy... .Flat 2.05% 

FOB Amuay 
ERO 6 cy ara ge 24.5-24.9 2.25%% 
Tia Juana Medium. ..26.5-26.9 2.30* 
Tia Juana 102 L. P...25.0-25.4 2.52* 
Tia Juana Light..... 31.0-31.9 2.55 
FOB San Lorenzet{ 
Motatan...........0. 21.0-21.4 1.90* 
FOB La Salina 
Tia Juana Heavy... .18.5-18.9 2.08° 
FOB Tucupido 
Cumarebo........... 48 .0-48.9 3.40 
FOB Palmarejo} 
basnnawen spawn 29 .5-29.9 $ 2.287 





CRUDE OIL Foreign—Prices in effect May 16, 1956, but subject to later correction; in $ per bbl. of 42 U.S. gal., except as noted, 





Gravity 
Crude API Price (Bbl.) 
FOB Puerto La Cruz 
San Joaquin..... ...41.0-41.9 3.04 
CUR ars soo vaes 35 .0-35.9 2.80 
ee 31.0-31.9 2.55 
RN ined ace 0 ans 24.5-24.9 2.25° 
FOB Caripito 
MN ii cione aie nals 36 .0-36. 2.82tt 
ie oa-ei5a%4 aecemie 32.0-32.9 2.74 
Quiriquire........... 16.5-16.9 2.21* 
FOB Boca de Uracoat 
Temblador.......... 20.5-20.9 2.05* 
B Capure (Pedernales) t 
POGMGNIGR, ...006.060.0: 21.0-21.4 1.84* 
Mene Grande Oil Co. 
e FOB Puerto La Cruz 
Santa Rosa Stabilized 
Condensate....... Flat 3.10 
yk ee 41.0-41.9 3.04x 
Cine s adctacaced 36 .0-36.4 2.848 
WN. cae snes anens 30.0-30.4 2.57* 
RN iacouaecnaaews 24.0-24.4 2.27* 
NON Ss isiaawas' ances 18.0-18.4 1.95¢ 
‘OB Caripito 
yy. eee 20.5-20. 2.30* 
FOB Las Piedras 
Bachaquero......... 14.5-14.9 1.76° 
; 16.5-16.9 1.80° 
ore Flat 2.05 
Cabimas.. . .20.0-20.4 2.05* 
BOG cctsakaucasee 29 .5-29.9 2.40* 
Richmond Exploration Co. 
FOB Bajo Grande 
NR wriaceddbineess 10 flat 1.52 
FOB Punto Fijo 
reer ree: 10 flat 1.55 
e Sinclair Oil & Refining Co. 
FOB Puerto La Cruz 
Santa Barbara...... 32.0-32.9 2.74 
Guere (Crude Wax- 
oo er: 41.0-41.9 3.04 
Socony-Mobil Oil Co. de Venezuela 
FOB Puerto La Cruz 
San Joaquin......... 42.0-42.9 3.06 
Pi I ee 34.0-34.9 2.76 


Texas Petroleum Co. 
FOB Las Piedras 


PMR. cgos'es tina's 29 .5-29.9 2.40* 





Gravity 
Crude API Price (BbI. 
FOB Puerto La Cruz 
BR ivckcscusaune 32.0-32.4 2.67* 
pe Sree» 41.0-41.9 3.04 
FOB Tucupitat 
i Pe ee 16.5-16.9 $1.70° 


Differential per 44 deg. grav.: ®2¢ bbl. *2.5¢ bbl. 
*3¢ bbl. *3.5¢ bbl. xDifferential applies for each 
full 1 deg. grav. above 41.0 and for each full 4 
deg. grav. below 41.4. tShallow draft only. **Flat. 

#Also available at La Salina at 3¢ bbl. less. 

ttAlso available FOB Puerto La Cruz. 


Canadian Crude Prices 
Postings of Imperial Oil Ltd. Prices are in Cana- 
dian dollars per bbl. of 35 Imp. gal. 


Alberta . 
Acheson/Stony Plain D-2, D-3, L.C........$2.54 
BORE Ei Biin oc ctcddinereccccscccnduaue 52 


Duhamel D-2, D-3..........02 cece eeeeees 
Meester TAB... cccccnssescctvescaccsces 
Fairydell D-2, D-3..... 
Fenn-Big Valley D-2, D-3..... 
Golden Spike D-&, D-B.....-ccccscccccses 






WDD DOPOD NON por nnds 
a ‘ y a 
on 


Joarcam-North Viking............-.++++++ 46 
Joarcam-South Viking. ........cccsscccece { 
RG Wind wn ccacvescrccesdexcaceenee 45 
Leduc-Woodbend D-2, D-3............-46:. 60 
& & ae reer oe 3 59 
DN EPs cadeccudcecedecendcandeaceqe 49 
New Nawal TPG... cccecccccsctecauccene 59 
Now Maree TPGi oc cccccncccccccicccsssse @ 32 
Peavey Viking WaCu.ccccccccccccccccccece 1.79 
Pommbbine COGN. ccc cccccccsccccccccens 2.52 
pS OS SPT rrr rere ree re 2.49 
Sturgeon Lake D-B.....ccccccccccccccsece 2.49 
Manitoba 

Daly area-Mississippian................+-+ 2.34 
East Cromer (Daly}-Mississippian......... 2.20 
Virden area-Mississippian................- 2.34 
Woodnorth-Mississippian................. 2.25 
Ontario 

Oil Springs Receiving Station.............. 3.00 
Gagne Ber 6. We OF ©. Gcccccccccccccvescsce 3.30 
12th Line Receiving Station............... 3.20 
Saskatchewan 

Pe ince cccccccccccctcceccssaces 2.38 
Den VUE 6 a. cc nccecccccveeseeseseuss 2.26 


Turner Valley (Alta) Crude: Prices FOB pro- 
ducers tankage, begin with§33-33.9 grav. at 
$2,665 with 2¢ differential per deg. of grav. to 
64 & over at $3.285. 








Middle East Crude Prices 


Prices are per bbl. of 42 U. S. gals., exclusive of 
local port or other governmental charges, sales 
taxes, etc., if any; FOB loading port indicated, for 
gravities shown; 2¢ per bbl. differential per degree 
of gravity applies for below and above those shown. 


Persian Gulf 

Crude Gravity Price 
Arabian (ex Rastanura) 

Esso Export, Mobil Overseas. ..36-36.9 $1.97 

M. E. Crude Sales............ 34-34.9 1.93 


Basrah, Iraq (ex Fao, Iraq) 
BP Trading, CFP, Mobil Over- 


i 6 iistcvneencansaanecrs 36-36.9 1.87 
SE NO 6. de diedccens Geran eaen 35-35 .9 1.85 
WS MOONS oo ok casccceuscaet $2-32.9 1.79 

Iranian (ex Bandar Mashur)..... $4-34.9 1.91 


BP Trading, Esso Export, Shell Pet., CFP 
(Iranian Branch), Iran Calif., Gulf Int’l, Mobil 
Overseas, Texaco (Iran), Am. Independent, Iran 
Atlantic, Richfield Iran, Signal Int'l, Sohio- 








Crude Gravity Price 


Iran, Tide Water-Iran, Hancock Int’l, Pac. 
Western-Iran, San Jacinto Eastern, Am 
Independent, N.I.0.C. 


Iranian Light (ex Abadan)....... 34-34.9 1.86 
BP Trading, Esso Export, CFP (Iranian 
Branch), Shell Pet., Gulf Int’l, Iran Calif., 
Mobil Overseas, Texaco (Iran), Iran Atlantic, 
Richfield Iran, Sohio-Iran, Tide Water-Iran, 
Hancock Int'l, Pac. Western-Iran, San Jacinto 
Eastern, Signal Int’l, Am. Independent. 


Iranian Heavy (ex Abadan)...... $1-31.9 1.67 
BP Trading, CFP (Iranian Branch), Shell Pet., 
Iran Calif., Mobil Overseas, Tide Water-Iran, 
Pac. Western-Iran, Texaco (Iran), Iran Atlantic, 
Sohio-Iran, Signal Int’l, Am. Independent, 
Richfield Iran. 


Kuwait (ex Mina-al-Ahmadi)..... 81-831.9 1.72 
BP Trading, Gulf Explor., Mobil Overseas. 


Quatar (ex Said) 
P Trading, CFP, Shell Pet....40-40.9 2.08 
Mobil Overseas.............. 3 
See 86-36.9 2.00 





Eastern Mediterranean 


Crude Gravity Price 


Arabian (ex Sidon, Lebanon) 
Esso Export, Mobil Overseas. ..36-36.9 2.46 
M. E. Crude Sales...........-. 34-34.9 2.42 


Iraq (ex Tripoli, Lebanon /Banias, 
SOPs i mre 


Syria) 6. 
BP Trading, CFP, Esso Export, Mobil Overseas, 
Shell Pet. 


Far East Crude Prices 


Prices are in U. S. dollars r bbl. of 42 
U. S. gals., ex local port or other government 
charges, for crude within — range stated, 
loaded in full cargo lots, FOB port indicated. 


CEs a veh cuvtisudionncease tee eed Seria Light 
CR nas cuccxscecws Sarawak Oilfields Ltd. 
Ce , errr rrr rT eT rrr re 37-38 

Mcccacvencdcecbeescquesudaernusuans 60 
Peaktddvedaeecnedunknawedien Lutong, Sarawak 














“Those last gallonage figures were unusual indeed, Quigg, but the company wishes me 
to remind you that it has a somewhat greater interest in your gasoline sales.” 
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NPN Gasoline Index 


Dealer T.W. Tank Car 
(cents per gal.) 
May 15 16.37 12.84 
Month Ago 16.29 12.58 
Year Ago 16.28 12.24 





Dealer index is an average of dealer 
tank wagon prices ex tax in 50 cities. 

Tank car index is weighted average of 
following wholesale markets for regular- 
grade gasoline, FOB refineries or ter- 
minals: Oklahoma, Chicago District, 
Minneapolis-St. Paul, Western Pennsyl- 
vania, California, Philadelphia, Jackson- 
ville, Boston and Gulf Coast. 





















STATISTICS 


Gasoline Consumption by States, February 1956* 


(American Petroleum Institute figures) 
Tax Rate Month of - -—s ——2 Months Ending With 
February Jan. 1956 Feb. 1956 Feb. 1955 Feb. 1956 Feb, 1955 
vallons pallons Gallons Gallons Gallons 

Alabama 7 7,904,000 35,729 .000 3, 336 , 000 33,633,000 127,889 ,000 
\rizona... . 5 30,828,000 29 463,000 26,475,000 30,291,000 54,672,000 
\rkansas ; 272,000 37,520,000 37,594,000 792,000 72,462,000 
California : } 379 567,000 394 070.000 109 , 897,000 3,637,000 827,111,000 

Colorado } 3. 000 . 838,000 36,757,000 5,168 ,000 77,952,000 
Connecticut } 50,258,000 9 498,000 >, 531,000 99 756,000 96,081,000 
Delaware 360.000 , 826,000 9 277,000 21,686,000 19,151,000 
District of Columbia } .513,000 }, 802,000 15,183,000 32,815,000 31,841,000 
Florida i 28 | 000 33,049 000 115,898,000 261,990,000 230,749,000 
Georgia. ... ; 2 >, 000 89,172,000 81,573,000 578,000 165,134,000 
Idaho. . ; 5,232,000 ,544,000 13,237,000 29,776,000 26,758,000 
Illinois. . . ) 204,975,000 .592,000 185,945,000 99 , 567,000 382,581,000 
Indiana 24, , 900 3,768,000 109 212,000 37,984,000 220,279,000 
lowa 73. ,000 19 931,000 64,982,000 42 ,998 ,000 133 , 400,000 
Kansas 4 70,817,000 3,744,000 71,024,000 44,561,000 142 ,692 ,000 
Kentucky . : 7 f 000 56,537,000 52,092,000 680 ,000 108,274,000 
Louisiana : 7 16 452,000 55,473 000 61,026,000 31,925,000 120,177,000 
Maine es 7 é 000 .521.000 17,751,000 39 , 203,000 37,417,000 
Maryland. . , 58, , 000 , 183,000 51,319,000 , 873,000 106 ,833 ,000 
Massachusetts... ... 5 91.! ,000 , 327,000 82,816,000 81,862,000 170,078 ,000 
Michigan...... 6, , 000 8,616,000 166 , 206 ,000 364,850,000 339 ,375 ,000 
Minnesota... 75. 000 3,858 ,000 65,879,000 9 327,000 137,107,000 
Mississippi... . 7 i ,000 52,670,000 40,076,000 2,320,000 82,975,000 
Missouri... . 3 E ,000 , 834,000 103,069 ,000 868 ,000 211,521,000 
Montana. 7 439.000 , 310,000 13,721,000 33,749,000 30,159,000 
Nebraska... P y 36,774,000 35.048 ,000 82,230,000 , 822,000 67,407,000 
Nevada ; ; 5, 341,000 ,623 ,000 8,187,000 5, 964,000 16,415,000 
New Hampshire... . ; 836,000 2.012.000 10,984,000 3,848,000 22 640,000 
New Jersey a : 37.5 000 35,274,000 112,736,000 521,000 241,362,000 
New Mexico ae 27 354.000 25, 000 24,635,000 53,062,000 49 909 000 
New York aed 269,104,000 $ ,613 000 234,653,000 528,717,000 484 134,000 
North Carolina f 7,433,000 586,000 88,410,000 191,019,000 183 ,455 , 000 
North Dakota ,533 ,000 2,826,000 13,847,000 27,359,000 26 ,679 ,000 
Ohio : 5) 242 394,000 220 , 287,000 185,491,000 462,681,000 398 , 180,000 
Oklahoma 8,014,000 160,000 64,143,000 136,174,000 130,971,000 
Oregon } , 364,000 2,057,000 41,169,000 86,421,000 82,877,000 
Pennsylvania ; > 214,426,000 , 229 000 191,776,000 422,655,000 393 044 000 
Rhode Island. ... >, 821,000 7,318,000 16,375,000 34,139,000 34,317,000 
South Carolina 7 51,019,000 , 349,000 45,230,000 100,368 ,000 91,699 ,000 
South Dakota ; ) 105,000 721.000 17,879 ,000 38,126,000 37 436 ,000 
Tennessee. . : Ys 141,000 , 361,000 65,488 ,000 150,502,000 135 ,299 ,000 
Texas..... 5 333,443,000 315,354,000 340,656,000 648 , 797,000 697,872,000 
Utah. was an 20,441,000 9,773,000 18,729,000 40,214,000 38,459,000 
Vermont... a 5 095.000 7,811,000 7,531,000 15,906,000 15,182,000 
Virginia 89,937,000 141.000 79,652,000 179 ,378 ,000 160.691 .000 
Washington......... 3! 55,506,000 055,000 57,642,000 126 561,000 115,319,000 
West Virginia , 36 992,000 31,256,000 26 554,000 68 ,248 .000 61,415,000 
Wisconsin se 2,247,000 78.363 000 75,836,000 160,610,000 152,580,000 
Wyoming saat 5 . 239 ,000 452.000 8,344,000 19,691,000 18,297 ,000 


Total 48 States and D. of C : : 74,620,000 3, , 052,000 3,712,053 ,000 8,019 ,672,000 7,608 317,000 
Daily Average. ....<..6s.. ‘ 139 ,000 , 036,000 132,573,000 133 ,661 ,000 128 955,000 
Change from previous year: 
Total change ; a veo ; ‘Ss +232 999,000 . +411,355,000 
Percentage change in Daily Average. . ; ‘ +2.61% +3 .65% 
(These are State tax rates per gallon. In addition there is the Federal Tax of Two cents (2¢) per gallon, 
*Consumption figures for California subsequently to December 1, 1955 are not tirely comparable with previous periods due to exclusion of Jet Fuel, the 
quantities of which are not available currently nor prior to December 1, 1955 





° ° ce Birmingham, Ala. 16.40 i-19.90 10.00* i-29.90 
Gasoline Prices for 50 U. S. Cities Vicksburg, Miss. 16.00 23.40 9.00 32.40 
Memphis, Tenn. 15.30 20.90 9.00 29.90 

Averages of prices for regular-grade gasoline on May 1 as reported Lexington, Ky. d-14.00 d-18.90 9.00 d-27.90 
by The Texas Co. to American Petroleum Institute. Figures in ¢ per Youngstown, Ohio 16.30 20.90 7.00 27.90 
gal.; (i) and (d) indicate increase or decrease as compared with South Bend. Ind. 17.70 22.90 6.00 28.90 
April 1. Chicago, Il. 16.80 22.74 7.00 29.74 


" i : i Detroit, Mich. . 17.30 23.27 8.00 S127 
Posted Service Tax Service Milwaukee, Wisc. 17.30 22.90 8.00 30.90 


Dir. T.W. Station (incl. 2¢ Station lwin Cities, Minn. 13.40 17.90 7.00 24.90 

(ex tax) (ex tax) federal) (incl. tax) Fargo, N. D. 16.10 41.70 8.00 39.70) 

sate : aoa ? 2 Huron, S. D. 17.20 22.60 7.00 29.60 
Average U. S. d-16.41 i-21.48 7.80 j-29.28 Omaha, Neb. 15.80 20.90 8.00 28.90 
Portland, Me. 15.90 d-17.90 9.00 -26.90 Des Moines, la. 16.00 21.90 8.00 29.90 
Manchester, N. H. 16.40 20.90 7.00 27.90 St. Louis, Mo. 16,40 21.90 6.00* 27.90 
Burlington, Vt 17.10 73.30 750) 30.80 Wichita, Kan. 14.90 19.90 7.00 26.90 
Boston, Mass. 15.80  d-17.90 7.00 -24.90 Pulsa, Okla. 15.70 21.40 8.50 29.90 
Providence, R. I. 15.80 d-14.90 6.00 20.90 Little Rock, Ark. 15.30 20.40 8.50 28.90 
Hartford, Conn. 15.80 d-15.90 8.00 -23.90 New Orleans, La. 15.00 20.50 9.00 29.50 
Buffalo, N. Y. 16.50 23.30 6.00 29.30 Houston, Tex. — 15.20 20.50 7.00 27.50 
New York, N. Y. 16.00 23.90 6.00 79.90 Albuquerque, N. M. 17.90 24.00 8.50** 32.50 
Newark, N. J. i-14.90 16.90 6.00 22.90 Denver, Colo. i-17.00 i-19.90 8.00 i-27.90 
Philadelphia, Pa. 14.50 17.96 8.00 25.90 Casper, Wyo. d-17.90 i-25.50 8.00* — i-33.50 
Dover, Del. 15.90 21.90 7.00 28.90 Butte, Mont. i-20.10 24.00 9.00 33.00 
Baltimore, Md. 15.40 — d-20.90 8.00 28.90) Boise, Ida. 19.20 d-25.20 8.00 — d-33.20 
Washington, D. C. 15.90 21.50 8.00 29.50 Salt Lake City, Utah 17.70 23.90 7.00 30.90 
Charleston, W. Va. 16.30 d-18.90 8.00 26.90 Bene, Nev. 19.30 25.50 8.00 33.50 
Norfolk, Va. 15.10 20.90 8.00 28.90 Phoenix, Ariz. 18.10 23.90 7.00 30.90 
Charlotte, N. C. 16.00 21.90 9.00 30.90 San Francisco, Calif. 16.90 22.70 8.00 30.70 
Charleston, S. C. 15.10 21.50 9.00 30.50 Portland, Ore. 17.40 23.50 8.00 31.50 
Atlanta, Ga. 16.60 22.80 8.50 31.30 Spokane, Wash. 19.70 26.20 8.50 34.70 


2 


Jacksonville, Fla. 16.10 i-21.10 9.00 -30.10 (*) Includes 1¢ city tax. (**) Includes 0.5¢ city tax. 
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and NPN sells TBA 


With every tick of the clock, motorists buy ap- 
proximately $95.00 worth of tires, batteries and 
accessories from the oil industry. That amounts 
to $5700 a minute, $8,208,000 a day, three 
billion dollars worth a year! 


As each second ticks, another tire is sold. 
Every two seconds, it’s a new battery. Since you 
started to read this ad, 200 motorists have 
bought other accessories, too, at their neighbor- 
hood service stations. 


Can you hear those cash registers chiming a 
chorus of sales? Whose tires, whose batteries, 
whose accessories are being sold—YOURS? 
Are you getting your share of this oil company 
TBA* business? Know how to get it? Where to 
start? Whom to see? 


*TBA is the oil industry's designation for tires, batteries and accessories. 


There is a particularly effective method of 
soliciting this business; an inside track to the oil 
jobbers and major oil company marketing men 
who decide what TBA items shall be sold. It’s 
advertising in National Petroleum News. 


National Petroleum News reaches market- 
ing management men in oil jobber organizations 
and major oil companies—the men who direct 
the packaging, storage, transportation and sales 
of petroleum products, PLUS the purchase and 
resale of tires, batteries and accessories. 


If you want TBA business, the first logical 
step is an advertising campaign in National 


Petroleum News. 





Available free: Reprint of the TBA Directory and Buyers’ 
Guide in the 1955 NPN Factbook — 40 pages. 











” 
N at I 0 n al THE McGRAW-HILL MAGAZINE OF OIL MARKETING 
@ Established 1909 * Published monthly 
[det roleum (i All-paid audited circulation 
ews 
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NPN Factbook published as a 13th issue in May 


330 West 42nd Street, New York 36, N.Y. LOngacre 4-3000 





2 ABOUT OIL PEOPLE 


Tom Cook: It’s fun, but it’s work, too 


He Beats the Bushes for Amlico 


A YOUNG ENGINEER Sat in the lobby 
of San Antonio’s Plaza Hotel and 
watched a bunch of oil company 
salesmen. Like him, they were in 
town for the Western Petroleum Re- 
finers Assn. annual meeting. To the 
young man, all the salesmen seemed 
to be happy, carefree and loaded with 
money. Better still, he mused, they 
didn’t have to sit through all the con- 
vention’s long technical sessions. 

That was when Thomas E. Cook 
began to wonder if he hadn’t hitched 
his rope to the wrong end of the oil 
industry. 

Today, years later, Cook is where 
he decided he wanted to be back 
there in San Antonio. As head of the 
light oils sales staff of American 
Liberty Oil Co., he’s the man behind 
Amlico, “the fastest growing brand 
of gasoline in the Southwest” (see 
p. 100). And while he won’t boast 
that he has loads of money he does 
say he has only one regret about 
getting into oil marketing: “If I had it 
to do over again, ’'d make my move 
a lot quicker.” 

Staying Happy—An East Texan 
who started out in life to be anything 
but the light oils sales manager for 
an independent refiner, well-groomed, 
easy-going Tom Cook keeps his field 
sales staff of 10—and the jobbers 
selling Amlico—happy and confident 
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of the future by being that way him- 
self. 

In the past two years it hasn’t al- 
ways been easy to glow with confi- 
dence, even for Cook, a guy with an 
infectious grin. When he and _ his 
company started out to establish the 
Amlico brand in 1954, they figured 
they’d run up against a lot of obsta- 
cles. They did; but through it all, 
Cook remained sure of himself and 
his ultimate goal, and so did his sales 
staff and company. 

Born in Harrison County in East 
Texas 42 years ago, Cook later grew 
up in Shreveport, La., where his dad 
had moved the Cook family when 
he decided to get into the automo- 
bile sales business. After elementary 
and high school, Cook entered Cen- 
tenary College at Shreveport. 

“Since dad was an automobile 
salesman, I guess I come by my pres- 
ent profession naturally,” Cook says. 
“But when I was going to Centenary, 
studying chemical engineering, I 
certainly had no idea I would one 
day be selling gasoline to oil job- 
bers.” 

Slow Motion—He graduated from 
Centenary in 1933 as a chemical en- 
gineer, went to work in the labora- 
tory of a local oil company in Shreve- 
port. This worked out fine until 1938, 
when the company had what it called 


a “temporary shutdown.” It lasted 
exactly a year. 

But Cook was still around in Jan- 
uary, 1939, when the company re- 
opened. “They cranked her up and 
back to the lab I went. In February, 
they announced they were going to 
have another ‘temporary shutdown.’ 
That’s when I pulled up stakes,” he 
recalls. 

He migrated to Mt. Pleasant, Tex., 
where he signed on with the Talco 
Asphalt & Refining Co., a company 
that was later purchased by Ameri- 
can Liberty. He started as assistant 
chemist at Talco, moved up through 
various departments until the start 
of World War II. 

It was during the war that Cook 
got his first contact with the purchas- 
ing and sales departments—they 
needed someone with a_ technical 
background. After the war, he _ be- 
came assistant sales manager, and 
in 1952, he was put in charge of 
light oils sales. In that job he heads 
all sales except asphalt, which comes 
under a_ different department in 
American Liberty’s organizational 
set-up. 

American Liberty’s sales dwindled 
during the years just prior to 1954, 
as major oil companies, which had 
been their biggest buyers, began to 
supply their own needs. Cook be- 
came one of the men promoting the 
idea of the company selling gasoline 
under its own brand. The decision to 
do so was made in 1954, and Cook 
has been beating the bushes in the 
company’s southwestern marketing 
territory ever since. 

A Lot to Learn—‘I didn’t know 
much about jobbers when we started 
out, and neither did any of our other 
people,” Cook admits. “We knew 
there were such businessmen. And 
we had sold to a few unbranded ones. 
But we really didn’t know much about 
them.” 

“We soon found out there is one 
thing you learn about the average 
jobber before anything else. You find 
he’s sharp. He knows his business. 
And he wakes up facing a brand new 
problem to go with all his old ones 
every single morning of the year. 

“We thought as an independent re- 
finer selling to major companies, 
brokers, and the like, that we knew 
oil marketing. How sadly wrong we 
were. For one thing, we knew next 
to nothing about merchandising at 
the retail level, and very little more 
about service. But we learned. We 
brought in some major-company 
men who specialized in various 
wholesale and retail operations, and 

(Continued on p. 218) 
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NEW AROLUBE LINE 


Wie NEW 
Al-207 PUMP 


Beautiful new ARO- 
LUBE Reels save 
space... speed 
service. 


The new AL-207 Pump .. . perfected after three 
years of research and development! Not one fail- 
ure in 12,260 grease jobs during tests ranging from 
Arizona to northern Canada. Uses less air and 
fewer strokes to pump more lubricant! As for 
performance, the new AROLUBE line of 
cabinet models and new lube reels is a world- 
beater! ARO-engineered and built for extra 
years of usage, big savings in time and 
operating costs. See your Automotive / 
Wholesaler now for all the facts! | 
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WARRANTED FOR 3 YEARS 
OR 10,000 LUBE JOBS! 

ARO warrants the AL-207 Air Motor to be 
free from defects in workmanship and materials 
for 10,000 lube jobs or 3 years, whichever 
occurs first, from date of purchase! 


AROLUBE Cabinet 
Models build lube 
profits with spar- 
kling performance! 


THE ARO EQUIPMENT CORPORATION 
BRYAN AND CLEVELAND, OHIO 
Aro of California, Los Angeles 7, California 
@ Aro Equipment of Canada, Ltd., Toronto 15, Ontario 
Offices in All Principal Cities 


LUBE EQUIPMENT 


Also... AIR TOOLS... AIRCRAFT PRODUCTS 
. » » GREASE FITTINGS 
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OIOUUNS GETS A Mi 


with every Reo Big” 


Reports Mr. James P. Gibbons, Jr. 
President, The James Gibbons Company, 
Relay, Maryland— 


‘“‘Last March we purchased a model 

A-703 Reo V-8 tractor. We are aver- 

aging one mile per gallon better with 

our A-703 than our entire fleet of 34 

similar units of other makes. It is 
the easiest shifting and easiest handling tractor in our 
fleet and it out-pulls, out-performs all others. 


““Because of the extra power, economy and maneu- 
verability obtained from our first Reo tractor we have 
since then purchased three more V-8 Reo tractors.” 


Reo model A-703s, rated at 78,000 pounds, are only 
96” from front-of-bumper to back-of-cab and are powered 
by Reo’s own advance design Gold Comet V-8 engines. 
These modern short-stroke, wet-sleeve “‘Big Vs’ develop 
220 h.p.—a startling 1» h.p. per cu. in. displacement 
up to 35°) more efficient than the industry average. 
Actually, pound for pound, Reo “Big Vs” are the most 
powerful truck engines on the road anywhere. 


Like James P. Gibbons, Jr., you will find that no 
truck will perform on your job like a Reo because no 
truck is built and “‘payload engineered”’ to your total 
requirements like a Reo. Only Reo is powered by the 
“Big V’’, either 195 or 220 h.p.. gas or LPG—and 
backed by a 100,000 mile or 1 year warranty. 


See your Reo Branch or Distridutor for details on 
Reos from 16,000 lbs. GVW to 78,000 GCW with short- 
stroke, wet-sleeve Gold Comets from the 100 h.p. Six 
to the 220 h.p. V-8. Also available with the Cummins 
175 h.p. Turbodiesel. 


The four new Reo A-703 “Big Vs’’— the perform- 
ance champions of the James Gibbons Company 
fleet—-help the oldest ‘‘Asphalt Application’’ 
Company in Maryland to continue providing the 
state with one of the finest road-nets in the nation. 


REO MOTORS, INC. 


LANSING 20, MICHIGAN #® TORONTO, ONTARIO 


SUBSIDIARY OF BOHN ALUMINUM AND BRASS CORPORATION 
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—=Jq about oil people 


(Continued from p. 214) 


that helped us considerably.” 

Planning the promotion of the Am- 
lico flag, lining up jobbers to carry 
out the company’s program, and then 
helping the jobbers with their prob- 
lems has kept Cook on the go for 
all of the two years now. “But things 
are beginning to settle down slightly. 
I’m only on the road 25% of the 
time now,” he says. 

Domestic Side—Out in Dallas’ 
Preston Hollow, there is a lady of 
the house who won't quite agree 
there has been much “settling down” 
for Amlico’s sales manager. In fact, 
Joyce Cook thinks she still gets to see 
very little of the man she met and 
married in Mt. Pleasant in 1941. 

But when he is home, she and 
four little Cooks—Randy, 1312; 
Bobbie, 11; Bill, 9; and Judy, 8 
make up for lost time. 

“Tom is very handy around the 
house. He is a good carpenter, has 
a well-stocked workshop, and loves to 
build and revair things. And we can 
always find plenty of things for him 
to either make or repair,” says Mrs. 
Cook. 

Outside of his workshop, Cook has 
a great fondness for golf, fishing and 
hunting, but seldom gets to do any 
of the three. When he is home and 
not in his workshop, he is usually 
involved in Boy Scout and other com- 
munity work. 

Cook is an extremely early riser 
he is up at 5:45 most mornings. He 
will breakfast on two eggs, several 
slices of crisp bacon, two to three 
slices of toast, one cup of coffee aad 
a glass of fruit juice. “He never va- 
ries that menu,” Mrs. Cook says. 
“Breakfast is his big meal, and that’s 
one reason he gets up so early. He 
likes to have plenty of time to enjoy 
it. 

“He tries to be at his office by 8 cr 
8:15. And he tries to be home by six 
in the evening. When he does make 
it, we'll have dinner around 6:30. 
But even if he stays in town, that 
schedule doesn’t work out too often. 
He still gets tied up quite often.” 

Mrs. Cook is proud of her mild- 
mannered East Texan and his suc- 
cess. Despite his long hours and his 
time away from home, she is happy 
he made his move into sales, be- 
cause she knows he is happy. 

“I know one thing,” says Cook. 
“The next time you see a bunch of 
oil salesmen in a hotel lobby acting 
happy and carefree as if they didn't 
have any problems under their hats, 
don’t you believe it. It’s fun, but it’s 
work, too.” 
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Fehsenfeld: education helps jobbers 


Family of Prexies 


JOBBER association presidents are be- 
coming quite common in the Feh- 
senfeld family of Grand Rapids, 
Mich., and Indianapolis, Ind. 

When Frank B. Fehsenfeld of 
Crystal Flash Petroleum  Corp., 
Grand Rapids, was elected president 
of Michigan Petroleum Assn., he be- 
came the second Fehsenfeld to be so 
honored. In the late 30's, Frank’s 
father, Jack E. Fehsenfeld, Sr., Crystal 
Flash Petroleum of Indianapolis, 
was named president of the Indiana 
Petroleum Assn. 

The family’s oil jobber association 
activities don’t stop there, either. 
One of Frank’s brothers, Fred M., 
is currently a member of the board 
of directors of the Indiana jobber 
group. 

The Fehsenfelds broke into the oil 
jobber field back in 1930 when Jack 
E., Sr., started Crystal Flash Petro- 
leum in Indianapolis. The family had 
migrated from Texas, where Frank 
was born. 

Seasoning—About a _ year later 
Frank began his oil career working 
part time in his father’s company. 
So Frank’s oil career covers about a 
25-year period. During that quarter 
century he has developed a number 
of opinions and concepts related to 
the oil jobber—his future, his prob- 
lems and the solution to some of 
those problems. 

He also has become seasoned to 
the point of recognizing that some 
jobber problems are a result of the in- 
dustry’s rapid growth in both size and 
advanced techniques. 

“Many of today’s jobber problems 


are caused by competition,” says 
Fehsenfeld. “Because many of them 
might be called a natural product of 
a competitive industry, I firmly be- 
lieve that passing new laws will not 
solve all jobber problems. You can’t 
legislate marginal businesses into suc- 
cessful ones.” 

He adds: “I used to think I knew 
the answers to many jobber problems. 
Now I’m not so sure. Times and con- 
ditions change, and what was an 
answer to a problem yesterday may 
not be true tomorrow.” 

Fehsenfeld feels there is one gen- 
eral avenue that will help solve many 
current and future jobber problems: 
“One of the best ways to help a job- 
ber is through education—education 
that will help him become a more ef- 
ficient operator. And this is a field 
where supplier and jobber associa- 
tion can help. The supplier has a big 
stake in this, because a_ profitable 
jobber means more profit to the sup- 
plier.” 

Storytelling—However, Fehsenfeld 
recognizes and admits that the edu- 
cational approach offers no panacea 
and presents new problems. He says: 
“Sometimes jobbers are like the 
farmer in the story that L. T. White 
{of Cities Service] likes to tell. The 
farmer wasn’t doing too well, mostly 
because he was not using modern 
equipment and techniques. A farm 
agent told him he could do much 
better and make more money if he 
would learn new methods and use 
more modern equipment. The farm- 
er replied he didn’t need help. ‘I al- 
ready know how to farm better than 
I am,’ he said.” 

Like many other jobbers, Fehsen- 
feld thinks there is room for im- 
provement in the present margin 
set-up. 

“The most serious problem is that 
there is no formula or pattern by 
which jobber margins can be in- 
creased to keep pace with increasing 
costs of operation. When prices go 
up, the jobber gets no more, but 
when prices drop, the jobber stands 
half the loss.” 

Fehsenfeld is apt to grin when he 
gets on the subject of gasoline price 
wars. “I always like to tell this story,” 
he says. “When I first took over the 
operation of Crystal Flash in Grand 
Rapids, a private-brand operator be- 
gan cutting prices and I began to lose 
business. I talked to my father about 
it. When I finished, he asked, “Is he 
making any money?” I said yes. Dad 
came right back, “If he can make 
money at those prices, then why don’t 
we do it too?” 

Shortly after Frank’s father started 
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Crystal Flash in Indianapolis, the fami- 
ly acquired an interest in Northwestern 
Oil Products Co. in Grand Rapids. In 
1936 Frank moved to Grand Rapids 
and took over that operation. At that 
time the company was doing about 
2-million gal. a year, all gasoline. 

Today the company’s volume is 
about 6-million gal—four of gaso- 
line and two of fuel oil. Crystal 
Flash sells its own brand of gasoline, 
owns and operates 10 service stations 
and supplies five others. The com- 
pany also operates two semi-trailer 
tank trucks. 

Frank has two other brothers in 
the oil business—Jack E., Jr., and 
Mac, both associated with the In- 
dianapolis Crystal Flash Company. 
Frank himself is married and has five 
children—two girls, Nancy, 18, and 
Ruth Mary, 11, and three boys, John, 
15, Thomas, 7, and William, 5. Frank 
observes that his family is still young; 
rather than devote a large portion 
of his time to hobbies, he prefers to 
spend it with the youngsters and 
his wife. But hobbies are entering 
the picture. The family owns a 1514- 
ft sailboat (it’s a Snipe), which pro- 
vides enjoyment during the summer 
on a lake near Grand Rapids. 

Frank and his wife both play what 
he terms “minor” roles in civic and 
church activities. For relaxation 
Frank does a little golfing and bowl- 
ing. And he does fairly well in the 
alleys, with a seasonal average in 
the 170’s. a 





Osmun Skinner has been elected 
president of Van Dyne Oil Co., Troy, 
Pa. He succeeds Henry B. Van Dyne, 
founder of the company, who con- 
tinues in a consulting capacity and 
as vice president and treasurer. Van 
Dyne Oil is a Tidewater Oil Co. dis- 
tributor with a territory covering 13 
counties in New York and Pennsyl- 
vania. 

e 

Augustus L. 

Dwelley, Auto- 

matic Heating 

Corp. of Massa- 

chusetts, Boston, 

will be at the 
helm of Oil-Heat 

Institute of New 

England for the 

coming year. He 

succeeds Everett 

Elliott of Dan- 

vers, Mass. New 
vice presidents are Marcel A. Fugete, 
Manchester Oil Co., Manchester, 
N. H. and Charles B. Stone, C. B. 





A. L. Dwelley 
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STEEL FORMS 
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ROLLED TOP EDGE 


































Island edges can’t 
be chipped or scarred — 
tires can’t be scuffed. Ready to use—no lost time— 
immediate shipment. Permanent beauty — eliminates 
weekly painting. 

This is it — the all around pump island protection that will 
save you money and eliminate customer complaints due to 
scuffed tires. Spiffy form is constructed to make it impossible 
for form to lose shape. 








































NEWBERRY 
Meter Calibrating Tanks 


Portable and stationary models — any size. 
Stop meter errors from draining your profits. 
Here is a way to have accurate meters and stop the errors 
that add up to high costs. You take no chances with this 
precision instrument that is proving its value in many 
terminals. Conforms with A. P. |. Code No. 1101. It pays 
for itself in short time due to the savings it makes pos- 
sible. 






















Low cost grease rack may exactly fit your need 
If your requirements do not justify an expensive grease rack, our Model 
100 Drive-On Grease Rack 24,000 Ibs. capacity is your answer. No instal- 
lation cost—no maintenance cost—portable—heavy duty. Will take dual 
wheel trucks. Write for prices and specifications. 

Order from your jobber or write us. 












P.O. Box 293 Jackson 5-1751 Memphis 1, Tenn. 


Member NAOEJ Will be glad to furnish prices and specifications on request 
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Stone, _Inc., 
Fred Beckwith 
tary-treasurer. 

New board members _ include 
Charles Andrias, Salem, Mass.; Ray- 
mond D. Nelson, Woonsocket, R. L.: 
Lou R. Sweatland, Pittsfield, Mass.. 
and George M. Wingate, Hallowell, 
Me. 


Conn. 
secre- 


Middletown, 
continues as 


e 
C. Graham Pembroke, Esso Stand- 
ard Oil Co., Richmond, has been 
elected president of the Virginia Oil 





THIS STURDY 





SIGNBOARD 


CAN'T 





ROCK-’N-ROLL! 


Men’s Assn. G. R. Barksdale, Gulf 
Oil Corp., Petersburg, is the new 
first vice president. Other new officers 
include LeRoy Schneider, Schneider 
Oil Co., Roanoke, second vice presi- 
dent; W. T. Hyde, Gulf Oil Corp., 
Richmond, secretary, and Charles E. 
Freeman, Esso Standard in Rich- 
mond, treasurer. 
e 

Gulf Oil Corp. has shuffled assign- 
ments of sales representatives in the 
New England area. The new lineup 


Legs can't toe in or out. For 
the base is reinforced by a 
heavy |” flange running the 
entire length of the support 
channel . . . and is welded to 
the upright at top and bottom. 
So this Red Jacket signboard 
never rocks, always stands firm. 
Nor can it buckle and bend. 
Rigid upright members are 
made of 2” formed channels. 
The main frame is reinforced 
by a I'/e" band of smooth 
rolled edged steel. 


Steady on uneven pavement, 
too. An offset provides space 
under the base. Even wind- 
rippling is eliminated, because 
the display area plate is not 
welded to the outer frame. 


And an extra-large bracket makes the signboard wind- 
and shock-proof as well. Talk about sturdy! The entire 
frame is phosphatized before enameling to prevent 
rusting. Baked enamel finish is clean and hard. New 
low prices. Send for free bulletin now. 


— = , 
RED JACKET ~; 

“water - 

service 

products 


MAIL COUPON TODAY 


es a a RY ES RE A eS Oe A ee RD A SD 
RED JACKET MANUFACTURING CO, 
Petroleum Equipment Division 
Dept. NPN-556, Davenport, lowa 


YES, send me Bulletin 4428 with full data and prices 
on your super-sturdy Red Jacket Display Signboard. 





| 
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looks like this: C. C. Crooker, mar- 
keter, home heating and farm, suc- 
ceeding William H. Schneider, who 
will retire July Ist after 40 years with 
the company; L. W. Curtis, super- 
visor of farm sales, Boston division; 
R. A. Jordan, supervisor of merchan- 
dising and dealer training, Boston 
division. 

Also, H. B. Sabin, district man- 
ager, Providence; E. J. Doherty, dis- 
trict manager, Forest Hills, Mass.; 
L. W. Carbonneau, district manager, 
Springfield, Mass.; A. R. Benner, 
district manager, Beverly, Mass.; 
L. G. Lamplough, district manager, 
Portland, Me. 

Other appointments include R. Y. 
Grant, assistant district manager, re- 
tail, Beverly; R. B. James, assistant 
district manager, retail, Forest Hills; 
S. M. Logan, assistant district man- 
ager, retail, Providence; W. S. Miller, 
assistant district manager, direct 
sales, Providence. 

e 

Christian B. Wichern, chief ac- 
countant on state and miscellaneous 
taxes for American Oil Co., is retiring. 
Wichern had served more than 36 
years with American and its predeces- 
sors. 

¥ 


American has 
also. announced 
the promotion of 
William B. Patter- 
son to assistant 
manager of 
wholesale _ sales. 
He was assistant 
division manager 
in Charlotte, N.C. 
Further Amoco 
changes bring En- 
ver C. Park to 
the Portland, Me., division as credit 
manager. Park replaces George F. 
Hilborn, Jr., who has been named 
head of the newly formed Newark 
division credit office. 

a 

E. J. Blalock becomes sales man- 
ager in Continental Oil Co.’s Okla- 
homa City territory. 

& 

A. G. Bartlett recently resigned as 
general sales manager for Suntide 
Refining Corp. to become an inde. 
pendent petroleum marketer in 
Tulsa. He will handle refinery blend- 
ing stocks and refined products in the 
cargo market. 


W. B. Patterson 


NAME 


H. T. DuBreuil has been named 
executive secretary of the Chicago 
Gasoline Jobbers Assn. DuBreuil, a 
veteran of 36 years in the oil industry 
in the Chicago area, formerly was 
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associated with National Petroleum 
Co. and Deep Rock Oil Corp. 
a 


Reginald B. Sawyer has been ap- 
pointed assistant division manager of 
the Boston division of Amoco, while 
J. A. Chioffi has been promoted to 
branch manager of the company’s 
Bridgeport, Conn., bulk plant. 

e 


E. E. Day has joined Harlow 
Petroleum Co.’s liquefied petroleum 
gas sales department in Tulsa. 

e 

George L. Iveson is the new man- 
ager of farm sales for Imperial Oil 
Co., Ltd. His predecessor, Raymond 
P. Frey, has been named agricul- 
tural adviser in the public relations 
department. 

e 

Harold L. Valentine has been 
elected chairman and chief executive 
officer of Metropolitan Petroleum 
Corp., New York City. George H. 
Rohrs succeeds Valentine as _presi- 
dent, while C. J. Caniglia takes 
Rohrs’ old post of executive vice 
president. 

e 

Wat H. Tyler has resigned as New 
England manager of fuel oil sales 
for Shell Oil Co. and formed the 
Wat Tyler Co. in Waltham, Mass. 
The new company will distribute 
Shell heating oil in the Boston area 
to customers formerly served directly 
by Shell. Tyler has purchased all the 
Shell trucks used to make deliveries 
to these customers, and several Shell 
employes will join the new com- 
pany. Tyler will be succeeded as fuel 
oil manager by Edmund H. Turnau, 
former industrial products manager 
of Shell’s Boston division. 

Shell has announced several other 
marketing personnel changes. M. 
Bogstahl, St. Louis operations man- 
ager, has been named manager of 
the marketing engineering depart- 
ment in the New York home office 
to succeed C. J. Nobmann. Nobmann 
retired in March after 33 years’ 
service. 

J. S. Hoppock, Detroit sales man- 
ager, succeeds Bogstahl, while E. F. 
McGee leaves Albany for the De- 
troit position. H. Wearne becomes 
Albany operations manager in Mc- 
Gee’s place. John Bowen has been 
appointed district manager at Wor- 
cester, Mass. 

e 

Shell Oil Co. also named H. R. 
Hammerman head of the dealer 
training section in its retail depart- 
ment. He will coordinate training ac- 
tivities at 80 company units. Ham- 
merman was formerly copy chief in 


the company’s advertising depart- 
ment. 
* 

Three new jobbers are distributing 
Deep Rock Oil Co. products in Okla- 
homa. Jim Reed bought the Crabtree 
Oil Co. at Guthrie and will operate 
it as the Reed Oil Co., while Otto 
Copeland, a former Deep Rock com- 
mission agent, runs the Copeland Oil 
Co. in McAlester. Nate Ford’s Ford 
Oil Co. operates in Prague and 
Okemah. 

e 

R. M. Loban is the new Sinclair 

Refining Co. branch manager in 


Get DEEPER PENETRATION 
in the consumer market! 


New Model 48 


about oil people —f\ 


Durham, N. C. He has been a Sin- 
clair wholesale representative in 
Georgia. G. R. Dyer has been ap- 
pointed assistant lubrication manager 
for Sinclair’s southeastern district in 
Atlanta, after serving as district mati- 
ager for industrial sales. 
+ 

New officials have been named for 
the Colombian operations of Interna- 
tional Petroleum Co. Ltd. Fernando J. 
Espinosa moves from general manager 
of Esso Colombiana, International’s 
marketing affiliate, to general manager 
of International Petroleum (Colombia) 
Ltd., where he will be assistant execu- 





NEW, IMPROVED 
in design and 


Cc 


COMMERCE 


CONSTRUCTION 


horizontal register dial.. 


See your Tokheim representative. 


1650 WABASH AVENUE 


Step up motor fuel sales—enjoy bigger volume 
deliveries, fewer stops. New Tokheim Model 
48 turns the trick. Eliminates costly repair 
headaches. Assures safe, speedy, simplified 
service—minimum maintenance. Features high 
vacuum rotary gear-type pumping unit. 
. convenient nozzle 
boot, right on the front. Many other features to 
bring you BIG returns on your investment. 


1901 


performance! 


MANY OUTSTANDING 
FEATURES! 


e New high-convenience 
housing design 
@ New horizontal register 


e High-vacuum rotary gear- 
type pumping unit 

@ Built-in by-pass valve 

@ Built-in check valve 

e Explosion-proof motor 

-- new @ Removable strainerscreen 

© Rugged welded chassis 


e Approved by the Under- 
writers’ Laboratories 


General Products Division 
TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT 
SINCE 


FORT WAYNE 1, INDIANA 





Subsidiaries: Tokheim N.V., 
Factory Branch: 
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Leiden, Holland—GenPro, Inc., 
1309 Howard Street, 
In Canada: Tokheim-Reeder of Canada, Ltd., 


Shelbyville, Indiana 
San Francisco 3, California 
205 Yonge St., Toronto, Ontario 





Whos handling 
public relations for you 
behind the Iron Curtain? 


dl 
~ aati ine “ a a = * hawt “ 


let's not an easy assignment—or the kind you'll find many 
people volunteering for. 


But there is an important “public relations” job to be done 
behind the Iron Curtain—for you .. . for America . . . for the 
whole concept of freedom, free enterprise and individual 
rights. This job is an opportunity and a challenge as well as 
a serious responsibility for American business. Fortunately, 
with your help, there is an agency that can do the job— 
Crusade for Freedom, which supports Radio Free Europe 
and Free Europe Press. 


Both these powerful, privately operated organizations 
continually challenge the barrage of Communist misstate- 
ments and false truths. Using saturation radio broadcasts 
and mass newspaper drops from message balloons, Radio 
Free Europe and Free Europe Press are constantly on 
the offensive against the Red campaign to annihilate 
right, reason and national pride. 

Continued and heated Communist protests testify to 
the tremendous effectiveness of Radio Free Europe 
and Free Europe Press. Support freely given by free 
American business and private citizens will increase 
this effectiveness and the scope of their operations. 

A contribution now is perhaps the best investment 
you can make towards a peaceful, prosperous world. 


Give generously. It’s your future! 


a. 


Check list for business executives 
in the Crusade for Freedom 


(_] Order display material for your company bulletin board. 


C) Plan a paycheck stuffer to fully acquaint your employees 
with the importance of the Crusade for Freedom. 


C) Plan to conduct an in-company solicitation. 


C] Match employee funds with your Truth Dollars. 


and information write CRUSADE FOR FREEDOM, , East 46th St., N. Y. C. 17. 
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tive representative of International’s 
interests there. 

At the same time, Adrian W. Silenzi, 
former assistant general manager, be- 


comes general manager of Esso 
Colombiana, and R. A. Parsley, SJr., 
leaves his position as marketing ad- 
visor in International’s home office to 
take on Silenzi’s old duties. 
e 

W. G. Warrington of Rossoe Manu- 
facturing Co., Seattle, heads Oil-Heat 
Institute of Washington, for the com- 
ing year. He succeeds Fredric P. 
Griffin of Griffin Fuel Co., Seattle. 
Other officers include Flavian Croteau 
of Diamond Ice & Coal Co., Spokane, 
vice president; J. B. Huff of Western 


Fuel Co., Yakima, secretary; John A. 
Hall of Watson-Hall Co., Seattle, 
treasurer; and Robert G. Elmslie, 


managing director. 
e 

P. C. Spencer, president of Sin- 
clair Oil Corp., was recently elected 
to the board of directors of the USO 
Fund of New York, Inc. USO 
operates camp shows, clubs and cen- 
ters for members of the armed forces. 

e 

Another oil man in public service 
is H. S. Merriman of the Socony 
Mobil Oil Co. He was recently re- 
elected chairman of the International 
Road Federation, a non-profit or- 
ganization established to encourage 
the development and improvement ot 
highways and highway transporta- 
tion. Now an executive department 
staff member at Socony, Merriman 
is a former sales division manager 
and lubricating department manager. 


J. H. Diefenderfer R. E. Burns 


John H. Diefenderfer and Ross 
E. Burns, Jr., are new sales repre- 
sentatives for Southwest Grease & 
Oil Co., Wichita, Kan. Diefenderfer 
will cover Southwest's western terri- 
tory (Montana and all states west of 
it, and south to Arizona), while 
Burns will work the northeast terri- 
tory (the prairie states east to the 


Mississippi, and Wisconsin). 
° 
Socony has announced the ap- 


pointment of George J. Gregor as 
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assistant to Guy L. Tate, vice presi- 
dent and marketing director of Mag- 
nolia Petroleum Co., a Socony Mobil 
affiliate. Gregor had been manager 
of Socony’s Lakes division, with 
headquarters at Buffalo, for 13 years. 
He will be succeeded there by Wil- 
liam A. Greeley, former Rochester. 
N.Y., district manager. 
& 

Three new members have been 
added to Empire State Petroleum 
Assn.’s board of directors. 


Clifford Doty of Doty Oil Co., Fulton; 
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Perma-Vis Wheels are used 
only in 45° Computers. 


for Top Performance in 
GASOLINE PUMP COMPUTERS 
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Leonard Shapiro of Monticello Gas 


& Oil Co., Monticello; and L. V. 
Bogert of L. V. Bogert, Inc., Kingston. 
6 

Maynard B. Pierce has been 


named assistant reseller manager, for 
Standard Oil Co. (Indiana) at Green 
Bay, Wis. He follows Stephen F. 
Armstrong, who retired last month 
after 38 vears with Standard. 
e 

H. Kezar Libby has been elected 

president of Randall & McAllister, 


fuel oil and equipment dealers in 


World's Most Experienced Makers of Counters & Computers 





VEEDER-ROOT INC., HARTFORD 2, CONN. 


CHICAGO 6, ILL. * GREENVILLE, S. C. * MONTREAL 2, CANADA 
New York 19 © Offices and agents in principal cities 














Portland, Me. He was previously vice 
president and general manager. John 
F. Randall was elected treasurer of 
the company. 

American Petrofina, newly incor- 
porated subsidiary of the Belgian firm 
Cie. Financiere Belge des Petroles, 
has announced the election of the 
following officers: 

Laurent B. Wolters, president; 
W. D. Heath Eves, executive vice 
president and member of the board 
(chief executive officer); Roger Gil- 


bert (president of Panhandle Produc- 


ing & Refining Co.), vice president, 
treasurer and member of the board; 
Alfredo F. Campo, executive vice 


president of Canadian Petrofina, J. 
and Gustav P. 
Fleck, directors; Hughes Duffy, sec- 


Howard Marshall, 


retary. A seventh director will be 
named in the near future. 
e 
New 
ident of 


administrative vice 
Kerr-McGee Oil 


Champion's vertically stacked air 
compressor Model TUV 55-80 is a 
real square foot saver where floor 
space is limited. 


And cool... because of its relatively 
slow operating speed (510 r.p.m.) the 
air output is at a lower temperature 
than is the case with faster running 
machines. Champion's exclusive 
domed pistons and Swedish razor 
blade steel valves contribute to its 

gh efficiency and long, trouble- 


I erformance 


Model TUV 55-80 delivers 9.8 cu. ft./ 
min, at 125 Ib. pressure: two stage 
compressor: 80 gallon tank capacity. 


Champion manufactures quality air 
compressors from 1/2 to 10 h.p., 
electric and gasoline powered.Write 
for the new catalog, hot off the press. 


¢ fe of! MYR = @ aoe ra 
PNEUMATIC MACHINERY COMPANY 


846 N. Pleasant Street, Princeton, Illinois 


presi- 
Industries 
is L. A. Woodward, former president 


of Mid-West Refineries, Inc., Grand 
Rapids, Mich. 
e 

Standard Oil Co. (New Jersey) has 
announced the election of four di- 
rectors and a vice president of Esso 
Export Corp., its international market- 
ing affiliate. 

C. J. Hedlund, J. M. B. Howard, 
R. R. McCoy and T. E. Monaghan, 
all executives of the parent company, 
are the new directors. Shepard Dud- 
ley is the vice president. He will 
continue to manage Esso Export’s in- 
ternational aviation sales department. 

e 

Arnold M. Cochran has been named 
Rhode Island assistant district manager 
for Esso Standard Oil Co. Thomas M. 
Potts, Esso industrial salesman in Con- 
necticut, moves into Cochran’s former 
position as sales supervisor for the 
Massachusetts area. 

e 


Jobber E. A. Rusconi has switched 
suppliers and is now a distributor for 
Tidewater Oil Co. in Hollister, Calif. 
Rusconi is a 3l-year resident of San 
Benito county, where Hollister is lo- 
cated. 

e 

Standard Oil Co. (Ohio) has made 
several promotions in its sales depart- 
ment. Louis E. Black, Jr, becomes 
staff assistant in aviation sales; Robert 
S. Scheidemantel has been named To- 
ledo manager of consumer sales, re- 
placing J. Arnold Lindsay, who is re- 
tiring; Robert R. Harrison has been 
promoted to the newly created post of 
manager of industrial relations for the 
Toledo sales division, while Max M. 
Whitmore becomes assistant retail sales 
manager there. 

Hamlin L. Turner has been named 
Toledo manager of Sohio-Heat sales 
and distributor sales, and Ellwood E. 
Ballert becomes his assistant for dis- 
tributor sales. 

In Sohio’s Cleveland division, A. 
Frank Fulton has been promoted to 
the new position of manager of retail 
sales; Rudolph F. Dreiling is the new 
manager of industrial sales; George L. 
Ritter succeeds Fulton as manager of 
salary service stations, while John T. 
Miles, Jr. follows Dreiling as service 
station supervisor. 

e 

Virginia Petroleum Marketers 
Assn. elected four new directors: C. P. 
Holland, Southern Oil Co., Suffolk; 
W. D. Macgill, New River Oils, Inc.., 
Pulaski; H. J. Parrish, Manassas Ice 
& Fuel Co., Manassas, and F, T. 
Spruce, Jr., Consolidated Oil Co., 
Lynchburg. 

# 

Martin Johnson has been appointed 

acting district manager for Sun Oil Co. 
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in Miami, Fla., succeeding the late 
Joseph B. Hollingsworth. 
e 
Connecticut Petroleum Industries 
Committee plans its biennial outing for 
June 12 at Holiday Hill, Cheshire, 
Conn. Ted Torrant of American Coal 
Co., Ernie Trombley of Renick & Ma- 
honey and A. B. Weston of Weston 
Equipment Co. head the committee for 
the event. 
e 
Herman Brummett, supervisor of 
employe services for Sunray Mid- 
Continent Oil Co., has been elected 
president of the Tulsa Junior Chamber 
of Commerce for the coming year. 


. 

The Texas Co. has appointed C. D. 
Hall manager of its Norfolk, Va., sales 
division. He succeeds R. B. Allen, who 
has retired. J. T. Hardy, assistant di- 
vision sales manager at Norfolk, goes 
to Dallas as assistant division manager, 
while W. L. Lee takes his job at Nor- 
folk. D. D. Buck succeeds Lee with the 
title of assistant division merchandis- 
ing manager. 

* 

Raymond M. Kennett is the new as- 
sistant divisional marketing manager 
for Tidewater Oil Co.’s eastern divi- 
sion. He succeeds J. G. Jimenez, whose 
promotion to divisional marketing 
manager was announced earlier this 
spring. 

a 

Twenty-one oil men recently com- 
pleted an eight-week course in man- 
agement problems for executives con- 
ducted by the University of Pittsburgh. 
Marketers among’ them _ included 
Henry P. Jolly, Arkansas sales man- 
ager for Esso Standard Oil Co., and 
Alpheus O. Miller, policy and organ- 
ization coordinator in the Houston 
sales department of Humble Oil Co. 


’ 
G- L. Wood has replaced his father, 

W. H. Wood, as a Tidewater Oil Co. 

distributor at Patterson, Calif. 


Deaths... 





George Hamlin 
Shaw, 65, a direc- 
tor and vice presi- 
dent of Cities 
Service Co., died 
of a heart attack 
while _—_ attending 
the company’s 
annual meeting at 
Dover, Del., in 
April. 

Shaw was a 
member of the 

Colorado Bar and a former Republican 


state chairman there. He joined Cities 
Service as an_ industrial relations 
trouble-shooter in 1933, becoming a 
director in 1936 and a vice president 
last January. He was also a director of 
Atlas Corp. 
e 

Dan Raibourn, 77, president of Re- 
gal Petroleum Co., Bloomfield, Ky., 
and co-owner of Coe Oil Co., Cyn- 
thiana, Ky., died April 20 in Louis- 


ville. Raibourn was president of the 
Kentucky Petroleum Marketers Assn. 
in 1946 after having served as acting 
president in 1944-45. His firms distrib- 
uted oil in north central Kentucky. 
+ 

Michael J. Lyons, 48, national credit 
card supervisor for Tidewater Oil Co., 
died suddenly March 31. He was a 
veteran of 28 years in the Tidewater 
credit department in New York. 
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RIGHT NOW, WRITE for the two 
new six- page folders, descriptive of 
the new Oilco Spring-Matic loaders, 
No.’s 451, 451-M, 461 and 461-M, 
equipped with the No. 856 Swing 
Joint, which was created to simplify 
and to speed up the repacking op- 
eration. 

The ‘llustration demonstrates the 
process: Remove the flange bolts, 
roll out the flange assembly, replace 
the seal, restore the bolts, and the 
job is done in a twinkling. 

This successful swing joint employs 
three ball bearings — two for the 
radial load and the third for the 
thrust load. Perfect alignment of 
these three bearings insures maxi- 
mum packing life and smooth, easy 
vertical movement of the loader, 


Illustrated: 


. Spring-Matic 


<3 Loader 
No. 451 
Hydraulic 


OIL EQUIPMENT MANUFACTURING CO. 





Nae) 120).7-01 4°) 
3100 VERMONT AVE., LOUISVILLE 11, KY 
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COMING MEI 


JUNE 1956 

Society of Automotive Engineers, Chal- 
fonte-Haddon Hall, Atlantic City, June 
3-8. 

National Fire Protection Assn., 60th an- 
nual meeting, Statler Hotel, Boston, 
June 4-8. 

Oil Heat Institute of America, Park Shera- 
ton Hotel, New York, concurrent with 
OHI’s heating show at New York Coli- 
seum, June 11-15. 

Packaging Institute, Petroleum Packaging 
Committee, Statler Hotel, Boston, June 
12-13. 

Pennsylvania Grade Crude Oil Assn., 33rd 
annual meeting, Pennhills Club, Brad- 
ford, June 13. 

American Society for Testing Materials, 
Committee D-2 Petroleum Products 
and Lubricants, Chalfonte-Haddon 
Hall, Atlantic City, June 17-22. 

Wisconsin Petroleum Assn., Lake Lawn 
Lodge, Delavan, June 19. 

Western Petroleum Refiners Assn., Broad 
view Hotel, Wichita, June 21-22. 

Northwest Petroleum Assn., Edgewater 
Beach Hotel, Detroit Lakes, June 25-26. 

Illinois Petroleum Marketers Assn., Mt. 
Hawley Country Club, Peoria, June 26. 

Oil-Heat Institute of Wisconsin, Hotel 
Wisconsin, Milwaukee, June 28. 


JULY 1956 
Canadian Petroleum Assn., Banff Springs 
Hotel, Banff, Alberta, July 10-11. 


























AUGUST 1956 


ALiquefied Petroleum Gas Association, 
annual west coast regional convention, 
Sheraton Palace, San Francisco, Aug. 
5-7. 

Society of Automotive Engineers, national 
West Coast meeting, Mark Hopkins 
Hotel, San Francisco, Aug. 6-8. 

South Carolina Oil Jobbers Assn., Fort 
Sumter Hotel, Charleston, Aug. 13-14. 

National Congress of Petroleum Retailers, 
annual meeting, Shoreham Hotel, 
Washington, D. C., Aug. 19-24. 


SEPTEMBER 1956 

Packaging Institute, annual meeting, Stat- 
ler Hotel, Cleveland, Sept. 10-12. 

Society of Automotive Engineers, national 
tractor meeting and production forum, 
Hotel Schroeder, Milwaukee, Sept. 
10-13. 

National Petroleum Assn., 54th annual 
meeting, Traymore Hotel, Atlantic 
City, Sept. 12-14. 

APackaging Institute, petroleum packag- 
ing committee, Palmer House, Chicago, 
Sept. 13-14. 

AFlorida Petroleum Marketers Assn., 
Fontainebleau Hotel, Miami Beach, 
Sept. 20-21. 

AWestern Petroleum Refiners  Assn., 
Henning Hotel, Casper, Sept. 20-21. 
AMichigan Petroleum Assn., semi-annual 
meeting, Grand Hotel, Mackinac 
Island, Michigan, Sept. 21-22. 











ANational Assn. of Oil Equipment Job- 
bers, annual meeting, William Penn 
Hotel, Pittsburgh, Sept. 23-25. 

APennsylvania Petroleum Assn., Pocono 
Manor Inn, Pocono Manor, Sept. 23-25. 

AAmerican Society of Mechanical En- 
gineers, Petroleum Division, Statler- 
Hilton Hotel, Dallas, Sept. 23-26. 

Alndependent Oil Compounders Assn., 
annual meeting, Bismarck Hotel, Chi- 
cago, Sept. 24-25. 

ASouth Dakota Independent Oilmen’s 
Assn., Marvin Hughitt Hotel, Huron, 
Sept. 25-26. 


OCTOBER 1956 

A Virginia Petroleum Jobbers Assn., Roa- 
noke Hotel, Roanoke, Oct. 7. 

A American Society of Lubrication En- 
gimeers, annual meeting, Chalfonte- 
Haddon Hall, Atlantic City, Oct. 8-10. 

AVirginia Oil Men’s Assn., semi-annual 
meeting, Roanoke Hotel, Roanoke, 
Oct. 9. 

ASociety of Automotive Engineers, na- 
tional transportation meeting, Hotel 
New Yorker, New York, Oct. 10-12. 

AArkansas Independent Oil Marketers 
Assn., annual meeting, Hotel LaFay- 
ette, Little Rock, Oct. 11. 

ATennessee Oil Men’s Assn., annual 
meeting, Hermitage Hotel, Nashville, 
Oct. 14-16. 

(Remainder of October next month.) 

A First Listing. 


Birtanks are 

delivered direct 

to the job site from the 

Birmingham fabricating 

plant on specially-built 

trailers. There’s no fuss or 

bother about transportation 

problems and you get fast, non- 

stop delivery. The next time you 

order tanks, get Birtanks delivered 
direct to the job. 


BIRMINGHAM TANK COMPANY 


Division of 
THE INGALLS IRON WORKS COMPANY 


MAIN OFFICE: Birmingham, Ala. 


SALES OFFICES: New York, Chicago, Pitts- 
burgh, Houston, Atlanta, New Orleans 


a a I 
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REPLIES (Bes No. ): Address to office nearest you 
NEW YORK: 330 W. 42nd St. (36) 
CHICAGO: 520 N. Michigan Ave. Gy) 
SAN FRANCISCO: 68 Post St. (4) 
LOS ANGELES: 1111 Wilshire Blvd. (17) 


1 | LOYM tT \ MH MT 
\ HANH ] 

| i Mi l NT OY il ait Ha HAW 
———Pasition Wanted 

LPG Sales Engi —available i diately. Col- 
lege graduate; six years with one oil company ; 
sales and management experience in LPG, petro- 
leum service station and bulk plant operation. 
Some travel. 32 years old. Prefer to relocate in 


West Coast area. PW-1777, National Petroleum 
News. 


a /RQWWPMENT:-ased- Surplus 


For Sale 
































For Sale: 1953 Single Axle Sreckwoy with pon 
partment tank, 22°0 gallon capacity, skirted with 
125 foot electric hose reel, meter, ticket printer. 
Excellent condition. Original cost $11,000. Asking 
$4,700. Naphtha Solvents Company, Box 107, 
Butler, Pa. 


Mailing Lists of oil im hada Write for catalogue. 
on Industry Mailing List Co., Box 2603, Tulsa, 
Okla. 


Jobbing Operations For Sale—Northern Mlinois; 
gallonage 5,171,541, sales $921,559, net profit 
$115,000. Business is growing. Estimated net for 
1956 is $145,000. Requires $250,000 cash for terms 
of sale. Management available. Wisconsin-49,800 
storage, 2 modern stations, 3 trucks and all equip- 
ment. Sales $215,427, requires $35,000 cash to 
handle terms. Also one in Southern Wis. 70,000 
storage, 2 trucks, all equipment. Net $13,695- 
$22,000 cash to handle terms. Federated Petro- 
leum, Mel Putnam, 3230 University, Madison 5, 
Wisconsin. 


Business Opportunities 





Major oil distributorship. Gas and fuel oil volume 
over 3 million gallons annually. In most expand- 
ing area in New York State. You can net over 
$50,000 annually from start. Potential unlimited. 
Requires $150,000 cash. BO-1466, National Petro- 


FOR SALE 


Tank only—800 gallons—3 compartments, in- 
cluding pump—1vs hose and reel—Smith Printer 
G Meter—$300.00 

1937 COE Autocar Chassis with 1500 gallon 
5 compartment tank. Complete with pump—1 
hose and reel—Brodie Printing Meter, in operat- 
ing Ss delivering fuel oil. As is— 





Ve 

1940 COE Autocar Chassis with 1800 gallon, 
5 compartment tank. Complete with pump— 
1% hose and reel—Brodie Printing Meter, in 
operating ean delivering fuel oil. 
As is—$1,500 


F. C. HAAB Co., INC. 


2100 Chestnut Street, Philadelphia 3, Penna. 
Rittenhouse 6-0800. Ask for Mr. Prior. 





CLASSIFIED 








TRAILERS FOR SALE 


1—1948 Trailmobile, 5000 gallon trailer, 3 
compartments—2250, 500, 2250, double bulk 
head, tandem axle, 3" lines and emergency 
valves. Tires in good shape, paint excellent. 
1—1950 Standard Steel Works trailer, 2 com- 
partments—2650, 2850, single bulk head, 3" 
lines. Tires good and paint excellent. 
These units may be seen in Cincinnati. Write in 
care of: 
F. S$. 1721 National Petroleum News 
520 N. Michigan Ave. 


Chicago 11, Ill. 
or phone Grandview 1-7700. 





For Sale: Northwest gasoline distribution estab- 
lished 22 years. 2% million gallons per year. Over 
80% controlled retail. Supplier, big west coast 
major. Perfect supply set-up. All equipment per- 
fect, no junk. Heating oils available but not 
being presently worked. Perfect set-up for young 
man or men. Buyer must establish financial 
responsibility. Direct sale. Price on responsible 
inquiry only. Direct inquiry through FS-1845, 
National Petroleum News. 





For Sale: Independent Jobber of Petroleum Prod- 
ucts handling App. one million gallons yearly of 
white goods, gasoline, fuel oils, solvents. Dissolv- 
ing partnership and want quick sale. Have 4 1,000 
gal tank trucks, 1 stake truck R.R. siding with 
2 10,000 gal tanks, office building and warehouse, 
complete file of customers along with established 
trade name. A going business and a good one. 
$40,000. FS-1799, National Petroleum News. 











Wanted 











FOR SALE 
1950 12” Bowser Meter with Ticket Printer eat 
Automatic Stop in excellent condition for $175.00 
One hand reel-good condition $25.00 
Portable Pumping Unit consisting of B&S engine, 
Pump, By pass, ve muffler, ete. Good condition, 
easy to carry $90. 
These items may purchased separately. 
ORCO PETROLEUM & HEATI 
270 Joseph Avenue, Rochester, New York 
aker 0180 


Contact 


USED TRAILER 
TANK BARGAINS 


1945 Quaker 5000 gallon, 3-compartment, 
single axle trailer, #K119, $875. 


1946 Butler 5800 gallon 3-compartment, tan- 
dem axle, #M-233, $2300. 


1947 Butler 5200 gallon, 3-compartment, tan- 
dem axle, #M226, $2300. 


1948 Heil 4500 gallon, one-compartment, sin- 
gle axle trailer, $K139, $1375. 


1948 Fruehauf ae? 


allon, one- * creme 
single axle trailer, 


148, $1375 


1948 Fruehauf 5750 gallon, 
tandem axle M286, $2700. 


1948 Heil 4500 gallon, one-compartment, sin- 
gle axle, fuel oil transport #139, $1375. 


1949 Fruehauf 4545 gallon, one-compartment, 
single axle trailer, K159, $1500. 


1950 Fruehauf, 5500 gallon, 
tandem axle, #K-226, $2800. 


1950 Trailmobile 4580 gallon, one-compart- 
ment, single axle trailer, #K174, $1675. 


1950 Heil 4600 gallon, one-compartment, sin- 
gle axle trailer, $K178, $1675. 


1950 Fruehauf 7200 gallon, 
tandem axle, #M296, $3100. 


3-compartment, 


3-compartment, 


3-compartment, 
1950 Heil 4610 =, ee, sin- 
gle axle, $K181, $1675 


1953 Butler 4150 gallon Asphalt Transport 
tandem axle, #K102, $4500. 
Choice of many others. 


Wire, phone collect or write 


BUTLER 
MANUFACTURING COMPANY 


Dept. A. 7400 East 13th St. 
Kansas City 26, Mo. 











For Sale 


Barge Unloading Pump 
5’ Viking Pump, Internation P-12 Engine Mounted 
integral on skid base. Both Engine G Pump in 
good Condition. 
HOME OIL TERMINAL COMPANY 
Box 397 Henderson, Ky. 





Wanted Good used transport trailer 3500 to 4000 
gallons, 4 to 5 compartments. Address L. R. 
Squires, Kissimmee, Fla. 


///BUSIMESS OPPORTUNITIES | 


Bulk Oil Plants —Propane Gas Plants —Selected 
properties throughout the midwest. We specialize 
in selling petroleum properties. Ole Brodd, Petro- 
leum Marketers, 605 Produce Bank Bldg., Minne- 
apolis 3, Minnesota. 














Small Independent line distributor now doing 
three million gallons per year located in deep 
South needs experienced bookkeeper immediately. 
Will sell interest to right man who can assume 
efficient control of accounting. BO-1370, National 
Petroleum News. 








One B-1405 Morehouse Mill, 
Complete with deaerator and gear box. 


This equipment is practically new, at a substantially 
reduced price, and in good working condition. If inter- 
ested, please write for further details. 


F.S. 1738 National Petroleum News 
520 N. Michigan Ave., Chicago, III. 








Oil Jobber Business for Sale 


Distribution of home heating oil, commercial and 
industrial fuel oil, liquid asphalts. Nine truck, 
tractor, trailer and straight truck fleet. Sales run 
from $750,000.00 to $1,000,000 annually. Location: 
Florida. 
BO 1320 National Petroleum News 
330 W. 42nd St., New York 36, N.Y. 








JOBBERS ATTENTION 


Capable man under 35 with considerable experience In 
marketing, including service station and bulk piant 
operations and acquisition of mernetinn properties, 
wishes to locate with Jobber. Mainly interested in 
eventually taking over at least part-management and 
part-ownership. Best references. 


P.W. 1735 National Petroleum News 
520 N. Michigan Ave., Chicago, Ill. 








SERVICE STATIONS WANTED 


Independent oil company will purchase or lease exist- 
ing stations on busy streets or highways. Prefer 
locations suitable for multi-pump operation. Send full 
particulars to: 

BO 1409 National Petroleum News 

330 W. 42nd St., New York 36, N.Y. 





STEEL STORAGE TANKS 


Railroad Tank Car Tanks 


6,500 to 12,000 Gal. Cap. 
Coiled and Non-Coiled 
Cleaned — Painted — Tested 
Heavier — Safer — Cheaper 
Other Tanks Too 
Also — Complete Tank Cars 
8,000 and 10,000 Gal. Cap. 
Your Inquiries Solicited 


MARSHALL RAILWAY 
EQUIPMENT CORPORATION 


50 Church Street 
Phone: COrtiandt — 
New York 7, N. 














TANK TRAILERS 


1—4000 gallons, 6 compartment DBH with meter 
and carrying boxes, perfect condition 


1—5000 gallon Standard Steel, 4 compartment, 
DBH, tandem, undersiung boxes for meter and 
case goods—perfect—1.C.C. 


1—5600 to 6100 gallon Trailmobile and Fruehauf, 
3 compartment trailers—tandem  1.C.C. 


1—6100, 5 : roca Quaker, boxes, meter, city 
delivery—l. 


1—5000 nna 1947, 3 compartment, Fruehauf— 
Tandem—I.C.C. 


BRUCE E. HACKETT CO. 
621 WEST 58 ST., 
KANSAS CITY, MO. 
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Continental’s Perma-Lining gives 
100% coverage plus uniform 
film thickness 


i 





era 


fe SCARED 


Steel containers give 
modern protection to 
hard-to-hold products 


Now, the 100% protection of Continental’s Perma- 
Lined steel containers is available for chemical, paint 
and petroleum products. Hot-sprayed within the 
formed container, and fast-baked, tough enamels 
cover every square-inch of inner surface. Even side- 
and bottom-seams, often a problem, get complete, 
uniform coverage. 

Backed by our vast experience in tailor-made pack- 
aging, Continental Perma-Linings are available for 
almost every chemical, paint and petroleum product. 
In addition, our research department is fully prepared 
to develop new ones for your special use. 

Why not put modern Perma-Lined steel containers 
to work for you? Just call your Continental 
representative. 


CONTINENTAL Cc CAN COMPANY STEPPED-UP STORAGE TEST. Even after prolonged 


storage at 100°F., polyvinyl acetate glue fails to affect 
Eastern Division: 100 E. 42nd St., New York 17 Perma-Linings. Never-ending research and testing by 
Central Division: 135 So. La Salle St., Chicago 3 Continental scientists assures Perma-Lined steel containers 


Pacific Division: Russ Building, San Francisco 4 of the highest quality. 





TO MEET YOUR CUSTOMERS’ REQUIREMENTS... 


SUN NAPHTHENIC OILS 
AVAILABLE IN FOUR COLORS 


complete range of viscosities 


No matter which color you need 
for your individual customer require- 
ments, these naphthenic lubricating 
oils are all naturally low in carbon- 
forming tendencies. 


Used as base blending stock, 
these Sun naphthenic oils are suitable 
for high compression engines where 
carbon build-up must be kept toa 
minimum. They also have many uses 
in specialized applications, and are 
excellent for grease manufacture. 


For complete information about 
Sun Oils, see your Sun representa- 
tive. Or write for Product Informa- 
tion Bulletin WI, Sun Ort Company, 
Philadelphia 3, Pa., Dept. NPN-6. 


GENERAL WHOLESALE DEPARTMENT 


SUN OIL COMPANY 


PHILADELPHIA 3, 
IN CANADA: SUN OIL COMPANY, LTD., TORONTO AND MONTREAL 





